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Marketing Braces for Kennedy’s Program as 


Page 33 


“The consumer is the only man in 
our economy without a high-powered . 
lobbyist in Washington. I intend 
to be that lobbyist.” —J.F.K. 


— 


ALSO IN THIS ISSUE 


- BOATING 


1 of a new series on 
booming ‘‘leisure markets” 


COST CUTTING 
Part Ii 


OR GARY COOPER 
EXPOUNDS ON HIS LATEST 
STARRING VEHICLE 
Q. Mr. Cooper, is it true 
that you are the subject 
of a fascinating self- 
revealing article, “I Took 
a Good Look at Myself?’ in 
January McCall's? 

A. I must admit, my an- 
swer gravitates to the 
affirmative. 

Q. Do you agree with the 
statement in it that you 
donot feel satisfied with 
your own acting ability? 
A. This is one of my can- 
did admissions in the piece. 
There are many others 
about my inner feelings 
which will also undoubted- 
ly interest women. 


Q. Are you proud to be 
in.the first women's maga- 
zine to exceed 700,000 
circulation (with its 
December issue) and the 
one that was first in cir- 
culation gains in 1960? 

A. I always prefer to be 
with a box-office winner. 


Q. Mr. Cdoper, thank you 
for breaking your tradi- 
tion of strong silence. Do 
you know what you have 
in your pocket? 

IT’S McCALL’S... FIRST 
MAGAZINE FOR WOMEN 


the slipsheet 


an informal ‘‘f.y.i.’’ before you read the issue 


For issue of January 20, 1961 


At high noon this past Friday, the reins of government 
passed into the hands of John F. Kennedy. Beyond the 
fact that this change of control will be reflected in 
national and international policies, what does a new 
man at the helm mean to you, your products or services? 
The lead story in this issue of SM outlines what it 
does mean: "President Kennedy, Lobbyist for the 
Consumer"...contains a concrete appraisal of what's 
ahead in the field of marketing under this new admin- 
istration, the status and presumed destination of the 
proposed "anti-marketing" measvres now on the Congress- 
ional docket and how vigorous the enforcement agencies 
may be. 


Also in 1961, a major marketing consideration will be assigned to the sales and 
distribution picture of soft drink packaging. A roundup and projection of the 
packaging problems besetting the soft drink industry now that cans and non-return- 
ables are being pushed by supermarkets will be found on pages 93 and 9. 


"How Will Business Find Tomorrow's Marketing Execs?" is the query SM has put to 
four marketing executives brought together for a symposium in print. This is the 
second in a series of panels that Sales Management is currently running, and in- 
cludes responsible forecasting by Richard 0. Baily, Asst. Vice Pres. of Marketing 
for the Burroughs Corporation, Robert E. Cassatt, Vice Pres. of Marketing for The 
Regina Corporation, Robert L. Bobo, Vice Pres. of Marketing for Federal Pacific 
Electric Co. and Edmund F. Buryan, former Marketing Vice Pres. of W. A. Sheaffer 
Pen Co. As further evidence of the demand for marketing "generalists" and 
industry-to-industry adaptability of talents, Mr. Buryan only recently became 
president and a director of Minneapolis-Moline Company, resigning his position at 
Sheaffer Pen. 


The positive side of selling as a profit is emphasized in the second of SM's 
2-part story on "COST CUTTING." Quotes from companies such as General Hlectric, 
‘Westinghouse, Burroughs and IBM, tell about concentration on the better markets 
and the most profitable lines...a good guide to become familiar with for the 
selling year 1961. 


You'll also find dynamic interest in stories about BRANIFF AIRLINES...a company 
which uses a contest to make every employee a salesman...VANDERBILT TIRES... 
using a new direction for distribution of their products -- through the use of 
display racks in supermarkets! 


This country's got a whopping leisure class -- whose demand and consumption is 
both conspicuous and profitable. SM presents the first in a series on the 
lucrative idle in LEISURE MARKET - Part I, an inside glimpse of the ocean of 
markets provided by boat-happy Americans. 
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What makes 


Prominent among Upper Midwest- 
erners who did not eat their hats on 
the morning of last November 9 is 
Sidney S. Goldish, director of the 
Minneapolis Tribune’s Minnesota 
Poll of Public Opinion. Goldish’s 
experiment in fedora nibbling is for 
publicity only (he pronounced the 
taste 99.79% awful). 

In matter of fact, Goldish, Min- 
nesota Poll Editor Robert Coursen 
& Staff, accurately forecast Ken- 
nedy’s narrow squeak-to-victory in 
Minnesota within a whisker-close 
two-tenths of one percent. The Poll 
also nailed the Andersen-Freeman 
gubernatorial race correctly within 
three-tenths of a percent, a double 
victory in the art of people-probing 
that brought personal congratula- 
tions to Goldish from the grand- 
daddy of all pollsters (“‘. . . the job 


a newspaper great ? 


you did on all the races was not 
only wonderful, it was fabulous!” 
George Gallup). 

Since 1944 the Minnesota Poll has 
conducted 201 statewide surveys, 
sampling opinions of more than 
175,000 Minnesotans with an accu- 
racy record that has made it one of 
America’s most respected regional 
polls. 

The endlessly-fascinating sub- 
ject of what people think keeps 65 
trained interviewers hopping and 
popping questions while Director 


MINNEAPOLIS 


STAR 


EVENING 


Goldish and his staff labor long and 
late tabulating answers and polish- 
ing and pretesting new queries. 

The Minneapolis Tribune and the 
Minneapolis Star think that know- 
ing what people think is a vital func- 
tion of good newspapers — the best 
way to keep pace with opinions, 
tastes and concerns of readers in 
these changing times. Such extra ef- 
forts have earned for these news- 
papers the largest audience of regu- 
lar readers in the 3!4 state Upper 
Midwest. 


Hinneapolis 


Tribune 


MORNING & SUNDAY 


525,000 COMBINED DAILY 


JOHN COWLES, President 
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A man who's sure of himself— knows what he wants 
in business, and sets out to get it puts special 
value on businesspaper advertising. Here’s where 
you can build results, respect and recognition—for 
your products and your company. The fact is: it 
takes an advertising pro to sell a business pro... 
in businesspapers 


Advertising 
in businesspapers 
means business 


. because businesspapers are 
read by men in a business-frame- 
»f-mind. An adequate schedule, 
with the right kind of copy, in 
the right selection of business- 
papers is a basic ingredient of every 


balanced advertising program. 


@: ©: 
Advertising works best in a businesspaper 


its readers are sold on...a bought-and- 
paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS ~- 205 E. 42nd St., N.Y. 17, NY, 


201 N. Wells St., Chicago 6, Ill. - 333 Wyatt Building, Washington 5, D.C. 
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Don’t Slash Your Selling Costs—‘Improve’ Them 


Forecasts 


President Kennedy—‘Lobbyist for the Consumer’ 
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287 Gibson Sellers Get EXTRA Selling Citations 


Leadership 


Shoemaker Cuts Loose from 50-Year ‘Last’ 
(International Shoe) 


Manpower 


The Case for a Medical Counsel to Sales 


Where Will Business Find Tomorrow’s 
Marketing Execs? 


Markets 


It's an Ocean of Markets as America Goes 
Boat-Happy 


New Product In‘roduction 


‘Darn‘dest Golf Clubs You Ever Saw’ 
(A. G. Spalding & Bros.) 


Personal 
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‘False’ Pricing Marches On 


Sales Strategy 
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How Vanderbilt Tire Avoids the Selling Ruts 
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Executive Offices: 630 Third Ave., New York 17, N. Y., Yukon 6-4800 


HIGHLIGHTS 


MAN IN THE MIDDLE—THE MARKETER? 
As an avowed spokesman for the consumer, what kind of 
controls will President Kennedy place over products, 
pricing, advertising? “Pro-consumer” could imply simply 
a snooping around, or full-scale anti-business activity in 
Washington. Here’s the outlook for marketing under the 
new Administration — in Congressional activities and in 
agency regulation. Page 33 


THE SUNDRY PROFITS OF 8 MILLION BOATS 
A most happy national craze—for marketers, too—boating, 
No. 1 participation sport, holds the promise of gold for 
manufacturers far afield of the obvious industries. If your 
product isn’t actually sea-going, chances are you can get 
in on a boatel angle, or a transportation angle, or even 
an associated-sport tie-in. Page 56 


MORE CONCENTRATED THAN CUT a" For the man who likes a challenge businesspaper 


er ; advertising is exciting stuff. It demands your best. 
Priming for profits, todays top sales execs put the stress on Here’s a real test of creativity, for you're selling to 


positive action rather than mere cost slashing. From GE, fellow proe—men who know their business. You've 
: pie got to know your business and communicate in a 

Burroughs, IBM and others come ideas on building up businesslike way. ..in businesspapers. 

your profitable lines, your best markets, making better 

use of your salesmen’s time—improving the operation in- 


stead of trimming it. Page 40 Advertising 


in businesspapers 
UNORTHODOX METHODS GET TO THE PROSPECT means business 


Such offbeat tactics as selling tires for truck fleets by , 
phone, selling tires to women—in shopping centers—have ... because businesspapers are 
helped little Vanderbilt Tire & Rubber Corp. increase 
sales more than four times in five years, in an industry . P 
dominated by giants. Page 71 Here’s one place you'll always 


read for profit, not for pleasure. 


find prospects—reading with their 
minds on business—wide open 

to ideas and products that 

can help them on their jobs. 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 99 Marketing Pictograph Gy: Te. 
Dynamarketer 52 Scratch Pad @ : 


Muman Side 12 Significant Trends 17 People pay for businesspapers they want 
...read the businesspapers they pay for. 


Letters 29 They’re in the News 10 Note: All ABP papers are “‘Paid"’. 


Marketing Newsletter 49 Trends in Packaging 93 ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St., N.Y. 17, N.Y, 


201 N. Wells St., Chicago 6, Ill. 
Marketing on the Move 20 Worth Writing For 66 333 Wyatt Building, Washington 5, D. C. 
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Growing 
Sales 
Importance 
for 


Connecticut 


Growing in 
Population 


Meriden has now been designated 
a Standard Metropolitan Area by the 
U. S. Bureau of the Budget. And latest 
U. S. Census figures show that Meriden's 
population exceeds 51,000 ... an in- 
crease of 7,000 over the last decade. 
Result: an army of new, easy-to-reach 
customers in the heart of this major 
urban market 


Growing Sales 
And Buying Power 
Meriden shares handsomely in soar- 


ing sales and buying power for which 
Connecticut is famous. Look! 


rT - sf 28 § § | FFs 
1960 increase 


RETAIL SALES Over 1959 


$63,891,000 11% 
BUYING icone 
$127,176,000 8.7% 
(SM ‘60 Survey) 
ae Ee eee ee ee ee 


Exclusively a 
Record & Journal 
Varket 


Just one buy, the Record and Jour- 
nal, gives you 97°% coverage of Mer- 
iden. No Hartford or New Haven ABC 
daily has over 400 circulation here. Send 
for complete market facts now! 


The Meriden 


RECORD and JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives 


Johnson, Kent, Gavin & Sinding, Inc. 
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The BIG ONES 


, —cities with the largest daily newspapers * 


New York 
Chicago 
Philadelphia 


}: 

2. 

3 

4. Los Angeles 
5. Detroit 

6. St. Louis 

7. Washington 
8. Cleveland 
9. MILWAUKEE 

10. Boston 


__ AAC Se) 
vo 2 as a 


When you are looking for large newspaper markets and lowest costs, you'll find only eight cities which 
have daily newspapers with more circulation than The Milwaukee Journal*. And in none of these, or 
any other million population markets will you find the economical one-paper coverage you get with 
The Milwaukee Journal—9 out of 10 homes in the metropolitan area and 50% of all urban homes in 
Wisconsin. THE MILWAUKEE JOURNAL, Member of Million Market Newspapers, Inc. — *Fxcluding Combinations 


New York Chicago Detroit Los Angeles San Francisco 
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In the Greater Philadelphia market, The Evening What does this mean to advertisers? It means 


ind Sunday Bulletin is a trusted family friend, that, in the growing seven billion dollar Greater 
invited into the home day after day. Philadelphia market, your sales message in The 
— : » “ven) y¢ S ay 2 st] ni ma 6s j sg 

The pages of this newspaper reflect the character, Evening and Sunday Bulletin enjoys a unique and 


lesires and spirit of its readers. The Bulletin and extra “bonus”... 


the people of Philadelphia understand each other. You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN = 4 member of MILLION MARKET NEWSPAPERS, INC. 


New York 17, 529 Fifth Ave.; Chicago 1, 333 N. Michigan Blvd.; Detroit 2, New Center Bldg.; Los Angeles 5, 3540 Wilshire Blvd.; 


in Francisco 4, 111 Sutter St. IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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Advertising Offices: 


Letter from 
An Unknown President 


The following letter to the editor was inspired by an 
article in our Dec. 2 issue: “You’re Fired—What Do You 
Do Now?” written by an unemployed executive who is 
finding out, the hard way, what you do. 

Although it is against this magazine's policy to publish 
anonymous letters, the editors believe this one has a 
message, and merits an exception to the rule. 


Dear Editor: 

I came here to hunt deer, but sub-zero weather this morning, plus 
the fact that I bagged one yesterday, inspired me to visit an editorial 
writer here whom I have come to admire so much that I have his 
paper sent to me daily so I can read his Saturday editorials. 

As I do not like to impose upon my friends, and as I had no 
appointment, I spent an hour in his reception room, and while there 
read two articles in your good magazine that impressed me to the 
point where I am now writing my first letter to the editor, on borrowed 
paper, using a borrowed typewriter, and will mail same in a bor- 
rowed envelope. 

The first of these two articles was one written by (pen name) 
Felix Sinclair [“You’re Fired—What Do You Do Now?” SM, Dec. 2]. 
I was impressed by this man’s article, if not by his reasoning. Twenty- 
nine years ago I. stood in his shoes. On Feb. 23, 1931, the new 
president of our merged company called me into his office and i 
a not too kind tone of voice told me I was fired. My severance sor 
was payment in full for the week. 

Two days before that I had celebrated my 29th birthday and the 
arrival of our fourth child as a birthday gift. I confess to some tears, 
partly of anger and partly from fear, as I drove to my mortgaged 
home in the suburbs. 


> In those days there was no unemployment compensation to look 
forward to and perhaps that was for the best. I remember that on 
my 29th birthday I had taken a little stock of my assets. I was young 
and healthy, I had a $5,000 equity in my home, $35,000 life insurance 
in force, and a ee 4 f of $6,000 on a very nice home that I had 
paid $11,000 for, and I felt that I had improved it enough to keep 
it salable at $11,000 

I neglected to count my biggest asset—a good wife who would stand 
firmly by me in the years to come. In 1931 they just were not hiring 
people: I wore out two pairs of shoes trying to get to see men who 
might give me a job. One of my largest liabilities as I see it now was 
the fact that I had been receiving a big salary for my age and for 
that time—$15,000 per year. I couldn’t forget that and neither could 
my prospective employers. 

After two months of looking for a job in my own locale I decided 
to try something new. I drove to a city almost 400 miles away and 
rented a room in a a. boarding house. I drove to that particular 
city because it was the home of one of our old competitors. They 
were having their troubles with the depression, and I reme »>mbered 
hearing our directors discuss the possibility of a merger with them 
before we became involved in the merger that cost me my job. 

Our trouble then, and theirs, had been the small orders that your 
other intriguing article [“The Spreading Epidemic of ‘Small Orders,’ ” 
SM, Dec. 2] deals with. Depression-minded people were ordering by 
the quarter-dozen rather than by the dozen, and by the dozen rather 
than by the gross. 

I surprised the elderly president by falling into stride with him 
as he walked to work one morning (second day in town—I spent the 
first acquiring a little knowledge of the habits of the president and 
his works manager). It was late April and a beautiful day. I started a 
conversation on thé it — He agreed with me, and as I had called 
him by name he said, “Young man, you are a stranger to me, how do 


you know my name?” (continued on page 9 


Hansen’s Tales are 
Practical Wisdom... 


And though the wolf 
Huffed ‘n Puffed . 

. he couldn't blow the third little pig's 
house down. 


Similarly . . . when you enter a new market, 
you want to be sure of a SOLID FOUNDA- 
TION OF SALES before investing heavily in 
buildings. 


That’s why “spat stocking” your supplies or 
products at Hansen Storage provides you with 
a means of keeping the wolf away while 
you test the sales potential of the Wisconsin 
market, with no capital investment. 


Hansen's three warehouse locations in Mil- 
waukee are within 2 trucking hours of Wis- 
consin’s richest industrial concentration — 
where 75% of state income and 71% of 
all sales originate 


Check your saving in shipping in Car and 
Truck loads against L.T.L. freight cost. 


HANSEN | Storage 


| 
3 Strategic Warehouse Locations: 
Downtown Milwaukee 126 N. JEFFERSON ST. 
North Side 6201 N. 35th ST. 
West Side 112th & W. BURLEIGH 


Affiliate: Hansen Storage of Madison, Inc 
Madison, Wisconsin 
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When The Martin Company 
telegraphs Aerojet-General... 
things happen fast! 


R. TRIPP H. GUNTHER 
AEROJET-GENERAL CORP. MARTIN COMPANY 
SACRAMENTO, CALIF DENVER, COLO. 


URGENTLY REQUIRE SHIPPING DATA ON ENGINEERING CONTROL TITAN CONTROL SYSTEM CX6124 BEING SHIPPED VIA AIR EXPRESS 
SYSTEM CX6124 FOR FIRST TITAN OPERATIONAL BASE. ADVISE. TODAY. WILL ARRIVE DENVER TOMORROW 2 PM. 


H. GUNTHER R. TRIPP 
MARTIN COMPANY AEROJET-GENERAL CORP. 
DENVER, COLO. SACRAMENTO, CALIF. 


WESTERN UNION 
WESTERN UNION 


wn 
NEED TO EXPEDITE SHIPMENTS? Get shipping information fast? You can count on telegrams 
for action! A telegram plainly says, “important”... you know you'll get a quick response. Busy companies 
like Martin and Aerojet like their facts and figures unmistakably in writing. ..by telegram! 


Western Union... for action! 
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I replied, “You know my name-also, but only as a signature on 
letters that I have addressed to you in the past. I was vice president 
of the XYZ Company until they made that damn merger and fired me. 
I want to talk to you, if I may, before they get your company, too, 
and drop the ax on a dozen of your best people.” 

He was interested, and invited me in to talk with him in his office. 
His company was having troubles and they were being pressured to 
merge with the combine that had bought us out. 

I remember telling him that he had a big advantage over the 
larger combine by reason of the small orders that were plaguing him 
and also plaguing them. I offered to solve this problem for him if 
he would give me a job at $50 a week, which is quite a comedown 
from $15,000 per vear. 

I got the job. We started right in cutting all red tape. All orders 
under $100 were directed to my desk just off the shipping dock and 
I handled them the day they were received. I built up the inventory 
for my quick attention to small orders department by persuading 
them to allow me to stock an unused wareroom with one dozen of each 
of the 43 different products produced by the factory. My department 
was charged at the dozen rate. 

As I remember, I also pirated a little by writing at least two of 
the customers of my former concern each day until my memory for 
names and addresses ran out, telling them of my new connection 
and asking them to give us a trial order. 

After 30 years my memory of what happened then is better than 
what happened day before yesterday. From May 1 to Dec. 31 that 
year I did a little over $65,000 small-order volume. That was over 
twice as much as small-order volume for the entire previous year. It 
was also very much more profitable for the factory. The department's 
profit after deducting my modest $1,600 in salary for the eight months, 
and some $1,100 in departmental costs, was something over $15,000. 

I did not get a raise at the end of the year—practically no one gave 
anyone a raise in 1932—but one cold morning in January I fell into 
stride with the president again as he was on his way to work and 
said: “If someone turned a loss into a $15,000 profit for me I believe 
I would give him at least half of it.” I got 25%. 


> The other boys all received an increase in pay, too. Our company 
was in the black, and in 1932 that was quite an achievement. In 
1933 I trained a replacement and an assistant for the replacement. 
Our small-order business was booming. Then I went upstairs at the 
boss’s request. There were some other problems about the place and I 
became the trouble shooter, at $10,000 per vear. Three years later 
the president retired. Guess who got the job? 

The merger that was anticipated with fear in 1932 became a 
reality in 1941 but we were the top dog instead of the little fellow 
that needed taking care of. I will never forget the look on the face 
of the man who had called me in and fired me in 1931 when I stopped 
by that plant on my first inspection trip. He was 15 years older 
than myself and I guess he figured, “Here it comes.” 

He worked for us as top man in his division for quite a few years 
after that but he did become a little kinder about dismissals. When 
he retired he took a few minutes to kid me by saying, “Best thing 
ever did for you was to fire you. It kicked you upst: airs.” 

The reason for not giving my name is obvious. Since the first dav 
I became the head of the ‘smaller company my secretary clears one 
hour of each working day for interviews with men seeking work. | 
often extend this time to two hours and I listen carefully. You see, 
the man on the other side of my desk is always 29 years old, a little 
frightened, a trifle bitter and so very, very tired of never getting to 
see anyone of real irnportance when he applies for a job. 

Now, as I grow older, I listen most carefully to those whose hair 
has turned a little gray but whose ideas are still young. 

I walk to work on all but rainy days and I must confess that only 
one man in all the years that have passed since 1931 ever dropped 
into step and asked me about a job. It may be a coincidence but he 
is today our executive vice president, and, if the board follows my 
recommendation, will someday soon be the president of our company. 
I hope they keep the old fellow on as chairman of the board. 


Sincerely, 


TANTALIZE . 


, .. King Tantalus, 

in Greek mythology, 

was punished by 

being placed in water 

up to his beard with 

fruit-laden branches 

extending over his head. 

The fruit and the water were 
tantalizingly out of reach 
whenever he sought to eat or drink. 


The tantalizing need in the hospital field 
today isthe backlog of acceptable hos- 
pital beds. Public Health Service figures 
show that almost 860,000 new beds in 
addition to the 1,613,000 beds reported in 
1959 are required toprovideadequatecare. 

In 1948, at the start of the Hill-Burton 
construction program, approximately 
908,000 beds were needed, underlining 
the fact that although hospital construc- 
tion figures approach the billion-dollar- 
a-year mark, supply remains tantaliz- 
ingly out of the reach of demand. 

Hospitals present a market where re- 
placement sales are as important as new 
sales, where needs are not regulated by 
economic conditions, where growth is 
an irrevocable requirement. 

Unlike the dilemma of King Tantalus, 


this market is within your reach through 


HOSPITALS, J.A.H.A. 


Please send me a report on market highlights 


Company 


Principal Product 


HOSPITALS 


Journal of the 


American Hospital Association 


hore Drive, Chicago 11 
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Chrysler Shifts to ‘Drive’ 


Plenty of pundits have tried to kiss 
off Chrysler Corp. Admittedly the big 
company has had its lumps. Not since 
55, when its new models took the 
public’s fancy, has Chrysler really 
rolled. But Chrysler has the Dodge 
Dart and it has the successful Valiant. 
And now it has expanded the market- 
ing responsibilities of capable R. P. 
Laughna, since ‘58 its v-p of corpo- 
rate planning. Laughna has a new 
He'll take over 


responsibility for developing over-all 


post—v-p, marketing 
corporate marketing policies and pro- 


grams, current and. long-range sales 


He'll 


corporate advertising. . . His has 


objectives also ride herd over 


been a voice in trimming out corpora- 
Early last fall De 


Soto was reluctantly dropped (though 


tion deadwood: 


The Big Man at Lorillard 


“One of our boys finally made it!” 
said Harold F. Temple. He means a 
Yankee a Massachusetts Yankee 
at that—has broken the Southerner-to- 


bacco-company-head tradition. Tem- 


and 


ple, indefatigable, big 


4 


in body, in 
laugh and in capacity for work, has 


been elected chief executive officer of 


IN THE NEWS 


BY HARRY WOODWARD 


persistent rumor says it may reappear 
as a luxury compact). Like the other 
two of the Big Three, Chrvsler has 
fretted over its so-called medium-price 
lines. Big seller for Dodge is the Dart, 
which is in direct competition with 
the corporation’s Plymouth, with Ford 
and with Chevy. (Chrysler advertising 
nervously compares it for price only 
with the latter two.) Chrysler’s Wind- 
sor model, ailing, has been brought 
into a more competitive price range. 
And there is another new compact, 
the Lancer, a mildly restyled Valiant. 
. . . Laughna, himself a Detroit prod- 
uct, is 44, has a degree in aeronautical 
engineering. He’s a Johnny-come-lately 
to Chrysler, joined the company in ’56 
is director of planning and material 
control for the automotive group. Be- 
fore that he had been v-p and general 


P. Lorillard Co., the world’s oldest 
tobacco company. He'll succeed Lewis 
Gruber, that living legend among to- 
bacco men. (But Gruber will continue 
of the board.) Harold 
Temple has spent 34 years in the to- 


as chairman 


bacco business, all of them with Loril- 


lard. He didn’t begin as a Southern 


salesman. He did it the hard way— 


manager of the Packard Clipper Divi- 
sion, Studebaker-Packard. And he had 
previous experience with Ford. Portly, 
stolid-appearing, he’s married, has two 
children, relaxes with golf and photog- 
raphy. 


in Pittsfield, Mass., as a salesman. 
“T already had a job selling appliances. 
Made $24 a week. I held out until 
Lorillard met the figure.” Within three 
years he had won promotion to divi- 
sional manager at Springfield, gotten 
the reputation of being an organizer. 
He’s worked his way to the top 
throngh sales. Strangely (for a tobacco 
man) not one of his promotions took 
him South: He’s been a Philadelphia 
field manager, worked in the New 
York sales headquarters and Loril- 
lard’s West Coast subsidiary. By the 
end of World War II he was director 
of export operations and, in 1956, be- 
came v-p and director of sales. .. . 
The company he heads began 16 years 
before the American Revolution, now 
has 35,000 owners and 7,000 em- 
ployees, sells to 1,500,000 retail out- 
lets serviced by 6,000 wholesalers. 
Sales for 1959: almost $491 million. 
Says Temple: “Lorillard and I are 
starting fresh in the company’s third 
century of operation.” A man whose 
personality is a neat blend (“filtered,” 
an associate says) of Yankee reserve 
and salesman’s friendliness, he used to 
relax by making furniture in his Gar- 
den City, L. I. basement. That's gone 
by the boards. “But sometimes,” he 
laughs, “I look at an end table that 
was supposed to be a tobacco holder 
and wonder how I did it.” 


a 


‘Approval of product recommendation”’ is 
one of| six basic buying actions which 
typically result from buyers’ use of 
manufacturers’ catalogs in Sweet's. Other 
reported buying actions are: called 

local office... recommended...specified 
...requisitioned...wrote for detailed 
facts. Over 26,000 buyers’ responses to 
more than 80 studies clearly document 
the significant role of catalogs in 
increasing selling opportunities for 
manufacturers who employ Sweet's 
system. Your Sweet's District 
Manager will gladly review the 
results of these studies with 

“ you. Call him or write to Sweet's 
Catalog Service, Div. of 
F. W. Dodge Corporation, 
119 West 40th.St., 

New York 18. 


HUMAN SIDE 
Va if 


‘Darn'dest Golf Clubs You 


Ever Saw! 


rhere’s a lot of excitement around 
the Chicopee, Mass., headquarters of 
\. G. Spalding & Bros. Maybe your 
golf pro has told you what's causing 
the excitement, and maybe he’s part 
of it 
which it calls “the most significant 


Spalding has a new product 


advance in golf clubs since steel 


shafts.” 
Spalding 
the Executive. And while company 
spokesmen don't anticipate that the 
Executive will make professionals of 
the country’s duffers, tests proved that 


named the new line 


most golfers using Executives will go 
around the course in fewer strokes, 
feel more confident about their game, 
ind have a lot of fun in the process 

What's so different 


clubs? Their: design: Thev have a new 


about these 


concave head which gives them a 
substantially lower center of gravit 
“This,” says the company’s advertis- 
ing, which will break in April, “en- 
ibles you to get the ball up and away 
faster and easier. For the first time 
ever, no screws are necessary in as- 
sembling the face insert. Result: more 
listance and the sweetest ‘click’ ever 
heard in golf.” 

They cost more (as you might ex- 
pect) than ordinary clubs—which gives 
+} 


hem a svmbolism 


They ll be sold in limited quantities 


through protessi mal golf shops 


certain status 


e Over the lunch table recently, Ed- 
vard Dowling, Spalding’s vice presi- 
dent of marketing, waxed eloquent 
“These are the 


wer the Executive 


larn’dest clubs vou ever saw,” he said. 
“They look as if thev’re already in 
tion as you hold them in vour hands. 
give the appearance of being 
scoop up the ball and send it 


g down the fairway.” 

If thevre so wonderful, we 
wondered aloud, what'll they do to 
other makers’ clubs? What will they 
do, for that matter, to Spalding’s own 
line? Dowling admitted the question 
( iused 


some speculation around 


Spalding headquarters. But the regu- 
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lar Spalding clubs have been selling 
at an all-time high since the Execu- 
tives hit the market. Yet orders for 
the Executive have hopped up the 
firm’s manufacturing facilities. At 
Chicopee, company officials thought 
thev had enough of the new clubs in 
reserve to run them through until 
spring. But by late fall there wasn’t 
a set to be had anywhere — and this 
with little or no fanfare. Word of 
mouth had carried the Executive story 
to golfers before the official company 
announcement. 

The job of getting the Executive 
off the sales tee fell to Dowling. With 
his salesmen, he made 2 tour of the 
nation’s top golf courses and unveiled 
the revolutionary new clubs to golf 
pros. The response didn’t surprise 
Dowling. 

“We knew what we had,” he says. 

But the pro’s had their hands full. 
Since supplies were limited, it was 
natural that they would let favorite 
customers in on the ground floor. The 
favored few who snagged an early 
set of Executives have been practic- 
ing One-Upmanship as avidly as golf. 

The Executive is another “first” for 
the companv founded in 1876 by 
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Albert Goodwill Spalding, a one-time 
baseball star. In Chicago, he and his 
brother began the nucleus around 
which the world-wide business of 
A. G. Spalding was built. 

Spalding created the first American- 
made golf club in 1894; in 1900— 
after creating the first domestic golf 
ball—it brought to these shores the 
famous British pro, Harry Vardon, to 
help popularize the game. The ancient 
Scottish game of “goff’ was a slow 
starter over here. No one really ex- 
pected the sport to become the favor- 
ite outdoor diversion of millions. An 
“old man’s game,” was the way scof- 
fers spoke of it before the turn of 
the century. But Spalding went on 
promoting golf. By 1948 the company 
had made a quarter of a billion golf 
balls! 

If you have seen the Executive line 
and can’t lay your hands on a set of 
vour own, be of good cheer. You 
might just get a set—for free. Spald- 
ing has asked a panel of Sales Man- 
agement’s editors to select each month 
a top marketing man whom Spalding 
will designate the Executive of the 
Month. Those chosen will be gifted 
with a matched set of Executives! ® 


MAKE SALES GO PLACES... 


UNITED AIR LINES JET TRAVEL INCENTIVES! 


You can stir the interest and excitement of your sales- 
men with air travel prizes on United Air Lines, because 
United flies to major resort and vacation areas. United 
jets serve New York and Chicago . . . sunny Las Vegas, 
Los Angeles and San Francisco... majestic Rocky 
Mountains and Pacific Northwest . . . romantic Hawaii. 


What salesman wouldn’t work harder to win a trip 
to one of these holiday areas? And you can be sure of 
an effective incentive program because United’s ex- 
perts will work closely with you to promote the glamour 
of jet vacations. 


UNITED 


Jet travel for sales incentive is only one of the 
important ways United can help strengthen your sales- 
marketing program. United is also the nation’s most 
experienced airline in group travel for sales meetings 
and conventions. And United Jet Freight can often 
lower distribution costs to major U.S. markets. What- 
ever the job, use United jets...they mean business! 


For more information, call your nearest United Air 
Lines office. Or write to Mr. W. H. O'Donnell, United 
Air Lines, 36 S. Wabash Ave., Chicago 3, Illinois. 
RAndolph 6-5500. 


\ 
\ 
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NOW! A BUILT-FOR- 

BUSINESS TRUNK 
* WITH BUMPER-LEVEL 

LOADING! 61 


The most surprising thing about this 
new Chevy trunk is that it’s even 
bigger than it looks. That’s because 
practically every inch of its cubic 
capacity is usable space. The first 
thing we did was move the spare tire 
up out of the way onto a raised plat- 
form. Then we built a deep well into 
the floor where the gas tank usually is 
the tank’s been moved forward out 
of the way along with the tire), to 
give you 15% greater height for stack- 
ing luggage and odd-size objects. And 
to make sure this would be the most 
practical trunk ever, we lowered the 
loading height right down to the 
bumper! (Chevy’s also wonderfully 


easy to load from the side—thanks to 
its extra-wide deck lid.) 

You'll find that the rest of this 
Chevy for ’61 makes every bit as good 
sense as the trunk. Those easier-to- 
get-into door openings, for instance, 
that are as much as half a foot wider. 
The higher, more comfortable seats. 
And the extra leg room in the front— 
plus greater foot room in the back. 
These are just a few of the many built- 
for-business benefits that will help you 
get more out of your Chevy from the 
time you buy it till the day you trade 
it in. See your dealer soon for all the 
details. . . . Chevrolet Division of 
General Motors, Detroit 2, Michigan. 


The fleet car America likes to do business with! CCUEVROLET 
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AVISCO 
“!” FILMS 


... new extra strength 
packaging materials developed 
by American Viscose research 


@ Special combination of cellophane and polymer resins. 
Packagers have long needed films that combine 
superior strength with the pure transparency and 
sparkle of cellophane. Experiments have been going 
on for years in the Avisco film laboratories to satisfy 
this need. Recent results of this. continuing research 
are two new films combining cellophane and polymer 
resins. They’re called Avisco ‘“T” Films—tough, 
truly transparent and trouble-free on high speed 
packaging machines. Now far past the experimental 
stage, Avisco ‘‘T’’ Films have been proved superior 
in actual use by packagers of various products, and 
are now available in limited commercial production. 


@ Virtually eliminate broken packages . . . protect 
product quality. New Avisco “‘T’’ Films offer superior 
durability under normal temperatures. And this 
superiority is even more pronounced at temperatures 
below freezing. What’s more, ‘‘T’’ Films offer the 
same high standard of product protection as cello- 
phane, and they print just as beautifully. ‘“‘T” Films 
are also unmatched for high speed- machine per- 
formance in all types of bag making, filling and 
overwrapping operations. 


@ Ideal in single-wall bag constructions... excellent 
choice for packaging a wide variety of products. 
Hardware, textiles, paper products, pharmaceuticals, 
snack items, shelled and unshelled nuts, candies, 
cookies, dry beans, macaroni and rice, are a few 


examples. In each case, Avisco ‘*T’”’ Films will result 
in total packaging economy. The same benefits also 
apply in bundling multiple units for redistribution. 


@ Two types of Avisco ‘‘T’’ Film are now available— 
both 450 gauge. Avisco T-69 Film is nitrocellulose 
coated. Avisco T-79 Film is polymer resin coated. 
Both films provide superior strength, and yield 
14,000 square inches per pound. Find out how they 
can serve your packaging requirements better. Phone 
or write for an appointment with 

our representative in your area or 

a selected cellophane converter 

specializing in your field. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK, 
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SALES MANAGERS: 


how tong ts 


600 miles long. In this jet age, San Francisco is “just around the corner” from New York. Emery 
\ir Freight gives same day or overnight delivery anywhere in the nation. Emery will help broaden 
your market, inercase your sales. Plan now to take advantage of the speed and reliability of Emery Air 
Freight by specifying “Ship Emery Air” on shipments to your customers. To find out how much 
taster emery can deliver your shipments to any point in the nation, call your local Emery man, or 


Wirseke «0s 


<a EMERY AIR FREIGHT 


~- 


801 Second Avenue, New York 17, New York Offices in all principal cities. 


SIGNIFICANT TRENDS 


IU 


‘False’ Pricing Marches On 


Marketers in industry after industry are learning 
to their amazement that the price structures they 
have been using for years are “false.” One by 
one they are feeling the cold stare of the Federal 
Trade Commission, on the lookout as never be- 
fore for unrealistically high manufacturers’ prices. 


In their efforts to avoid trouble, manufacturers 
have been dropping published prices like hot in- 
gots, sometimes at the confidential urging of FTC. 
Along with this, they abandon all control over the 
retail price of their products, as well as substantial 
advertising, image and point-of-purchase advan- 
tages. And they often lose sales, too. 


Slowly but surely, the FTC is making its broom 
felt by those industries and individual companies 
which are unfortunate enough to market the prod- 
ucts most popular with the discount retailers. Al- 
though the agency is mostly taking action against 
retail operations which try to use unrealistic “list” 
prices as a springboard for price cuts, there is 
always the thought that, according to FTC, “One 
who puts into the hands of others a means or 
instrumentality by which they may mislead the 
public is himself guilty of deception.” 


And that means the manufacturer whose adver- 
tised or pre-ticketed price is not generally adhered 
to in a particular trading area. It includes prac- 
tically anybody who sells in a market such as 
New York, which is thoroughly laced with dis- 
counting retail operations. 


Unfortunately, it appears to be a self-perpetuating 
situation. As manufacturers are forced to drop 
their published prices, discounters, with ready 
price comparisons no longer available, lose inter- 
est and move on to other products. At this point, 
there is no telling how far or for how long this 
will continue. But it’s a safe bet that plenty more 
marketers will find this thorn in their sides. 


The photo goods industry affords perhaps the 
most recent example of how this works. Early 
last summer marketers in that field began to feel 
the hot breath of the FTC. Since then, confusion 
has been king. Several marketers, among them 
Bell & Howell and Polaroid, have abandoned price 
advertising altogether. A few others have decided 
to take their chances and continue to talk price 
to the public. Giant Eastman Kodak has begun to 
say “priced at less than . . .” in an effort to keep 
its nose clean. Yet, nobody has been hit by the 
FTC. Industry committees have been set up to 
try to iron out the unknowns, but have met with 
little success. The whole furor hangs on this one 
simple thing: Camera shops have been discount- 
ing like crazy, marketers know the FTC has its 
eye on the situation, and nobody wants to risk 
being a test case. 


So, even without formal action, marketers are 
forced to watch their price policies go out the 
window. 


Remember Fair Trade? 

As history goes, this is all a fairly recent develop- 
ment. Five years ago fair trade was a reasonably 
healthy animal. Now it is little more than a mem- 
ory. Where a few years ago the marketer could 
dictate the retail price of his product, he is now 
taking a chance even if he just suggests a likely 


figure. 


Marketers seeking to correct this situation will 
have a tough time of it. In the first place, it’s a 
little too difficult to fix the blame on any one 
group. 


The FTC can’t be blamed. It cannot in good 
conscience be chided for its efforts to protect the 
“king” consumer from unscrupulous or phony 
price claims that reflect adversely on the market- 
ers fine name. 
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SIGNIFICANT TRENDS 


(continued) 


- SN, 


And the manufacturer is not primarily at fault, 
. , . . . F 

either, although he is not entirely innocent. (Take, 
for example, the luggage manufacturer who sup- 
plied his retailing customers with point-of-pur- 
chase materials on which his “suggested price” 
was already crossed out and space was left for 
our low price.”) 


Marketing can't really hope for corrective action 
against the retail trade, either. After all, a mer- 
chant seems to have the right to sell for less if he 
wants to, and it is only natural for him to use a 
favorable published price to try to prove that his 
is lower. All the FTC can do is make sure that 


the compared price is a true one. 


To try to correct this situation by fighting it ap- 
pears to be a waste of time. The FTC’s guide is 
specific enough. It says, in part, that “no article 
should be ‘pre-ticketed’ with any price figure, 
either alone or with descriptive terminology, 
which exceeds the price at which the article is 
usually and customarily sold in the trade area, or 
areas, where the ‘pre-ticketed’ article is offered 
for sale.” And the marketer can rest assured that 
for every retailer he can produce who is holding 
the price line, the FTC, before it acts, is able to 
produce plenty who are not. 


In other words, there is little anyone can do but 
be ready for it if it comes. 


How the Marketer Is Hurt 

What happens when the manufacturer can no 
longer suggest a retail price for his product? There 
are a number of ways this unhappy event can 


damage him. 


For one thing, it hits a low blow at dollar volume 
almost immediately. Almost never do all the com- 
panies in an industry eliminate pre-ticketing at 
the same time. As one does, it falls into disfavor 
with the high-volume discounters. They devote 
their attention to the products that are still pre- 
ticketed, and those companies that have lost their 
position with the discounters take it on the chin. 


This is what happened to one of the biggest, 
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highest-prestige houseware and small appliance 
makers in the industry when it abandoned the list 
price. 


That company soon discovered another area of 
marketing that gets gummed up when prices are 
dropped. It found that, as retailers made con- 
sumers more and more price conscious, the ab- 
sence of dollar figures in its advertising materially 
weakened its appeal. 


Consumer Can‘t ‘Shop’ Ads 

Price is important to advertising. Built up as the 
consumer's chief facility for “window shopping,” 
advertising must provide the consumer with a 
price reference of some kind, especially for higher- 
price or impulse items about which the customer 
can be assumed to know little. The price in an 
ad may form the backbone of his opinion about 
that product. Without it, he may naturally assume 
that it is too expensive for him. 


And it is doubly difficult to introduce a new prod- 
uct if price can’t be mentioned. 


When the manufacturer is forced to keep his 
hands off price, he suffers a blow to his image, 
too. Even though discounters have been scram- 
bling images for years by turning prestige leaders 
into loss leaders by selling the.n for less than 
second-class merchandise, the marketer has al- 
ways at least had the right to state in black and 
white the price he designed and built the product 
to sell at. 


What can marketing do? Not too much. The 
only answer, if that is what it is, seems to be to 
make advertising do more of the job. Often, it 
means making ad budgets larger to compensate 
for the decline of retailer attention and to build a 
stronger pre-selling message. It means relying on 
the advertisement itself and alone to build or keep 
strong a product image. It means pointing out 
more exclusive product features to entice the buy- 
ing public. And it means hoping and praying that 
the competition, both inside and outside the in- 
dustry, will soon be in the same boat. 


nv 
Near 


The New Yorker creates 


“The influence of The New Yorker 
goes fur beyond the boundaries of the y - 

United States. With its articles of inter- AO QO Dd» 
national scope, like the Letter from André Alphand, Director General, 
Paris, The New Yorker also creates French Government Tourist Office 


a better understanding of foreign in North America 


events in this country.” 


IF YOU NOW 
(or ever will) BUY 
SALES PRESENTATION 
BINDERS 


by 
ies 


SALES BINDER © 


... we'll give you this 
invaluable 


VPD SALES BINDER 
; REFERENCE BOOK 


DE-DECOE= JE} 


Describes, illustrates and gives prices of over 


45 different styles (in many sizes and colors) | 


of ready-made VPD SALES BINDERS. 
| HELPS YOU TO: 
| cur BINDER costs | 


“DRASTICALLY — ready- 
made VPD BINDERS are 
far less expensive than 
custom-made jobs. 

“DEVELOP PRESENTA- 
TIONS FASTER, MORE 

L EASILY — you can select 
G style and size (7 x 5 
up to 24 x 18) from over 
400 different “in stock” 
VPD binders immediate- 

| ly and tailor presenta- 

“tion material to it. 


’ ELIMINATE WORK, 

HEADACHES — no 

i nuisance of ‘‘working 

out” a binder, no time 

wasted explaining spec- 

ifications, approving 

samples. Just look thru 

" VPD REFERENCE BOOK 
| and select. 


m 

| MEET DEADLINES 
PASILY — all VPD BIND. 
SERS are ready for im- 
Jmediate delivery from 


1 ur sfationer. 


| __ WRITE NOW FOR YOUR 
FREE COPY OF THE +10 

| vpp BINDER REFERENCE BOOK 

I to: JOSHUA MEIER COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 
L manufacturers of sales binders since 1933 
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IMPORTERS ARE OFF 


Cleveland—The current flooding of 
the American market with Japanese 
sewing machines may soon be on the 
wane. So says White Sewing Machine 
Corp., ex-manufacturer of sewing 
machines turned importer. The com- 
pany reports that Japan is talking 
about more logical controls on 
machines leaving the country in 1961. 

Importers jumping frantically into 
what White now refers to as the 
“depressed U.S. sewing machine 
market” caused price problems for 
both American and Japanese manu- 
facturers. Importers became over- 
stocked to the tune of 250,000 
machines. Ironically enough, while 
all sewing machine sales were off 
last year, the “depressed market” ap- 
pears to be affecting importers more 
than domestics. Reports indicate that 
imports were off as much as 25% in 
sales, while some American firms— 
notably Singer Sewing Machine Co 
—were down only 2%. 


LEASING VOLUME CLIMBS 


Chicago—One of the most heroic pre- 
dictions for the coming year is that 
made by the Nationwide Leasing Co., 
which says there'll be a 50% increase 
in the industry’s volume this year. 
That means over $1 billion in 1961. 

But much of last year’s gain is due 
to sale-leaseback transactions, wherein 
a company sells its machinery to a 
leasing company then leases it back 
for annual rentals in order to release 
working capital. Just how leasing 
will fare with capital more available, 
however, will be the big test for that 
industry. 


TOYS IN TROUBLE 


Hempstead, L.I.—The toy industry is 
in a turmoil over advertising practices 
and the loss of consumer good will. 
Aurora Plastics Corp. conducted a 
survey of three major markets re- 
cently that turned up a great deal of 
consumer resentment against heavily 
advertised TV toys. Sixty-second com- 
mercials that show actual ships, tanks, 
submarines and planes performing 
stunts the toys never could were 
beamed at children who couldn’t tell 
the difference between the toy and the 
real thing. Industry reaction, with the 
exception of a small group of the 
worst offenders, is solidly behind 
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Aurora’s efforts to spark industry-wide 
self-regulation. 

At this point, toy makers are con- 
cerned about outside intervention, 
and well they might be. New York 
Better Business Bureau has already 
received a few complaints from the 
public and is considering the ad- 
visability of a conference with the 
worst offenders. But the industry’s 
biggest fear is FTC. 


ou? 
ARMCO 


STYLE-CONSCIOUS STEEL 


Middletown, Ohio—Twentieth century 
competition from new _ non-steel 
materials has old traditional steel hard 
at work on the creation of modern 
dynamic images. A trend to logo 
modernization started in 1956 when 
U.S. Steel Corp. first showed con- 
cern with public reaction to its image, 
hired someone to do a study and 
changed the trademark to one more 
in keeping with the spirit of the age. 
U.S. Steel was rapidly followed by 
Jones & Laughlin Steel Corp. and 
Bethlehem Steel Co. Now Armco joins 
the image-conscious parade. 


CHAINS CONTINUE TO GROW 


New York—Chain store construction 
expenditures will grow another 5.5%, 
or to $1.95 billion, this year, reports 
Chain Store Age. Last year $1.85 
billion was spent in the construction 
of 10,130 new chain stores and the 
remodeling of 12,250. 


| DARE YOU 

Cleveland — Reverse psychology is 
playing a big part in the challenge- 
type ads of Durkee Famous Foods. 
The company is offering 14 “plant- 
"em-yourself” onions as premiums to 
customers who don’t agree that 
Durkee’s Ready-to-Use Onion is 
the best. Ads appearing in This Week 
Magazine, New York Daily News and 
the Chicago Tribune show pictures of 
a fat man laboriously planting onions. 


on the MOVE 


While the alternative to buying the 
company’s product may be exag- 
gerated, the ads and theme effectively 
draw attention to the convenience 
factors of Durkee’s onions. 


SHOTS IN THE ARM 


South Bend, Ind.—The realignment 
of sales executives at Studebaker- 
Packard Corp. and the appointment 
of an “outsider,” Sherwood Egbert, 
as president are part of the company’s 
big effort for 1961. The last good year 
the company had was in 1959 when 
net profits reached $28.5 million. The 
N. Y. Times reports that Studebaker 
in 1960 will show a nominal profit 
at best and possibly none at all. Other 
signs of the big effort are the analy- 
sis of dealer-company relationships, 
the opening of a new rail yard in 
South Bend to cut time and shipping 
costs, and various plant improve- 
ments—including a second automated 
engine line and improved methods of 
materials handling. 


GOOD NEW YEAR’S START 


New York—In an effort to capitalize 
on the “hit tune” tastes of the still- 
growing teen-age market, RCA Victor 
Records is revamping its standard LP 
size. The new record, playing only 
two tunes to a side, is dubbed Com- 
pact 33. 

Sticking to its policy of combining 
with other advertisers to achieve 
greater impact, RCA is introducing 
Compact as part of a tie-in with Dr. 
West’s toothbrushes. The ad _ offers 
one record (normally $1.78) with one 
toothbrush for 88 cents, and appears 


this month at Dr. West dealers’ 
throughout the U.S. in 4-color counter 
merchandisers holding 72 packages. 


GUNSMOKE A POOR SECOND 


New York—Advertisers who sponsored 
the political TV coverage can 
congratulate themselves on dollars 
well spent. A recent A. C. Nielson 
Co. research project shows that our 
increasingly political-minded popu- 
lace gave the political coverage 938 
million home-hours. On an average, 
each American TV home or 88% of 
all U.S. families spent a total of 20 
hours viewing election night, debates 
and convention network TV cover- 
age. The top-rated regular program, 
Gunsmoke, would require over two 
years of weekly telecasts to equal 
this volume of audience. 


HIS BOSS’S COAT 


Chicago—The president of Norge Di- 
vision of Borg-Warner Corp., Judson 
Sayre, recently had his confidence in 
the company’s new dry cleaning 
machines (SM, Jan. 6) put to the 
supreme test. At a demonstration, his 
marketing v-p borrowed Sayre’s over- 
coat, an expensive gift from his wife, 
and without telling him why it was 
needed, took it up to the demonstra- 
tion platform. There before the horri- 
fied eyes of his boss, he proceeded 
to pour catsup, mud, and Coca-Cola 
over the coat, throw it on the floor 
and jump on it before tossing it into 
one of the new dry cleaners. Fortu- 
nately for Sayre’s confidence in the 
new machine, his relations with his 
wife and especially for the v-p, the 
coat came out clean. 


DEFINES PURPOSES 


New York—This month saw _ the 
start of a drive to promote under- 
staiding of the activities of the Ad- 
vertising Federation of America and 
Advertising Association of the West. 
A 5-ad series will appear in advertis- 
ing business publications under the 
theme “Advertising Speaks for It- 
self.” The team of AFA and AAW 
plans to promote honesty in advertis- 
ing, sponsor advertising clubs and 
clinics, inform advertisers of affairs 
in Washington, educate youth in the 
principles of sound advertising and 
provide schooling for advertising 
executives. (continued on page 23) 


F 


BUILD SALES 


by Building Better Executives .. . 
Better Salesmen . . . through these 
Dartnell institute Training Programs: 


DARTNELL’s EXECUTIVE TRAINING PROGRAMS 


These programs are designed to improve 
executive performance through better use 
of management methods that are sales and 
profit oriented. Each program is prepared 
and presented under the guidance of 
recognized experts and combines lecture, 
demonstration, and “learn-by-doing” tech- 
niques according to the program’s subject 
and purpose. A program schedule for 1961 
is listed. 

February 13-14 

Selection of Salesmen 

McMurry Company 

Roosevelt Hotel, New York 


CT} May 8-12 


How To Train Your Salesmen for 
Increased Production 

Henry Porter 

Edgewater Beach Hotel, Chicago, Illinois 

July 24-26 

General Management | (First Meeting) 

Nelson, Nicol & Stokes 

Hotel Hershey, Hershey, Pennsylvania 

July 27-29 

General Management | (Second Meeting) 

August 1-3 

General Management | (Third Meeting) 

August 21-23 

General Management | (Fourth Meeting) 

October 19-20 

Effective Low Budget Sales Meetings 

The Paul Garrison Organization 

Knickerbocker Hotel, Chicago 

November 16-17 

Selection of Salesmen 

McMurry Company 

Drake Hotel, Chicago 


ADVANCED TRAINING OF SALESMEN 


This is a concentrated 3-day program for 
professional salesmen conducted by pro- 
fessional sales trainers. Nothing compar- 
able in the sales field. Features (1) active 
participation by the registrants, and (2) 
specialized training determined by each 
salesman’s type of selling activity. Will be 
presented four times during 1961 at the 
following locations: 


March 6-8 

Advanced Training of Salesmen 
Henry Porter 

Pick-Congress Hotel, Chicago 


C] June 12-14 


Advanced Training of Salesmen 
Henry Porter 
Roosevelt Hotel, New York 


CT] September 25-27 
Advanced Training of Salesmen 
Henry Porter 
Pick-Congress Hotel, Chicago 
C] December 11-13 
Advanced Training of Salesmen 
Henry Porter 
Roosevelt Hotel, New York 


CLIP OUT AND MAIL ENTIRE AD 


THE DARTNELL INSTITUTE 


1803 Leland Avenue, Chicago 40, Illinois 


Gentlemen: Please rush me further informa- 
tion and registration forms for the Dartnell 
Institute Program(s) | have checked. 


name : = title 
company 
address 


city - zone state 
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Planned Packaging moves merchandise 


Sold and still selling! 


The corrugated container—workhorse of mass distribution— 
has long been known for its excellent product protection. 
Now it’s fast becoming the Cinderella of packaging. 
Attractive, tinted background designs—even four-color 
half-tone printing, pioneered by Packaging Corporation of 
America—are transforming drab, rubber-stamped con- 
tainers into eye-catching traveling billboards that sell their 


contents at every opportunity. 


The skillful combination of art and package design is but 
one of countless ways in which Packaging Corporation of 
America’s concept of Planned Packaging, implemented 
through integrated national facilities, produces better 
packaging . . . more sales. Whether your requirements are 
large or small, regional or national, we welcome the 


opportunity to help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE, EVANSTON, ILLINOIS 


Cartons + Containers + Displays -« Egg Packaging Products + Molded Pulp Products + Paperboards 
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MARKETING 


on the Move 


(continued) 


OVERDUE CASHING IN 


New York—The first to cash in on the 
$1 million dollars worth of advertis- 
ing spent to date by Colombian Coffee 
Bureau is Manger Hotels, Inc. Pri- 
marily a chain of 14 hotels with a 
reputation for good coffee, the com- 
pany will now be marketing its coffee 
in each of the cities occupied by one 
of its hotels. The company will take 
advantage of the Juan Valdez Co- 
lombian Coffee commercials by stress- 
ing high Colombian bean content in 
its own campaign. Manger is by no 
means the only coffee around with 
Colombian beans, but its commercials 
—started this month in sponsorship 
of the TV show “Open End’”—are the 
only ones to capitalize on it. 

Even the Manger packaging ties 
in with the Colombian campaign. A 
little cartoon character, strongly rem- 
iniscent of Juan Valdez, appears on 
the can. 


THE JUMP ON COMPETITION 


Winona, Minn.—Really looking to the 
future, American Motors Corp. re- 
cently sold its first 1964 model. An 
Air Force staff sergeant, on his way 
overseas on a 3-year tour of duty, 
stopped off at an auto dealer to sell 
his 1957 car. He let it be known 
that he would be back in October 
1963, when he planned to buy a new 
Rambler station wagon. One word 
led to another, and before he left the 
showroom, he had made a trade-in 
on his old car for the first 1964 model 
to arrive in town. 


COLORING BOOK ADS 


Wausau, Wis.—Ads originally meant 
for dealers of Crestline Co., window 
manufacturer, have been turned into 
coloring books for children. Starting 
out as 12 advertising cartoon strips 
featuring a builder named Chris 
Crestline doing a soft-sell job, the ads 
were sent to dealers and used for 
promotion purposes. Then someone 
discovered the art style was suited 
for coloring book material and com- 
pany officials tried them out on their 
own children. Crestline bound them 
into book form, and with a first run 
of 25,000, is distributing them among 
the children of dealers, builders, 
Crestline employees and the Wausau 
general public. 


Does your advertising agency apply 
“value analysis” in media buying? 


Relating “price to quality” is every bit as important when you buy 
advertising space or time—as it is when you buy nuts and bolts. 

For example, placing your company’s advertising in the most effective 
media involves more than an analysis of just the number of readers. 
Not only do you need to know which people read—but also what they 
read, how much they read and the climate in which they read... facts 
not always readily available to the advertiser. 

Marsteller-Rickard spends thousands of dollars annually in original 
media research to determine such facts.* The result is a shrewder 
expenditure of our clients’ advertising dollars. 


*Marsteller-Rickard’s “Publication Image Study” pictured above 
—a pioneering technique now widely used in media research—is 
a good example. Readers of competitive publications were inter- 
viewed and results charted to indicate reader attitudes. Result: 
an effective yardstick by which to evaluate the relationship 
between circulation and quality of readership. 


Marsteller. 
Rickard. 
Gebhardt and 
Reed. Inc. 


ADVERTISING « PUBLIC RELATIONS « MARKETING RESEARCH 
NEW YORK « PITTSBURGH ¢ CHICAGO «+ TORONTO 
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What 


3 quality factors — fs 


helped 
this business 
lead its field 
for 


over 60 years ? 


The latest example of how they still work to 
keep this major food company in the fore 


“Let's make ‘Hawaiian’ mean to the pineapple what 
‘Brazil’ means to coffee,” said the late James Dole, 
founder of the company that bears his name, in the early 
1900's. What the company did 
it 


and how it maintains 
> momentum today -may suggest a way to increase 
your own sales and profits. 

Nobody in Hawaii at that time gave Jim Dole’s pros- 
pects much hope. Fresh pineapple imported into the U.S. 
from the West Indies, one businessman recalls, “looked 


like pine cones and had about the same flavor and 
texture.” 


Yet Dole determined to “extend the market for 
Hawaiian pineapple into every grocery store in the U.S.” 


How Dole did it 
He selected the best varieties to grow in the rich, red 
soil of his plantation. Then, resolving to can the fruit 
right in Hawaii at the peak of freshness, he invented new 
ways to preserve its color and flavor. 
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In the leading magazines he told America how he had 
developed a delicious, convenient new food, economi- 
cally suited to any housewife’s budget. By 1930, Jim Dole 
had achieved his dream. Three things did it: quality of 
product, of advertising and of advertising media. 

By advertising year after year, in good times and bad, 
he made the name “Dole” a household name synony- 
mous with Hawaiian pineapple. He also gave Dole a 
dominant share of a growing market. 


A decision based on fact and logic 
Shortly after the Reader’s Digest began accepting ad- 
vertising, the Hawaiian Pineapple Company (Dole) was 
among the first food companies to place a continuing 
schedule in the magazine. Dole’s reasoning can perhaps 
apply to your business. 

“We know,” says Herbert C. Cornuelle, now president 
of Dole Corporation, “that Digest readers, the largest 
upper-income magazine audience in the world, would 


be interested in the quality, convenience and econ- 
omy of Dole products. 


“The Digest is a quality magazine reaching into 
quality homes. That makes it an ideal place for our 
advertising. 


“We know, too, that the way people read the Digest 
helps put across our advertising message. Since readers 
return to the magazine again and again over several 
weeks, our advertising has additional opportunities to 
be seen and to remind readers of our products.” 


Quick facts for busy executives 
Advertisers benefit from all these Digest advantages: 


1 The largest sroven audience of 
readers—\arger than that of any 
other publication . . . or the aver- 

age nighttime network TV pro- 

gram. 


The largest assured QUALITY 
audience—more upper-income 
families than read any other mag- 


azine. HAWAIIAN PINEAPPLE 


5 


CLUE’3 


Repeat exposures to each advertisement—millions see 
the average Digest advertisement more than once. 
Discrimination in the advertising—no advertising for 
alcoholic beverages or tobacco products. 

Belief in what the magazine publishes—in its editorial 
and advertising columns alike. 


Everywhere in the free world, Reader’s Digest reaches 
the people you need to make your business succeed. In 
more than 100 countries, over 65 million people read and 
believe what they see in the Digest each month. They are 
the largest group of influential, educated, upper-income 
people you can find anywhere. That is why 4,000 adver- 
tisers, including leading national and international com- 
panies, use over 20,000 pages in the 29 editions of Reader’s 
Digest each year. 


People have faith in 


JReaders Digest 


Largest magazine circulation in the U. S. 
Over 12,300,000 copies bought monthly 


Sales Management January 20, 1961 25 


MARKETING PICTOGRAPH 


BUYING HABITS CHANGING 


One penny of the consumer's dollar represents $3.13 billion in business today. In 
1955, one percent of total buying power was just $2.54 billion. Since the fortunes of 
American industry depend upon how he spends his dollar, changes in Mr. American 
Consumer’s buying habits are of vital interest to marketers. How have they changed since 
1955? He spends more of his dollar on fun and less of it on food. He enjoys his home 
more, takes better care of his health and spends more representative pennies on 
personal items such as improving his appearance. He also saves and invests more, buys 
more insurance and spends less of his dollar getting from place to place. Here’s a 
graphic illustration of the changes. 


N 


HOUSING, household operation, 


appliances, furniture, etc. 25.At 


MEDICAL care, drugs, death 


expenses A9¢ 


RECREATION 5.1¢ 


FOOD & tobacco 32. ] ¢ 


BUSINESS: investment, bank 
services, life insurance 5. ] ¢ 


PERSONAL expenditures: travel, 


clothing, education, religion ] 4 8¢ 
and welfare, toiletries, etc. ° 


TRANSPORTATION: privately owned 
and purchased, tolls, new cars, ] 2.6¢ 


auto parts, gas & oil 


Source: July 1960 issue Survey of Current Business, U.S. Department of Commerce. 


How to have a telling way with the ladies 


1. Tell them directly. Ladies seldom have time for 
indirection. / 2. Tell them excitingly. Whet their 
appetites. Fire their ambitions. Fan their curiosity. 
Dare their creativeness. / 3. Tell them explicitly. 
No lady likes to be kept guessing. Every lady welcomes 
direction, and cherishes fact. So revive a quaint 
custom. Use words. Thoughtful words. All the words 
you need. In one way, they're better than pictures. 
You can't listen to pictures. / 4. Tell them face to 
face. On their own ground, in their own terms -- where 
they're most at home, and most receptive. What we're 
leading up to, of course, is: 5.Tell them in The ladies’ 
Home Journal, which effectively practices what it 


preaches above to millions of the youngest, wealthiest, 
most devoted ladies in America. 


“When the Journal speaks-women listen 


NOI MAGAZINE FOR WOMEN / NON CRCULATION / N.1 IN NEWSSTAND SALES 
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New York Office te 1237, 60 E. 42nd St. ¢ Chicago Office: 435 N. Michigan Ave 


28 


Now, in Detroit, 
all you need is THE NEWS! 


Detroit has always been an evening newspaper market. In 
Metropolitan Detroit, The News alone outsold the morning paper— 
by more than 107,000 weekdays and 215,000 Sundays. 

Now, in Detroit, the expanded Detroit News has an even greater 
impact on the lucrative Detroit Market! It gives its readers 

all of The News’ regular features PLUS the best 

features from the Times. It gives its 

advertisers all of The News’ reg- 

ular circulation ... PLUS!* 

Now, you can sell the Detroit 

mass market more thoroughly 

and more economically than 

ever. ALL YOU NEED 

IS THE NEWS! 


subscription lists of 
the Detroit Times, the 
circulation of the 
Times not duplicated 
by The News was ap- 
proximately 305,000 
weekdays and 353,000 
Sundays. 


petroit New 


FEATURES FROM earned Tis 


oo 
on 


INCLUDING BEST 


Tribune Tower Pacific Office: 785 Market St., San Francisco e Miami Beach: The Leonard Co., 311 Lincoln Road 
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—-S\V7 LETTERS TO THE EDITORS 


all-American salesman 


You are so right in your editorial 
“A Most Unlikely Choice” [SM, Dec. 
2] about Robert Kennedy. I think that 
campaign was one of the finest jobs 
of selling that I have ever seen. 

Not only was it well organized, but 
the job of selling that John Kennedy 
himself did on TV was tremendous. 

I didn’t vote for Senator Kennedy, 
but I have to admit that he is just 
about the best salesman in the public 
eye today. He has got me sold on the 
idea that he is going to do a great 
job for the country. 


Jack Lacy 


Lacy Sales Institute 
Newton Centre, Mass. 


& Praise from old-pro “Mr. Sales 
Trainer Himself” is praise indeed for 
the Kennedy brothers. 


atypical homemaker 


Re: “Typical American Homemaker,” 
SM, Nov. 18 

A typical homemaker who does not 
listen to the radio? 

Ninety-three and eight-tenths per- 
cent of all housewives listen to the 
radio better than 16 hours every week. 

I would say Mrs. John Dudra of 
Pana, IIl., is atypical. 


Donacp G. HEYNE 


President 
Radio Station WINA 
Charlottesville, Va. 


job-hunter’s lament 


Owing to the fact that I recently 
failed to heed the very apt and saga- 
cious advice contained in one of your 
previous editions, I find myself as a 
companion to your contributor “Keith 
Sinclair” [“You’re Fired—What Do 
You Do Now?” SM, Dec. 2]. The ad- 
vice I failed to heed was what to do 
in case of a merger: “Reach for your 
hat.” 

I very proudly outlined to my wife 
just how well my own job-hunting 
program integrated with that of Mr. 
Sinclair. Her very fitting yet kindly 
comment was: “Where in h--- do you 
get the money with which to enjoy the 
necessities of life whilst carrying on 
this super job-hunting program? 

“You are about to be posted at the 
club. The dear, dear friend proprietor 
of the local liquor store is allowing 
only enough credit for the vermouth, 
and none for the Beefeater’s. Good old 
American Express, which you carried 
for several years and never used, to- 
gether with several major oil com- 
panies, all have you on the yellow 


sheet and you can only charge gro- 
ceries at the grocery store and then 
only for another couple of weeks.” . . . 

Can you answer my wife’s ques- 
tions? 


J. WALTER FEATHERSTONE 
(a nom de plume) 


Orinda, Cal. 


& Any takers? 


a case of mixed emotions 


. . . I have spent 28 years in this 
industry and I do not believe that 
there really is a welcome mat out for 
IBM [“Who’s Afraid of IBM,” SM, 
Dec. 2] . .. . The company they can 
hurt the most is the Dictaphone Corp., 
since IBM can offer the large users the 
one thing no other competitive ma- 
chine has been able to offer—national 
service. And the little companies will 
find it much harder to buck IBM’s 
prestige and coverage. 

IBM does not have a monopoly 
market in this instance, however; price 
is definitely going to work against 
them. . . . From this standpoint, I do 
believe they will stimulate the indus- 
try, but they will still get a propor- 
tionate sales volume... . 

Now, with the giant IBM competing 
with Dictaphone, I believe both com- 
panies will be helping the little fellow, 
but again, no one really welcomes the 
kind of competition IBM offers. . . . 


JaMEs P. MARINO 


American Dictating Machine Co., Inc. 
New York, N. Y. 


Voicewritten on the Rex Recorder 


succulent report? 


Please send copy of booklet, “The 
10 Biggest Mistakes Executives Make,” 
and charge it to my Diners’ Club, 
Number 


Epwarp W. Haccarty 


Reach, McClinton & Co., Inc. 
New York, N. Y. 


thesis and antithesis 


In connection with your article on 
“Why Babbitt Is Proud to Sell for 
Private Labeling” [SM, Nov. 18], a 
recent letter from a private label dis- 
tributor to the retail pharmacist pre- 
sented the case for private labels as 
follows: 

“Unlike any other sales program, 
this type of merchandising enables you 
to (1) be certain that you will get the 
repeat business on products which you 
introduce, (2) be protected against 
unscrupulous price cutting, (3) earn 


a business 
proposal 


to all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing — the 
Hertz way, described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.’’ Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from 
operating efficiency perfected over 
30 years. Each “‘10-Plus’”’ plan re- 
places your cars with brand-new 
Chevrolets, Corvairs, or other fine 
cars; assumes full responsibility for 
maintenance and repairs; and re- 
duces the many annoying details of 
fleet administration to the writing of 
one budgetable check each month. 
Use coupon below to learn why 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 


HERTZ FLEETCAR LEASING 

Att. H. F. Ryan, V.P 

The Hertz Corporation, 660 Medison Ave. 
New York 21, N. Y. Dept. D-12i. 


Please send me your new fleetcar teasing 
booklet 

NAME 

POSITION 

COMPANY 

ADDRESS 

CITY & STATE 


NUMBER OF CARS OPERATED 
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a greater margin of profit while at the 2. Price cutting is generally done on 
same time giving your customers bet- the big nationally advertised brands 
ter value, (4) keep your store name to create store traffic. Cut prices on 
constantly in the eyes of your best these strike equally at every similar 
customers item in the store. .. . 

This letter gives us the opportunity 3. As for the margin of profit, buy- 
to show point by point that APC [na- ing national brands the druggist buys 
tional brands} is the better buy for and stocks according to his capacity. 
the pharmacist: Private labels tie up his money on the 

1. The pharmacist debating stocking shelf because he has to buy in mini- 
1 private label must be assured that mum quantities which are often far 
the product warrants the consumer's beyond his capacities. .. . 
isking for it again. The vested interest 4. And what is your name in the 
in quality is much greater for a na- eyes of the customer a reminder of? 
tional brand than for a private label The time Jones Pharmacy stuck me— 
house whose name and reputation are or the dependability of a national 
never laid on the line... . brand? 


Site and launching of first liquid fuel rocket. 


THIS IS WORCESTER... 


the 2nd largest market in Mascachucette 
and the birthplace of the LC.B.M. 


Robert H. Goddard, professor of physics at 
Worcester’s Clark University, launched the world’s 
first liquid fuel rocket in March 1926, and in 1929 
successfully fired and recovered the first rocket to 
carry instruments. 

Today, Dr. Goddard is acclaimed the man who 
ushered in the space age. His design concepts for multi- 
stage rockets, gyro steering, and rocket fuels will con- 
tinue to be incorporated in future missiles. Little 
wonder that NASA’s new complex of buildings has 
been dedicated the Goddard Space Flight Center. 

This kind of leadership is strongly reflected in Metro- 
politan Worcester County’s position as one of the nation’s 
“Top 50” Markets — 43rd in spendable income, 48th in popu- 
lation, an important BILLION DOLLAR County.* 

Source: Sales Management — 1960 


Worcester stands for big business, yours included. 


“ena Circulation: Daily 155,015 — Sunday 103,332 
The Moloney, ee : 
-dimagene WORCESTER TELEGRAM [BRRROOMES URI RCSTC Ca 


Schmitt 


representative | SUNDAY TELEGRAM | peinccceghon adi umes 


WTAG ond WTAG-FM 
knows Worcester. 


WORCESTER, MASSACHUSETTS 
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Rémember, the quality of a 
product is remembered long after the 
price is forgotten. 


LEO MANDEL 


Assistant Sales Manager 
American Pharmaceutical Co. 


New York, N. Y. 


the same 85% waste 


Re: “The Spreading Epidemic of 
‘Small Orders,” SM, Dec. 2 

. . . Your article oversimplified the 
problem and presented it almost en- 
tirely from the standpoint of a mer- 
chandiser of commodities. It did 
not include aspects of the problem 
as it relates to manufacturers of en- 
gineered products such as motors, in- 
struments, transformers and _ other 
industrial items. .. . 

A tremendously important aspect of 
the whole problem is that space rates 
for advertising are based primarily on 
circulation, 85% of which represents 
the same unprofitable categories of 
trade that produce the bulk of small 
orders. The whole basis of advertising 
rate structure is uneconomic from the 
advertiser’s standpoint. .. . 


Harry D’ALMAINI 


Manager, Marketing Plans 
Merkle-Korff Gear Co. 
Chicago, Ill. 


& A check of a businesspaper’s circu- 
lation audit will quickly show how 
many of the “right” people are sub- 
scribers. With many magazines, such 
waste circulation as reader D’ Almaine 
describes is practically nil. 


too many universities 


I thoroughly enjoyed reading about 
Wendell R. Smith, RCA’s new market- 
ing v-p [“They’re in the News,” SM, 
Nov. 18]. As a former student of 
Smith’s, I know everything you said 
about him is true except his alma 
mater. It’s State University of Iowa 
in Iowa City, not Iowa State Univer- 
sity in Ames. 


MILTON PAULE 


Merchandising Division 
The National Research Bureau, Inc. 
Burlington, Iowa 


why it’s all worthwhile 


May I extend my heartiest congratu- 
lations on the fine “tool” you place at 
my disposal every month via Sales 
Management. 

I find the very factual articles 
covering every aspect of marketing 
and sales production a definite sales 
booster for my company... . 


R. E. Jupp 
General Sales Manager 


General Meters, Inc. 
Grand Junction, Colo. 


A Long Distance call 


never gets buried 


in an ‘in box’ 


Telephone, and you’re right at your prospect’s desk. You 
bypass delays, get immediate attention. 


What’s more, your voice and personality add persuasion 
to your sales points. You can present your facts right then 
and there, answer questions, give all the information needed 
to close the sale. 


This powerful tool is right on your desk—waiting to work 
for you now. 


Long Distance pays off! Use it now... for all it’s worth! 
. pa , 


LONG DISTANCE RATES ARE LOW 
Here are some examples: 

Newark, N. J. to Boston i th 3. ee 

St. Louis to Chicago = ee 

Milwaukee to Pittsburgh . . « be ~« ee 

Atlanta to Cleveland . «—§ ee 

Kansas City to New York $1.60 


These are day rates, Station-to-Station, for the first three 
minutes. Add the 10% federal excise tax. 


BELL TELEPHONE SYSTEM 
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ANG 
THE 

ITY 
OPULATION! 


mlotte TV MARKET is First 
utheast with 642,500 Homes* 


> We'd be the first to admit that it stretches the 
> imagination to hang a city population of more than 
two-hundred thousand—but hang the city popula- 

» tion when counting necks in the entire Charlotte 
Television Market! 


The real kicker is that WBTV delivers 55.3% more 
TV Homes than Charlotte Station ‘‘B’!** 


5s Delivered 


AS ESSSESEE SOO 


Atlanta 
Louisville 
New Orleans 
Richmond 


CHANNEL 3S @© CHARLOTTE] serrerson STANDARD BROADCASTING COMPANY 


JANUARY 20, 1961 
TRS 


PRESIDENT KENNEDY 


< 


¥’ ‘LOBBYIST 
FOR THE 
CONSUMER’ 


a) 


Of President Kennedy’s many campaign promises, one stands out as the number 
one marketing issue ci 1961. That promise: To be the “lobbyist for the consumer” 
during his term in office. If carried out—and the odds are strong that it will be— 
this promise could trigger sweeping, far-reaching effects on all marketing, some 
good and others hard to swallow. 


In the coming months the new Administration is expected to take definite action 
to “protect consumers”—action that could have immediate effects on marketing de- 
cision making, on products, pricing, advertising, packaging. 

The Kennedy Administration will also hold the balance of power that will encour- 
age or kill much of the perennial legislation that has long been considered “anti- 
marketing.” In more than any other Administration since World War II, the Presi- 
dent’s leadership will make the difference in whether Congress will enact critical - 
marketing bills affecting pricing, credit, advertising, mergers, trade regulation. 

On the following pages is an exclusive look at marketing’s vital stake in the 87th 
Congress—and in the new Chief Exécutive. 
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PRESIDENT KENNEDY 


‘LOBBYIST 


FOR THE CONSUMER’ 


President John F. Kennedy said in 
gn spee h last October: “The 
consumer is the only man in our 
economy without a_ high-powered 
lobbyist in Washington. I intend to be 
that lobbyist.” 

Along this same line, the 
Democratic 


( inp il 


1960 
Platform not only calls 
for creation of a Consumers’ Counsel 
‘to speak for consumers in the formu- 
lation of Government policies,” but 
ilso declares: “In an age of mass pro- 
duction, distribution, and advertising, 
consumers require effective Govern- 
ment representation and protection.” 
[hese words made it clear that the 
new Administration is firmly com- 
mitted to take some action to pro- 
tect consumers 


By BERT MILLS 
Washington Editor 


What form this protect-the-con- 
sumer movement will take remains 
to be seen, but it seems clear that 
whatever is done in this area could 
be bad news to the world of 
marketing. 

At the very least, much Govern- 
ment snooping into business practices 
is in prospect. At worst, there would 
be a Cabinet officer or other highly 
placed official denouncing business 
practices daily and stirring up anti- 
marketing sentiment among con- 
sumers. Long-established regulatory 
procedures would be upset in favor 
of a new watchdog agency with wide 
enforcement powers. Sales managers 
in certain fields might have to assay 
the possible Washington consequence 


of almost any major policy decision— 
particularly in relation to prices. 

The 87th Congress will affect 
marketing in many ways but Sales 
Management's survey of the legisla- 
tive outlook for marketing in 1961 
places the consumer protection pro- 
gram at the head of the list. 

SM is not alone in expressing this 
fear. Many trade associations have 
alerted their members to this situa- 
tion. A publication of the Chamber 
of Commerce of the U.S., for example, 
states: “A serious attempt to estab- 
lish a Federal Department of Con- 
sumers is expected in the 87th Con- 
gress. Objective of the Department 
would be to undertake a multitude 
of activities to provide effective rep- 


How Kennedy Might Beef Up the FTC 


If President Kennedy follows his own blueprint for 
reform of the regulatory agencies, he will ask Congress 
to act on the following proposals: 

1. Presidential power to propose reorganization plans, 
including one for FTC which will (A) strengthen and 
clarify the Chairman’s powers over budget planning, allo- 
cation of funds, and personnel appointments; (B) permit 
final decisions to be made by panels of commissioners, 
single members, hearing examiners, or boards of staff 
members, subject only to discretionary review by the full 
Commission; (C) transfer FTC anti-trust activities to the 
Department of Justice (except for Robinson-Patman Act 
enforcement); (D) shift to FTC the duties of the Food 
and Drug Administration; (E) make the term of the FTC 
Chairman subject to the pleasure of the President (instead 
of seven years); (F) possibly extend the terms of FTC 
members to ten years; (G) transfer from FTC itself to 
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the President authority to determine which areas of un- 
fair practices should be concentrated upon by FTC. 

2. Clarification of the Robinson-Patman Act, after FTC 
analyzes its R-P problems and determines which of con- 
flicting court decisions should be followed. 

3. Grant FTC power to issue interlocutory cease-and- 
desist orders to stop misleading advertising immediately, . 
thus making punitive action possible in weeks instead of 


years. 


> That’s a bellyful for Congress to swallow and it is a 
safe bet it won't all happen in 1961. Similar proposals 
for scores of other regulatory agencies are part of the 
Kennedy blueprint, and Congress would have time for 
little else if pad to deliver the big package all at once. 
It seems likely that the President will agree with his 
advisers that the overhaul of several other agencies (nota- 


resentation of the interests of con- 
sumers.” 

The idea of a Department of Con- 
sumers dates back a number of years, 
probably originating with labor 
unions. In 1960, the AFL-CIO was 
a motivating force behind a bill to 
establish the new Department. Nearly 
one-fourth of the Senate members 
lent their names to the proposal. 
Senator Estes Kefauver (D., Tenn.) 
was the principal proponent, and he 
had 23 co-sponsors. Hearings were 
held last June before a subcommittee 
of the Senate Government Operations 
Committee, but unanimous opposition 
from the Eisenhower Administration 
led to the bill’s being shelved. 

Now, with an avowed “lobbyist for 
consumers” in the White House, the 
outlook is far different. It is even con- 
ceivable that no initial legislation will 
be required, if President Kennedy de- 
cides against establishing a Cabinet 
Department and chooses instead to 
set up an office or agency by adminis- 
trative action. As a Senator, Kennedy 
was not a co-sponsor of the 1960 bill, 
hence is not committed to a specific 
line of action. 


> Another major 1961 worry for 
marketers is the possibility that Con- 
gress may pass one or more bills deal- 
ing with prices. 

The anti-business faction in Con- 
gress has been pushing for years for 
greater control over prices. Hearings 
weré held in 1959 and 1960 on several 
restrictive measures. These hardy per- 


ennials are due to bloom again and 
climatic conditions are bound to be 
more favorable this time. 

One such bill is the so-called “price 
pre-notification bill,” fathered by 
Senator Joseph C. O'Mahoney (D., 
Wyo.). He has now retired from Con- 
gress, but there are plenty of others 
left who think the same way. Hear- 
ings on this proposal were held in 
1959 before a Monopoly Subcommit- 
tee headed by Senator Kefauver, who 
seems to get mixed up in most anti- 
business legislation. 

This far-reaching bill would cover 
companies with capital, surplus and 
undivided profits of more than $10 
million, engaged in any line of com- 
merce “in which 50% or more of 
sales in the U.S. are made by eight 
or less corporations.” Firms affected 
would have to give 30 days’ notice 
to the Federal Trade Commission and 
other Government agencies before 
putting a price increase into effect. 
FTC could hold public hearings at 
which the companies would be re- 
quired to justify the proposed in- 
creases. FTC could also subpoena 
confidential information from corpo- 
rate files. 

A similar proposal, sponsored by 
Representative Henry S. Reuss (D., 
Wis.) and Senator Joseph S. Clark 
(D., Pa.), is even broader in its ap- 
plication. It would authorize the 
President to hold public hearings on 
“price increases, prospective or actual, 
which in his judgment appear to 
threaten national economic stability.” 


bly FPC, FCC, CAB, and ICC) is more urgent than re- 


casting FTC. 


The Kennedy blueprint is a unique document, “Report 


A Senate Banking subcommittee held 
hearings on the Clark bill in the last 
Congress, but took no action. On the 
House side, the companion bill made 
greater headway, gaining approval of 
the Government Operations Commit- 
tee, but being sidetracked by the 
House Rules Committee. 

Still in the pricing field, the list of 
possibilities for legislative action in 
1961 include mandatory functional 
discounts, mandatory price equaliza- 
tion, and outlawing of the “good 
faith” defense ayainst a charge of 
price discrimination 

Wholesaler associations are behind 
the discount proposal, seeking pro- 
tection against chains and other re- 
tailers who buy direct from manu- 
facturers. The proposal is to amend 
the Robinson-Patman Act to require 
the granting of a functional discount 
to wholesalers—which means forcing 
producers to charge direct-buying 
customers higher prices than whole- 
sale customers. 

This bill had solid Administration 
opposition at 1959 House hearings 
and even earned the condemnation 
of the leading anti-monopolist in the 
House, Representative Emanuel Celler 
(D., N.Y.), Chairman of the Judiciary 
Committee and its Monopoly sub- 
committee. So the betting is against 
the discount bill. 

The price equalization proposal is 
another longshot for passage, but 
has the support of one group of in- 
dependent businessmen. It is aimed 
at “dual distributors’—manufacturers 


JAMES M. LANDIS will super- 


on Regulatory Agencies,” prepared in the six weeks after 
election, by James M. Landis, former Dean of Harvard 
Law School and former Chairman of both SEC and CAB. 
The President is not committed to follow the report to the 
letter, but it is safe to assume he agrees with most of its 
conclusions. Until there is evidence to the contrary, Wash- 
ington is regarding the Landis Report as presenting a 
preview of actions to follow. 

The Landis Report devotes only passing attention to 
FTC, and its recommendations will affect marketers in 
scores of other areas unconnected with trade practices. 
Some examples: abandonment of present hearing proce- 
dures in grants of airline certificates, radio and TV licenses, 
pipeline certificates, and rates of all sorts. Many of the 
reforms proposed by Landis do not require legislation and 
may be accomplished by Executive order. Thus the first 
rellection of the document may be a series of Presidential 
moves. 

Marketers anxious to test how the Washington winds 


vise the overhauling of FTC 
and other regulatory agen- 
cies as a special assistant to 
President Kennedy. 


are blowing as to attitudes toward advertising and selling 
may wish to note that Landis mentioned “the spate of 


deceptive advertising which floods our newspapers, our 
periodicals and our air waves,” and declared “caveat 
emptor is rampant in the sale of other products, even 
those bearing directly upon the public’s health.” Landis 
also described as “horrendous” certain ads by investment 
advisers. 

President Kennedy, as the self-proclaimed “lobbyist for 
consumers,” will be busy indeed if he tries to live up to 
the recommendations of his advisers. 
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#8 PRESIDENT KENNEDY 


} 


- ‘LOBBYIST FOR THE CONSUMER’ 


N 

who operate their own retail outlets 
is well as selling through independent 
retailers. The tire industry seems to 
be the chief target. The bills, which 
would ban sales to consumers at prices 
lower than those charged by inde- 
pendent retailers, were the subject of 
1959 hearings in the House. An 
identical Senate bill received no at- 
tention 

“Good faith” bills date back nearly 
1 decade, resulting from a bellwether 
decision by the Supreme Court in 
Standard Oil of 
Indiana. This historic verdict estab- 
lished the rule that prices could be 


1951 involving 


cut in good faith to meet a competi- 
tor’s prices, and proof of good faith 
is an absolute defense against the 
price discrimination provisions of the 
Robinson-Patman Act. 

Ever since, Congressional critics of 
the Court’s decision have been trv- 
ing to repeal it. The House passed 
1 repealer in 1956 but Congress ad- 
journed before the Senate acted. The 
1959 version, introduced by the inde- 
fatigable Senator Kefauver with 24 
co-sponsors, was the subject of Senate 
hearings. The House counterpart is 
Celle: 
who is an old hand at suppressing 
bills he dislikes 

A few business groups favor the 
proposal but most oppose it. While 
the odds seem to be against passage 
of a “good faith” bill this vear, en- 
ictment is not bevond the realm of 
possibility 


Oppose d by Representative 


P One bill that most prophets ex- 
pect will pass soon has marketing im- 
plications that are not always appreci- 
ated. This is the minimum wage bill, 
which is high on President Kennedy’s 
“must” list. He handled this measure 
in the Senate and just missed gain- 
ing enactment. He is committed to 
erasing this failure from his record, 
so Washington takes it for granted 
that minimum wages will be hiked 
ind coverage of the Wage-Hour Act 
extended 

Unsettled questions are how high 
the wage floor will be lifted from 
its present $1 an hour, and to what 
ce gree coverage will be expanded 
Retail interests will fight to preserve 
their exemption but it looks as if it 
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(continued) 


will be at ' ast pared if not erased. 
Business groups contend that unem- 
ployment is sure to climb even higher 
if the minimum wage is lifted. 
Marketing implications of a higher 
and broader minimum wage law will 
vary among industries, and depend 
on the final form of the new law. Re- 
tail stores will be hard hit if forced 
to pay higher wages, and, historically, 
wages go up all along the line when 
the floor is lifted. Economic condi- 
tions would seem to be unsuitable 
for raising prices to meet the higher 
costs. The trend toward self-service 
in stores is sure to accelerate if labor 
costs are hiked. One major industry 
that may be hard hit is the auto field. 
Its retail selling practices may have 
to undergo a major shift if the wages 


Legislative 


Consumer Protection 


and hours of car salesmen are brought 
under the law. Sales managers in all 
lines would do well to ponder the 
implications of new minimum wage 
legislation. 


> A big 1961 issue is sure to be 
credit regulation—a near-miss of 1960, 
now backed by a Democratic Plat- 
form pledge to “enact Federal legis- 
lation requiring the vendors of credit 
to provide a statement of specific 
credit charges and what these charges 
cost in terms of true annual interest.” 

One of the business community’s 
arch foes, Senator Paul H. Douglas 
(D., Ill.), authored this measure and 
attracted 17 co-sponsors, including the 
retiring Chairman of the Democratic 
National Committee, Senator Henry 
M. Jackson (D., Wash.), but not in- 
cluding John F. Kennedy. Strong op- 
position at Senate Banking Commit- 
tee hearings forced major changes in 
the bill, which won subcommittee ap- 
proval but got no further. The re- 
vised version still calls for marketers 
to disclose the “simple annual rate of 
interest” charged installment buvers 
—and many witnesses contend this is 


impossible. Among the industries 


Boxscore: Outloc 


To establish a Federal department or agency to protect con- 
sumers and to undertake many activities to provide effective te 
resentation of the interests of consumers. It could have wi 
enforcement powers over products, pricing, advertising, packaging. 
Outlook: Cabinet-level department is doubtful; but Kennedy could. 
create an Office or Agency by administrative action. 


Pricing Controls 


Variety of perennial proposals will turn up. Any could rally sup- 
port for enactment. The major bills: 


Price pre-notification—Requiring companies in basic industries to 
announce price increases in advance and to be subject to public . 
hearings. Outlook: Always a real threat. 


Mandatory functional discounts—Forcin 


manufacturers to charge 


direct-buying retailers higher prices than wholesale customers. 


Outlook: Betting is against it. 


Mandatory price equalization—Aimed at manufacturers who oper- 
ate their own retail outlets as well as sell through independents; 
would ban sales to consumers at prices lower than those charged 
by independents. Outlook: Another longshot. 


Elimination of “good faith” defense—Outlawing good faith as an’ 
absolute defense in cases of cutting prices to meet a competitor's 
equally low price. Outlook: Odds against it, but always a threat. 
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watching this legislation closely are 
autos and appliances. 

Not all of the prospective market- 
ing matters before the 87th Congress 
are negative, in the sense that busi- 
ness generally opposes a bill. One 
positive example is the so-called 
“Boggs bill,” relating to lobbying ex- 
penditures and the tax deductibility 
of advertising expenses. This measure, 
fathered by Re presentative Hale 
Boggs (D., La.) and supported by 
me Sheen of both parties in the House 
and Senate, got as far as being re- 
ported by the House Ways and Means 
Committee last vear | 
pigeon-holed. 

Many business groups are support- 
ing this measure but gaining passage 
in a Democratic Congress will prob- 
ably depend on finding some way to 
overcome labor union opposition. 
Labor fears that if the rules of Internal 
Revenue Service regarding deducti- 
bility are changed by law, business 
will pour huge sums into campaigns 
in support of such things as state 
right-to-work laws. One favorable 
element in the outlook is that Rep- 
resentative Boggs is a close personal 
friend of President Kennedy. 

Fair trade legislation is never quite 


before being 


dead in Congress and 1961 will be 
no exception. Unfortunately for its 
adherents, the drug industry is its 
chief proponent and Senator Ke- 
fauver’s continuing investigations in 
that field have affected the outlook 
fox a national fair trade law. Most 
observers agree the odds are against 
passage this year. 


> The Kefauver drug probe will 
continue, and may lead to restrictive 
legislation this year. 

The Tennessee crusader has a 5- 
point program he'll be trving to write 
into the statute books. He seeks: (1) 
increased testing of new drugs, both 
as to their usefulness and safety, be- 
fore introduction on the market; (2) 
Government licensing and inspection 
of drug manufacturing plants; (3) 
curbing of patent controls over new 
drugs in hopes of fostering competi- 
tion and bringing down prescription 
prices; (4) 
leading drug ads; (5) encouragement 
of greater use of medicines by their 
scientific rather than brand 
A battle royal is in prospect 
over these proposals, which have 
implications far beyond the industry 
under attack. 


tighter laws against mis- 


names, 
names. 


r Major Marketing Bills 


Credit Regulation — 


To require sellers to provide prospective Sickie (consumers) 
with a statement of specific credit charges and what these charges 
cost in terms of simple annual interest. Many marketers contend 
that the latter is unwise, if not impossible. Outlook: Will stir up a 


storm; a strong possibility of passage. 


Tax Deductibility of Lobbying and Ad Expenses 
A pro-marketin ing measure, known last year as the Boggs bill, that 


would make 


lobbying ‘and political advertising expenditures 


tax-deductible. Outlook: 5 Pe overcome labor union opposition, 


but has fair chante. 
National “Fair Trade” 


To permit manufacturers to enforce minimum retail ae main- 


tenance. Outlook: Little chance. 


Drug Industry Regulation 


Kefauver drug probe will continue—and it has implications far 
beyond the industry under attack. He wants laws requiring in- 


creased testing, Government inspection 


inspection, e royal i prospect patent controls, 


tighter ad laws, and such. Outlook: Battle roy 


Pre-Merger Notification 


To stem business marriages by 


uiring companies to notify 


Government of planned mergers. Outlook: If Kennedy wants it, 


he'll probably get it. 
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Anti-merger legislation gets at least 
passing attention from every Congress 
and the 87th will be no exception 
More than two decades ago, the 
Temporary National Economic Com- 
suggested that pre-merger 
notification be required in order to 
stem business marriages. A Senate 
subcommittee approved such a bill 
in the last Congress, but it died there. 
President Eisenhower endorsed the 
principle of pre-notification but never 
pushed hard for passage of a bill. 
If his successor makes a fight, passage 
is not unlikely this year. 

In the auto industry, numerous 
legislative efforts are afoot. One is 
territorial security for dealers, with 
penalties to be paid for out-of-area 
sales. The guess is that this will fail 
again, as will efforts by Representa- 
tive James Roosevelt (D., Cal.) to 
drive oil companies out of the tire- 
battery-accessory field. A proposal to 
require car makers to install anti-smog 
devices on all new cars is a pos- 
sibility. 


mission 


> Summing up the outlook, there 
are a raft of possibilities for market- 
ing legislation this vear, but few 
certainties. 

The biggest worry is the near cer- 
tainty that some spokesman for con- 
sumers will be established, and will 
indulge in business-baiting as a regu- 
lar practice. Such an agency, office 
or department could easily become 
an anti-advertising nest which would 
delve into prices and other important 
areas not heretofore considered to be 
any business of the Government. 
Much will depend on the identity of 
the man chosen to run the new opera 
tion. If he is a crusader, marketing 
is in for many smears. 

Not even Congress itself knows vet 
whether a business crackdown lies 
ahead. President Kennedy has gone 
out of his way since election to allay 
business fears as far as possible. He 
even put four businessmen in_ his 
Cabinet. To a far greater degree than 
at any time since World War II, the 
Chief Executive will call the shots. 

The indications to date are that 
President Kennedy does not want to 
make businessmen any more unhappy 
than he finds necessary. On the other 
hand, he was elected on a platform 
which contained several features that 
could restrict business. The question 
to be resolved in the next few months 
is what sort of a compromise he will 
reach between these two extremes. 

SM’s guess is that while there will 
be some anti-marketing legislation 
passed this vear with President 
Kennedy's blessing, no real crack- 
down is in sight and the more ex 
treme controls won't be adopted. 
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Where 


Will Business Fined 


There are few home-bred top marketing executives. 
Most acquired their marketing skills in a progression 
of marketing positions in various companies—some- 
times in one field, sometimes in many. These masters 
of marketing are in great demand. As more and 
more firms shift emphasis from production to market- 
ing, the demand for versatile marketing strategists 
increases. 

With a trend to wide product diversification spread- 
ing throughout industry, a company’s success or fail- 
ure hinges on the ability of the marketing executive 
and his team. Competition comes from different in- 
dustries, different countries. The need to think in 
terms of markets—market strategy—is hitting the small 
firm as well as the giant. 

With these thoughts in mind, Sales Management 
posed this question to both consumer and industrial 


companies: How do you find executive marketing peo- 
ple who can think and act effectively in all phases of 
marketing—advertising, sales promotion, sales train- 
ing, product planning, pricing, distribution, market 
research, and administration? 

Answers were sometimes startling. “That’s a good 
question,” said one. “We don’t know where our next 
salesman is coming from,” said another. Others have 
just lately begun a formal training program for de- 
velopment of marketing management. But, some have 
plans for the future. 

Here’s what four top marketing executives in four 
vigorously marketing-oriented companies say in an- 
swer to SM’s query: 

[All except R. O. Baily of the Burroughs Corp. came 
to their present positions from jobs outside companies 
they now represent. | 


Edmund F. Buryan 


Former Marketing Vice President 
W. A. Sheaffer Pen Co.* 


What any company that markets 
a product at retail needs is marketing 
generalists not specialists. It’s very 
easy to find people who know adver- 
tising, be sales promotion or market 
research. But it’s very hard to find 
market research people who can think 
in terms of the problems of the ad- 
vertising man or the merchandising 
man. And there’s only one wav of 
getting this kind of man 
vourself 

At Sheaffer, the market research 
man does understand the advertising 
merchandising man. He has _ been 
trained to work with him. Our ad- 
vertising man had to be trained to 
assume the role of merchandising man 
as well, since we felt that those jobs 
should not be separate. He didn’t 
know merchandising until he was 


train him 


offered the challenge of learning it 
Then we were able to train him. 
Younger men with talent, ability 
and motivation to accept responsibility 
can and must be brought along in- 
ternally. Sometimes this can be done 
with amazing speed These men can 


°As further eviderice of the demand for 
marketing “generalists” and fluid, indus- 
try-to-industry adaptability of talents, M1 
Buryan recently became president and a 
director of Minneapolis-Moline Co., and 
has resigned his position with the 
Sheaffer Pen Co 
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be made cost-saving, profit-conscious, 
aggressive sales builders. 

The sales route to top management 
is recognized as a very desirable one 
in developing an aggressive organ- 
ization. Additional experience in ad- 
vertising, promotion, divisional or 
product experience, right down to the 
“net-after” profit line can best be 
taught by providing alert and sym- 
pathetic on-the-job guidance to mid- 
dle management. 


Richard O. Baily 


Assistant Vice President, Marketing 
Burroughs Corp. 


In the data processing industry 
there has always been pirating of 
specialists who know the field. In the 
early davs some of this was necessary, 
but there is a built-in fallacy. You 
can't hire evervbody away from some- 
body else. You can build a nucleus 
this way, but future marketing po- 
tential must be developed. You've 
got to have some Indians, and there 
just aren’t that many people around 
who know systems. 

The strength of the Burroughs 
Corp. lies in the development of sys- 
tems. This is what data processing is 
used for—finding what is a successful 
way of handling a problem, and what 
is an unsuccessful way. We must know 
the customer's problem. Often we 
must know there is a problem almost 
before he does. The market is never 
sold up. That’s why we need people 
who can think in terms of business 
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problems, whether it’s those of a bank 
or a department store, and devise 
methods which will not mean design- 
ing a specific machine for every situa- 
tion. 

For these reasons, no one is ever 
hired from the outside for a super- 
visory line position in marketing. Our 
top echelon is Burroughs-trained. The 
marketing vice president, Ken Bement, 
has held every sales position in the 
company. In my own case, I started 
as a territory salesman, was sales pro- 
motion manager, then learned top 
management as director of public re- 
lations and assistant to the president. 

Burroughs reorganized its market- 
ing structure about a year ago. We 
have a marketing v-p and assistant 
v-p over both the ElectroData Di- 
vision (data processing) and the Bur- 
roughs Division (business machines). 
This reorganization has meant heavier 
stress on marketing what is profitable 
—we can’t overemphasize the need 
for profitable sales, not volume. As a 
result of this new, generalized 
marketing reorientation, some people 
who left Burroughs in the past for 
wider opportunities are now returning. 

In recruiting new people there are 
certain minimum requirements, of 
course, and minimum experience. But 
most important, we try to find people 
we think will develop into marketers 
of systems, not specialists who can 
sell computers alone or adding ma- 
chines alone. This is a highly special- 
ized industry, but within this area 
there is a great deal of generalized 
knowledge that must be gained. 


Edmund F. Buryan 
Formerly of Sheaffer Pen Co. 


Richard O. Baily 
Burroughs Corp. 


Robert E. Cassatt 
The Regina Corp. 


Robert L. Bobo 
Federal Pacific Electric Co. 


Robert E. Cassatt 


Vice President, Marketing 
The Regina Corp. 


Our prime concern is what hap- 
pens at the retail level. There’s a 
motto that every marketer who sells 
a product at retail ought to keep in 
mind whenever he makes any de- 
cision—it’s this: “If it doesn’t move 
goods at retail—forget it!” 

Regina is in the appliance busi 
ness—vacuum cleaners, electric floor 
polishers, wet pickup vacuum cleaners 
—and it does well in appliances. And 
no company does well in this busi- 
ness unless it is marketing-oriented 
right down to the accounting depart- 
ment. 


> It is with this retailing-end in mind 
that Regina is training its marketing 
executives of the future. Every po- 
tential marketing or sales candidate 
at Regina must begin with a knowl- 
edge of retail selling. We don’t care 
if he has a Ph.D. in marketing from 
the best marketing school in the 
country—he must have had retail ex- 
perience or he’s not for Regina. If 
a man has not had this experience, 
he will spend some time in retail 
selling as part of Regina’s training 
program. 

We like to get these young men 
between the ages of 25 and 30, then 
give them a thorough grounding in 
solid business administration as well 
as the more glamorous aspects of 
marketing, such as advertising and 
product planning. The trainee must 
learn how to calculate every item that 
goes into costing a product. When he 
appreciates cost, then he'll have a 
clear idea of what it takes to bring a 
product to market at a price that 


sells, and at a price that shows a 
profit. In appliances he'd better know. 
While a thorough knowledge of 
cost is an absolute requirement for 
anvone in marketing appliances, dis- 
tribution is no less a vital area of 
close control. Every possible saving in 
distributing products—from traffic to 
packaging—must be made. 


Robert L. Bobo 


Vice President, Marketing 
Federal Pacific Electric Co. 


In the very rapid growth that 
Federal Pacific has enjoved in a rela- 
tively short time, we have had to bring 
in people from other companies, 
people who know the field. But since 
1958 we've had a formal training 
program for building middle market- 
ing management and potential top 
marketing executives. 

There are two 6-month training and 
recruitment programs conducted each 
year. We hire college graduates from 
engineering schools, not for engineer- 
ing jobs, but for marketing. We try 
to get people who have a broad back- 
ground—people who may have some 
selling experience, or at least some 
extrovert expression. We don’t pay 
more than the going wage, but we 
do offer a future of challenge and 
growth in a company that is still 
building its future. The very fact that 
we can't hire hundreds of graduates 
each semester means that we can offer 
a more varied, exciting future. 

During our phenomenal period of 
expansion and acquisition (sales are 
now expected to hit $100 million), 
many people had to assume extra job 
specialties and responsibilities that in 
one of the giant electrical companies 


Sales Management 


might have been departmentalized in 
great depth. The people who are now 
sales managers, regional 
product managers, found themselves 
in a sink-or-swim position. They had 
to make decisions on advertising, sales 
promotion, or whatever came up. 
These people gained their knowledge 
under fire, but now they've got the 
wide experience. it takes in many 
phases of marketing. 

We make no consumer products, 
that is, products that-#ke consumer is 
aware of, or has anv choice in. Most 
of our products are sold directly to 
industry or to contractors. But since 
35% of our products are shelf-stocked 
products, and since we have two 
rather dominant competitors in this 
electrical industry, we are certainly 
marketing-minded. 


managers, 


> All our product managers, we call 
them marketing managers, have come 
up through the company. There are 
11 in all. The marketing manager 
follows the growth of his project 
through every stage from inception 
through development until it is ready 
for market. He presides at meetings 
held on that project and makes rec- 
ommendations on every phase of its 
progress from production to advertis- 
ing. These marketing managers re- 
port directly to me. 

Marketing trainees at FPE are put 
through a course that will give them 
at least an understanding of what is 
involved in making a decision in all 
the areas of marketing for the com- 
pany. Later they will specialize in 
one or more particular marketing 
functions. But as they progress 
through the company, they will ac- 
quire a working knowledge of all 
these specialties. 
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Caught in a Profit Squeeze? PART II 


Don't Slash Your Selling 


When the profit squeeze puts them on the hot seat, many 
sales managers are quick to grab, almost automatically, for 
negative, old-fashioned ways of cutting costs. Don’t overlook the 


positive ideas for “improving” costs, offered here by top execs. 


Many sales managers are on the 
hot seat today 

They are being ordered by their 
top managements to do something 
about profits. Some are told to watch 


cost-cutting. 
sale smens 


selling costs sharply 
Others are slammed with an edict 
to cut costs in the coming quarter 
by two percent five percent, ten 
percent 

Today there is probably not a sales 
wv marketing manager in business 
who is not concerned, even worried, 
‘about eliminating unnecessary costs. 
The big problem for the manager 


and for his top corporate manage- 


In the Jan. 6 issue, Sales Manage- 
ment presented and discussed some 
four dozen timely cost-cutting ideas 
in “The Compleat Guide to Cutting 
Field Selling Costs.” 
wavs of cutting costs, with the em- 
phasis on long-range cost improve- 
ment, are offered here by the execu- 
tives of leading corporations. 

Among the first to speak against 


“arbitrary cost clashes” is C. K. 
Rieger, vice president of marketing 
services for General Electric Co. In 
fact, Rieger abhors the term, “cost- 
cutting,” and insists on referring 
to “balanced cost-improvement pro- 
grams.” 

Rieger strongly believes that cost 
improvement in marketing does not 
consist of reducing long-distance tele- 
phone calls, or eliminating direct mail 
campaigns, or cutting back on travel 
and entertainment, or trimming na- 
tional advertising, or laying off a few 
salesmen. He points out that to throw 
up the types of cost barriers that re- 


ment as well—is to keep sight of the duce effective communication with 
big picture constantly, to sidestep the 
pitfalls of negative, short-sighted 


customers invites competitors to 
demonstrate how reallv well they can 
drive home their own sales campaigns. 

Other sales execs—from such lead- 
ing companies as Schick, Burroughs, 
Westinghouse, IBM—also point out 
that the most effective way to cut 
selling costs is through positive ac- 
tion. They are quick to speak out 
against the negative, niggling cost- 
cutting rules that many in sales man- 
agement are tempted to adopt. They 
are eager to point out that a planned, 


Other effective 


Let the Survey’ Help You Cut Field Selling Cost 


Many cost-conscious marketers find that they can do a 
more effective job of cutting field selling costs by con- 
centrating on balanced long-range programs of cost 
improvement. Some of the riper areas for such cost im- 
provements are in re-evaluating sales quotas and _ sales 
territories, locating sales soft spots, planning more effective 
distribution 

lo set up these cost-improvement programs, thousands 
of marketing men turn to Sales Management’s annual 
Survey of Buving Power. The Survev’s exclusive esti- 
mates of population, retail sales, and Effective Buying 
Income by market areas are the marketing profession's 
most useful measuring stick of sales potentials. Time 
and time again they are used to indicate the too-costly 
and inefficient areas in the field selling effort. 

Industrial marketers, too, can solve a variety of sales 
problems with a clear picture of the distribution of key 
plants in metropolitan areas on an industry-by-industry 
basis. This data appeared in Sales Management's issue 
of Dec. 16, 1960 
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Consumer Products . . . Some 89% of companies selling 
consumer goods rely on Survey data in setting sales 
quotas. About 81% of them locate sales soft spots by 
comparing their sales figures with Survey figures on popu- 
lation, or retail sales, or Effective Buying Income in 
various market areas. Other favorite uses in field selling 
are in planning distribution (76%), determining market 
potential (73%), mapping sales territories (72%). (The 
Survey, of course, is also a prime tool in allocating the 
advertising dollar.) 

Marketers of any type of consumer product can turn 
to the Survey for exclusive estimates of vital market 
facts that have a long record of proved accuracy. One or 
all of three major factors—population, income, and sales— 
are available to the sales exec who seeks to improve his 
field selling costs. 

The population factor is, of course, used by the marketer 
of a general-use, popular-price type of standard product, 
one whose sales might be expected to follow the distribu- 
tion of population. Here the Survey gives population 


osts— Improve’ Them 


often long-range, cost improvement 
program — one that may require new 
investments in salesmen, training, 
dollars, and time—is usually the best 
means of improving the cost-to-volume 


effort on an industry approach, or a 
geographic approach, or line specialty 
approach?” His answer: “You ought 
to do all three and not just one 
[in most product markets]. . . . Who 


but if you random-shoot across the 
whole area you are going to be a 
follower rather than the leader.” 


@ Make the field sales manager 
profit conscious. At the branch level, 
Burroughs Corp. is doing everything 
possible to make the manager profit 
conscious. Says Richard O. Baily, as- 
sistant vice president of marketing, 
“Part of his income depends on his 
profit picture—not just on volume. In 
effect this means concentrating and 
selling the most profitable lines at 
the expense of the unprofitable ones. 


ratio, and therefore the profit picture. 

Here are some of the cost-improve- 
ment ideas that these top sales and 
marketing executives offer: says that you 


® Look at your market potential. 
Says General Electric’s Rieger: “I 


says that you should have the same 
selling organization in Butte, Mont., nized to see. which ones are no 
as you have in New York City? Who longer 
shouldn’t organize 
around the customer 
business where the customer is, and 
not around the way the factory would 


Many services are being scruti- 


actual _ profit-and-sales-build- 
ing services, but merely nice frills. 
and get the These are being dropped.” 


© Seek better control of the sales 


don’t recall any policy that says you like to do it because it would be force. Here, again, the emphasis is 


have to cover even hy entire U.S. 
if vou can’t afford it. In appliances, 
for example, 1,000 pd out of 
3,000 represent less than 5% of the 
sales. Why not forget about these 
entirely and concentrate where the 
market really is. 

“I have a feeling that too many 
of us are sold on neat organization 
charts, where we go from the top in 
a symmetrical pyramid, with uniform 
little square boxes that look awfully 
nice on a piece of paper, but are not 
worth a damn insofar as getting sales 
is concerned.” 

Rieger is often asked the question: 
“Should a company organize its sales 


figures for cities, counties, and metropolitan areas ranked 
by size. It gives total retail sales, the percent that these 
retail sales are of total U.S. sales. It also tells how much 
each family spends for retail purchases. 

The income factor comes into play in the case of 
higher-priced products, often the ones that bid for the 
consumer's discretionary dollar. The best markets for 
such products can be pinpointed by referring to the 
Survey's income breakdown of households. 

Here the Survey breaks down—for each city, county 
and metropolitan area—the percentage of households and 
the percentage of income of those households according 
to five income brackets. This type of information enables 
the marketer to determine what regions to add as he 
expands his marketing operation, or what areas are not 
yielding sales to full potential. 

The sales factor—or the degree of retailing concentra- 
tion—is often important in evaluating an area’s sales po- 
tential. A market potential depends not only on the num- 
ber of residents and their income, but on the number of 
consumers from outlying areas who, through habit, ac- 
cident or necessity, come into the market for specific 
types of purchases. 

A clear picture of every city’s and county’s retail sales 
is given in the Survey’s breakdowns according to nine 


simpler for them to understand? To 
hell with the factory! It’s the customer 
who's all important. 

“Maybe it would be better if all 
marketing organization charts were Corp. 
messy and even 
couldn’t understand them.” 

Along the line of looking at market 
potential, says Rieger, 
me that in many product lines many 
companies feel that they have to be 
all things to all people. Why not 
concentrate here also and adopt the 
philosophy of getting 100% of 30% 
of the market, and not 30% of 100% sary, but the contacts must be 
. If you specialize in 
a given area you can be the leader, 


the competition 


of the market. . . 


on making the sales force conscious 
of profits as well as volume, says C. J. 
Urban, marketing manager, TV and 
Radio Division, Westinghouse Electric 


“We are instituting productivity 
call reports as a method of relying 
heavily on the individual salesman 
to cut his own costs. As a result, 
many of them are reducing costs by 
as much as 25%.” 

Urban points out that he doesn’t 
like to stop calling on smaller ac- 
counts. “We do it by mail if neces- 


“It appears to 


maintained.” 


(continued on next page) 


different classifications: food; eating and drinking places; 
general merchandise; apparel; furniture, household, ap- 
pliances; automotive; gas stations; lumber, building, hard- 
ware; drugs. The number of retail outlets in each of 
these categories is also given for every major city. 

Other exclusive Survey figures include indexes that 
gauge buying power and buying activity in every market, 
as well as the quality of the market’s buying potential. 


Industrial Products The key prospects for any 
industrial marketing program are the 5,700 major plants 
in the U.S. that have over 500 employees each. These 
plants account for half the shipments of all manufactur- 
ing in the U.S. More than 80% (4,661) of these key plants 
are in the 300 metropolitan areas recognized and defined 
by Sales Management. 

An industrial marketer can pinpoint these key pros- 
pects by using Sales Management’s figures on the in- 
dustry -by-industry distribution of these plants by metro- 
politan areas and according to the new 4-digit code used 
by the Government (SM, Dec. 16, 1960). 

The marketing planner can also refer to other Sales 
Management data in this issue to detect the relative 
growth and progress of each of these 450 industries that 
are classified in the Government’s 4-digit codes. 
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Don't Slash Costs— 
‘Improve’ Them 


continued from page 41 


® Evaluate salesman’s expenses 
against volume. In Interna- 
tional Business Machines Corpora- 
tion’s Electric Typewriter Division, 
says B. M. Stevens, sales manager, 
each field salesman’s selling expenses 
are evaluated against the sales volume 
that he brings in. If they “don’t 
balance,” the salesman is told to get 
his expenses in line. Stevens points 
out that in some cases he recommends 
increased where the po 
tential of the selling area is not being 
fully realized. 


sales 


expenses 


* Abolish expense accounts. At 
Bestwall Certain-teed Sales Corp.., 
each salesman gets a pre-determined 
weekly check to cover his expenses. 
The amount of the check is based on 
past average expenses 

Bestwall’s Vice President Carl 
Berzelius points out that this method 
puts the expense problem up to the 
salesman. “If he overspends, then it 
comes out of his own pocket. If he 
underspends, then he picks up a 
little profit—as long as his sales per- 
formance stays good.” 

Berzelius feels that this giveaway 
money is more than made up by 
eliminating both overspending and 
expense account administration. It 
also permits the company to treat 
expense money as something of a 
fixed cost and consequently plan other 
expenditures more accurately 


¢ Fight the battle of cost-to- 
volume ratios. Gerald J. Light, vice 
president of of Schick, 
believes the present 
of costs for mak- 
ing, distributing and promoting prod 
ucts, maintaining costs is in effect 
cutting costs. The marketing problem 
faced by industry today, says Light, 
is not only 


marketing 
that in 
increased 


Inc., 
climate 


to achieve a lower sales- 


to-volume ratio but 


cost to combat 


rising costs 

Some of Schick’s methods of fight 
ing the battle of cost-to-volume ratio 
include readjusting sales territories 
Says Light: “We are readjusting sales 
territories in relation to the greatest 
potential We are readjusting 
territories so that those markets that 
need most assistance get it, and con- 
versely, so that markets which pro 
vide the greatest return in sales are 
more intensely serviced. The yield is 
relation to the ‘mining’ 
effort from the good markets.” 

Schick is also conducting a con 


greater in 
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tinuing study of channels of distribu- 
tion. “With our variety of retail out- 
lets—department, drug, jewelry, ap- 
pliance, hardware and specialty stores 
—distribution channels are particularly 
vital.” 

The company, says Light, is also 
“developing a program of planned 
retail and wholesale calls in the field 
so that we make most effective use of 
the selling calendar, ie., the sales 
cycle. Our men concentrate on whole- 
sale selling ahead of their retail store 
selling. Some industries do their 
seasonal buying earlier than others. 
More efficient use can be made of 
salesmen’s time in terms of carefully 
planned schedules of calls, with ap- 
pointments made in advance.” 


© Put all salesmen on a straight 
commission basis. To a large extent, 
declares Maurice L. Stonehill, presi- 
dent of Jeannette Glass Co., this 
method of compensation permits the 
chief sales executive to forget about 
field selling costs. “Because the sales- 
man is being paid on a straight com- 
mission basis, he makes damn sure 
that his costs don’t get out of line— 
for he has to absorb all of them out 
of his own profits.” 

At General Electric too, V-P 
Rieger is a “a firm believer in ‘the 
carrot and the stick.’ ” He advises that 
“you ought to look very, very long 
and carefully at your present method 
of payment to sales personnel. I am 


a strong believer in commission plans, 
whether they be group or individual, 
and think they cause real incentive. I 
know all the problems of installing 
them, but in the same breath want 
to add that I have found that where 
they are used, you could normally 
find the gentleman on the job after 
5:01 in the evening, and many times 
on Saturdays and Sundays.” 


¢ Put managers into selling. At 
Burroughs Corp., certain people, 
lately in sales and marketing manage- 
ment, are now being transferred into 
sales territories as field representa- 
tives, “where their sales potential can 
be used to greater advantage to the 
company.” Richard O. Baily, assist- 
ant vice president of marketing, 
points out that this was partly a re- 
sult of the company’s growth, which 
had created many levels of manage- 
ment. 

Baily is quick to add that the com- 
pany realizes and is generally able 
to cope with the motivation problems 
involved in what often seems to be a 
demotion. And Burroughs is finding 
this an effective way of cutting 
middle-management fat. 


@ Put more salesmen in the field. 
An effective long-range method of 
reducing field sales costs is to put 
more salesmen in the field while re- 
ducing the size of territory that each 

(continued on page 97) 


20, 


What to Do, 


Time after time companies are 
caught with their costs up in a 
time of shrinking profits. 
they bask in 
nomic sunshine, spending freely, 
to find they 
cruelly 


For 
months, the eco- 


only must slash 


and __ indiscriminately 


when the crisis comes 


One exception is the Crosley 
Broadcasting 
TV __ stations), 

labeled 
cording to when in the economic 
decline each should be cut 


Corp. (one radio, 
which 


its expenses ac- 


five has 


neatly 


Called 


Case 


ihe "SiC." 


the Crosley 


(Just In 
plan, system 
is based on the evaluation of 
a id 
As long as income is up to ex- 
the 
plans are carried out and busi- 


ness proceeds as (Plan 


monthly forecasts 


results. 


pectations, all 


company’s 


normal 


‘Just In Case’ 


1). But if business turns sour, 


Crosleyites dust off Plan Il. 


Under this part, 
labeled fat is 


Travel and entertainment is cur- 


the plainly 
stripped away. 


tailed (example: cancel plans to 
fly all salesmen to a meeting in 
Miami, bring only a few key 
men to Cincinnati headquarters 
instead). Fancy promotion plans 
and even research studies are 
postponed. But none of the real 
marketing muscle gets nicked in 


the orderly cutback. 


lf times get really tough, Plan 
Ill is 
progress-bringing 


unleashed. Long-range, 


projects are 


abandoned, and salaries may 
But even so, the 


plan developed by cooler heads 


even be cut. 


in better days prevents too much 
blood from spilling 


1961 


Two 


Announcements 
of major 
importance to 


ll, 
monumental 
new 
market Approved by the 
Study inoauslie al oa 


Foundation 
“Chicago NOW” is the result of a new W. R. 


Simmons study, the most comprehensive ever made 


of the Chicago market. Based on extensive inter- 


views with 4,374 Chicagoans, it comes to you with 


official A.R.F. approval on its design, technique 
and interpretation. 

“Chicago NOW” reveals new and surprising 
facts about Chicagoans...what they now own and 
buy...where they vacation and how they get there 
...wWhere they live...what they drive. It tells you 
their incomes, ages, occupations, activities, educa- 
tion. And it tells you what newspapers they read 
“yesterday.” Not their “reading habits” or “paper 
preferred” or even “paper bought”—but actual 
readership. 

In “Chicago NOW,” you see for the first time 
the true relationship of Chicago’s four great news- 
papers to their market. 


FOR EXAMPLE: “Chicago NOW” reveals that more 
than 8 out of 10 Chicagoans read one or more news- 
papers every week... and that “yesterday” alone, more 
than 7 out of 10 were newspaper readers. 

It also reveals that any single Chicago newspaper 
now misses the majority of Chicago’s people. Now, more 
than ever before, it takes two (or more) newspapers to 
cover this market. 


YOUR AD IN THE TRIBUNE ALONE YOUR AD IN THE DAILY NEWS ALONE - 


384% | misstss 61.6% [Sax | misses F6.O% 


YOUR AD IN THE SUN-TIMES ALONE YOUR AD IN THE AMERICAN ALONE 


| 30-7% | missss 69.3% fo misss 80.6% 


...and this coverage comparison holds true for every 
major buying group in the market. Whether you-want to 
reach men, women, families with children, people 55 
years and older, or any other audience, “Chicago NOW” 
proves conclusively that you need a combination of 
newspapers for adequate coverage. 
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mm 
- new ‘Saving 


+. a 


The since aie News 


Now published in one plant, The Chicago Sun-Times 
and The Chicago Daily News can offer advertisers im- 
portant new savings and new flexibility. The rate 
structure outlined below changes drastically all pre- 
vious concepts of newspaper advertising in the Chi- 
cago market. 


New City and Suburban Rate gives you new flex- 
ibility. Advertisers buying the Sun-Times and Daily 
News in combination now have the choice— broad 
coverage offered by full run, or pinpointed metro- 
politan coverage at new low rates. 


New, Uniform Contract Rates. Advertisers using 
either or both of these newspapers now enjoy the 
same generous discount structure at any level of 
contract linage. 


New Combination Discount. A special extra dis- 
count of 10% for advertisers placing the same ad in 
TheSun-Times and The Daily News. This discount 
gives you the sales power and trade impact of two 
ads at tremendous savings. (And you can schedule 
the ads on different days, as many as eight days 
apart.) If you are now using The Sun-Times, you 
can add The Daily News to your schedule at a full 
20% savings—and vice versa. 


Details of this new rate structure are available 
in the Card effective January k5, 1961. It is avail- 
able from your Sun-Times and Daily News 
representative right now. 


what these two announcements 
mean to you... 
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with these new market facts 


We 
ss 


heres wha your dollars 
can do in 


Chicago Now 


IF YOU USE 2 CHICAGO NEWSPAPERS 


The new Chicago Sun-Times/Chicago Daily News combination delivers more readers per dollar than any other Chicago combination 


AUDIENCE . READERS PER DOLLAR* 


% Unduplicated Unduplicated Total Unduplicated Total 
Coverage Readers Readers Readers Readers 


Sun-Times 
Daily News 1123 


Sun-Times 
Tribune 


Daily News 


— 49 pF ‘ Sun-Times 
Tribune od ee 9 S195 


Tribune 


1069 


American 


a Daily News 
roune 


Tribune 


966 


Sun-Times 


Daily News . : au 2,567,000 ——s i | 922 


Tribune 


| 


Sun-Times 


: pe Sun-Times 
American och ncn 2,350,000 American 


co 
a 
— 


Daily News ae oy aaa Daily News 
American ee & 2,037,000 pe thie: 


IF YOU USE 3 CHICAGO NEWSPAPERS 


Any 3-paper combination that includes both the Sun-Times and Daily News now delivers up 
to 26.7% more readers per dollar than combinations not including both these newspapers. 


AUDIENCE READERS PER DOLLAR* 


% Unduplicated Unduplicated Total Unduplicated Total 
Coverage Readers Readers Readers Readers 
Sun-Times Sun-Times 


Daily News 65.8% S08SS0 I] 4.367000 Joaiy news RR bog gs 1118 


Tribune Tribune 


Sun-Times 
American 
Tribune 


Sun-Times 
Daily News 
American 


965 


Daily News 
American 
Tribune 


Sun-Times 
American 
Tribune 


| 
i 


Sun-Times 
Daily News 
American 


Daily News 

American 

Tribune 

*For 1,000 line insertion, based on the following rates: Sun-Times and Daily News C & S rates effective January 15, 1961; 
Chicago Tribune C & S rates, Card No. 112; Chicago American Card No. 20. 


co 
co 
Nm 


it’s clearer now than ever before—in Chicago, it takes 2 or more 
and The Chicago Sun-Times and The Chicago Daily News are 


Tor TWo st Monzy 
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CHICAGO 


SUNTIMSS| 
Gg vs] CHICAGO 
a DAILY 


NEWS § 


What kind of 
a package’ do you put 
your salesmen in? 


(Put them in a car as practical as it 1s distinctive) 


Your salesmen—like the products they sell—depend importantly on the “‘point- 
of-sale”’ impression they make. 
Make first impressions reflect success, build prestige. 


Put your salesmen in Pontiacs. There are many practical points to support 
your move: 


Your men will appreciate Pontiacs, and high morale means greater sales. 
You'll find it easier to attract high caliber men. Pontiac’s Wide-Track roadability, 
its extreme handling ease and its stretch-out comfort let your men finish a full day’s 
drive fresh and relaxed. Traveling’s a pleasure instead of a chore. And Pontiac’s 
extra-large trunk is even easier to load in ’61. 

Now consider the cost. Pontiac’s prices begin well below the other medium- 
priced cars. Pontiac’s unsurpassed reliability cuts annoying and costly down-time 
to the bone. Maintenance costs are the lowest in its class. The new Trophy V-8 
Engine is more economical . . . and you can save up to a dollar a tankful by specifying 
the regular fuel, full-powered Trophy Economy V-8. And because Pontiac officially * 
returns more of its original value in trade than any other car in its field, your long- 
run cost is about the same as for common, less impressive cars. 

Check into the advantages of a Pontiac Fleet and you’ll see why latest figures 
show Pontiac fleet sales are up 25.6% to the industry’s 4%. 

See your Pontiac dealer or write Fleet Sales Dept., Pontiac Motor Division, 
Pontiac 11, Michigan. 


™ = 4 
PONTIAC FLEE 1 
*National Marketing Reports, Inc. | Pi 7 
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“SV 


MARKETS 


Canada’s tax hike 
hits U.S. marketers 


GUARANTEES 


a marketer's tool 
or nightmare? 


MARKETING NEWSLETTER 


The Canadian market that once looked so rich has lost a bit of 
its gleam. The potential for U.S. marketers of industrial and 
consumer products is still there—but the big question now is: 
Will it be worth the investment? That new tax hike slapped on 
U.S. companies by the nationalistic Canadian Government will, 
in many cases, make the Canadian market no longer attractive. 
- « « The new tax system is complex, but it adds up to about a 
65% tax on doing business in Canada, compared with 52% in the 
U.S. This new rate applies to all U.S. firms—and seems to offer 
no loopholes as of now. 


Ultimate impact of the new tax may be far reaching. More de- 
cisions on marketing in Canada will probably be made by boards 
of directors, onadvice frommarketing, manufacturing, financial 
departments. . . . Higher pre-tax profits on Sales, or lower 
manufacturing costs, could still make Canada a desirable market. 
Undoubtedly most companies will decide to expand into other 
lower-tax countries or into new product lines, rather than in- 
vest in Canada. But there'll probably be a wait-and-see attitude 
for some time before a mass pull-out from Canada. ... And is 


this a hint of the long-range outlook for companies moving into 
other foreign markets? 


The guarantee game gets its latest wrinkle: a warranty against 
"road hazards." While some small tire firms have had it for 
years, now Firestone, followed by Goodyear, U.S. Rubber, Good- 
rich, adopts this added inducement to counter the intense com- 
petition from mail order houses. . . . What's new about this 
one: While most new tires carry a lifetime guarantee against 
faulty workmanship, this new twist insures the tire against an 
early death due to hitting a road hazard. . .. How it works: 
The company reimburses the original buyer of a new tire for the 
"tire service lost" through blowouts, cuts, or such that ruin 
the tire during the warranty period, which ranges up to 36 months, 
depending on tire grade. 


This latest warranty version comes shortly after the auto mak- 
ers whirled through their recent round of guarantees. It stands 
as a new reminder that the old-fashioned warranty now ranks as 
one of the great merchandising tools, or gimmicks, of the day. 
Warranties have soared to such a height of popularity that, in 
many an industry, all companies offer them, all the same, all 
advertised loudly (Sometimes without fine print). . . . This 
traditional promise of good faith may be turning into a mar- 
keter's nightmare. Not just in tires and autos but in dozens 
of products, the clear-cut trend is toward making the warranty 
a leading selling point, often the main advertising lure. This 
hard-sell warranty frequently makes the sale, only to produce 
that irate customer who can't get credit or service for what 
he thought the guarantee covered. . .. Is it wise to put the 
big sell on guarantees, not products? 
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NEWSLETTER (continued) 


MERGERS Major marketers who merge with competitors or suppliers do so 
—more than ever before—at the risk that Uncle Sam will untie 

how not to make the knots. Two re :ent FIC decisions against Pillsbury and Scott 

the big ones stick Paper came as a real blow not just to the firms involved but 
probably also to many big-company marketing execs. The rulings 
point to a still broader interpretation of antitrust laws—and 
seemingly hit at some basic marketing motives for expanding by 
acquisition. . . . Both losers are appealing to the courts. 
The rulings were particularly tough to take because FIC over- 
ruled motions of its own hearing examiners who wanted to dis- 
miss both cases for lack of proof. 


If the decisions stick, Pillsbury will have to unload the Bal- 
lard line of flours and Duff home mixes, while Scott is under 
orders to sell three paper mills. ... But the real marketing 
significance of the two cases can be wrapped up in three main 
points: (1) Pillsbury was ordered to sell the entire Ballard 
business, nine years after buying it, even though FIC admitted 
that the merger did not injure competition in certain Ballard 
lines; (2) FTC not only threw out Pillsbury's argument that 
Ballard was a "failing firm," but also held that such proof 
will no longer be an absolute defense in anti-merger cases; 
(3) Scott was told to get rid of three suppliers it bought eight 
years ago to expand production capacity, largely because FIC 
figures showed that Scott boosted its share of market from 27% 
to 33% thereafter. 


ADVERTISING Industrial advertisers' budgets for ‘61, as of late December, 
averaged a 2% increase over '60, according to a survey by Assn. 


industrial budgets of Industrial Advertisers. Responses from 327 firms revealed 

up 2% in ‘61... that 127 have larger spending plans, ranging from 5% to 75%, 
and averaging 16%; 120 plan the same as '60; but 80 cut budgets 
an average 17%. . . . Strategy note: Most industrials plan to put 
more emphasis on specific products and less on corporate image 
than in their '60 ad campaigns. 


bigger outdoor ads Relaxation of tough Federal rules on outdoor advertising is in 

for Federal roads... prospect. Although no additional signs will be allowed along 
interstate highways, those already permitted might be able to 
double their size. Since '58, such outdoor ads have been con- 
fined to 150 square feet, but the recent Administration pro- 
posed upping the maximum to 300 square feet, standard in the 
industry. .. .« Several states have adopted the 150-foot rule, 
so if the liberalized Federal rule gets okayed, the outdoor 
industry will press for similar state changes. 


admen keep touch Admen Seek to keep a foot in the door in Washington under the 

with Kennedy Kennedy Administration by keeping alive the Advertising Com- 
mittee of the Commerce Department. The group is comprised of 
the 15 heads of trade associations in the media, agency and 
advertiser fields. Chairman is Fred Gamble of the 4A's. The 
ad committee was started back in Truman Administration, lapsed 
under Ike, but was revived in '59, It meets monthly in New York 
except for quarterly sessions in the Capital. 
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Something Missing 


... like California 
without the Billion Dollar Valley of the Bees 


Actually, total effective buying in- 
come of more than 3% billion, 
greater than each of 24 states 


Twenty-seven prosperous counties 
which together form California’s 
third great market 


Don’t miss California’s booming 
inland Valley in your sales plan- 


ning. Here is a separate and dis- 
tinct market . . . ringed by moun- 
tains ... apart from the Coast. 
Nothing in print sells Valley fam- 
ilies like their own local news- 
papers, The Fresno, Modesto and 
Sacramento Bees. 


Data Source: Sales Management’s 1960 
Copyrighted Survey 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 


e THE FRESNO BEE 


MS CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
Three types of discounts: McClatchy gives national advertisers discounts on bulk .. . frequency . . . or combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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HENRY HALE RAND 


DYNAMARKETER 


Shoemaker Cuts Loose 


By LAWRENCE M. HUGHES 
Senior Editor 


I'd look into anything that 
might build our stockholders’ 


equity. 
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rom 50-Year ‘Last 


Henry Rand’s ancestors would have cringed at the 
sight of him beside a big, bubbling tin tub in a suite at 
New York’s Hotel Gotham, washing a pair of red Nybuc 
shoes, in the presence of financial writers. In fact, the pre- 
sent president of International Shoe Co., St. Louis, even 
played up this shirt-sleeved picture in his monthly mess- 
age to stockholders and dealers. 

Such lack of “dignity’—or such direct demonstration— 
suggests the vigor with which, for five years, Henry Rand 
has been preparing 50-year-old International to tackle a 
new half-century which starts in 1961. 

Probably, this scion’s problems would have been 
simpler if he had been simply dropped on ISCO’s door- 
step, with neither the blessing nor the traditions of bygone 
Rands. He has had to contend with inherited policies, 
facilities and manpower. And he has had to hold an 
enduring reputation of solid strength. 

But at the same time he has taken steps—with new 
management, new capital, new facilities and processes, 
new materials and products, new distribution and sales 
and advertising approaches—to let the world know that 
ISCO intends to be counted among tomorrow's growth 
companies. 

Proud of his forebears, Henry still seeks to win his 
own laurels. 

Grandfather Edgar Rand, a co-founder of what, in 
1911, was a “big combine,” helped to see that it turned 
out only “all leather” shoes. (This insistence was “radi- 
cal,” then. But in the last decade, with development of 
plastics and other materials, Henry Rand shows that the 
proportion of leather in ISCO’s annual output of more 
than 50 million pairs declined from 73% to 27%.) 


> As president from 1915 to 1929, father Frank 
Chambless Rand trebled sales to $132 million. As chair- 
man for 20 years more, through depression and war, he 
saw the volume reach $200 million. Henry’s older brother 
Edgar Eugene Rand ran ISCO for only six vears, until 
his death, at 50, in 1955. Acquisitions (such as Flor- 
sheim) helped the company to pass $262 million. 

Among 1,000 shoemakers, International remained the 
largest. But its share was only 8%, and a lot of contenders 
grew faster. Some of them were teaching old ISCO some 
new things about selling. 

Henry Rand says that ISCO was a “sleeping giant.” 
He set out to prove that the giant not only has stirred 
but is striding ahead. 

For fiscal 1960, ended November 30, sales rose about 
10% (to more than $300 million) and earnings rose twice 
that fast. Through the °50’s, however, earnings had 
lagged, and the 1959 dividend of $1.80 a share was the 
smallest of the whole decade. 

A constructive way of saying this is that the company— 
after a decade of “declaring” about 80% of all dollars 
earned—is now giving its 18,500 stockholders as dividends 
only two-thirds of them. “We've reduced payout,” Rand 


says, “in order to put more money into retailing and 
advertising.” 

After International, the biggest shoemakers are Endi- 
cott Johnson, Brown and Genesco. The last two have gone 
heavily into control of their own stores. Rand has followed. 
Though its 20-odd brands of shoes are sold through some 
30,000 outlets in the U.S. and Canada, about $70 million 
of the total $300-million volume now derives from 800 
ISCO-controlled stores. 

Under a Shoenterprise Plan, International both acquires 
control of existing stores and helps merchants to start 
in new locations. “In these situations,” Rand points out, 
“an individual must put up only 40% of the equity capital, 
with the company holding 60%.” 

Much of Henry Rand’s 3l-vear ISCO career has been 
spent in Sales. After a decade in the sales division, he was 
made vice president in charge of all merchandising and 
production. As president, he has made drastic changes in 
sales organization and responsibility. The major aim is 
to “move up closer to the consumer.” 


> International did much of its merging a half-century 
ago. But, though manufacturing, purchasing and other 
functions were integrated into the corporate structure, 
each division continued to go its own way in sales. A 
marketing research study revealed a lot of strains, gaps and 
overlapping. “General managers were bogged down with 
detail,” Henry Rand savs. “Sales managers had too wide a 
span of control. Salesmen working on straight commission 
virtually owned their territories. And the marketing staff 
lacked authority to start strengthening svstems.” 

Then Maurice R. Chambers was named to the newly 
created post of corporate sales vice president. E. S. Bland 
was placed in charge of general line sales. The job of 
general manager for each individual sales division was 
eliminated and sales direction and product lines were 
realigned. 

Formerly, most general line salesmen handled either 
mens and bovs’ or women’s, juvenile and teen stvles. 
Now, nearly all of them specialize in one stvle area: 
women’s and teens, or juvenile, or men’s. 

(Unlike the shoe industry as a whole, the volume of 
which breaks down into 50% women’s, 30% men’s and 
20% youngsters’, ISCO’s divides into quite even thirds.) 

In the process, the entire sales group has been cut 
from 500 to 340 men. Instead of commission-and-expense, 
the field men are now paid on a salary-and-bonus basis, 
based on quotas. “The men have smaller territories,” 
Rand shows. “They spend less time traveling, and they 
concentrate more. Thus, in each division, sales costs 
have been reduced as volume has mounted And the 
average salesman makes more money.” 

From this “moving up closer to the consumer,” he 
estimates “a 50% savings on markdowns.” 

International has long spent more money for advertising 
than any other shoemaker ($6 million has been allocated 
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HENRY HALE RAND (ontinved) 


for 61). But while spending even 
more money, Henry Rand set out 
to control and concentrate it. Instead 
of ten deciding on and 
largely running their share of the $5- 
million corporate total, a Central 
Advertising Department now  ad- 
a consolidated budget. 

National advertising expenditures 
are being made in fewer types of 
media, are coordinated between the 
divisions, and are given a corporate 
identity. Along with each brand, 
every TV and radio commercial and 
every magazine ad features “Inter- 
national, the World’s Largest Shoe 
Manufacturers.” 

Though imports of foreign makes 
still represent only a tiny fraction of 
shoes sold here, they are expanding 
at a rate of 25% annually. ISCO has 
started to meet this trend by becom- 
ing distributor here for a large Japa- 
nese shoemaker. And as competition 
from the European Common Market 
may expand here, ISCO and other 
American manufacturers intend to 


divisions 


ministers 


counter with increased efforts in 
those countries. 

Meanwhile, under Henry Rand, 
the company has expanded in Puerto 
Rico and Canada and, through its 
Florsheim subsidiary, has acquired 
control of an Australian maker of 
men’s shoes. 

In five years, International's ex- 
penditures for expansion — including 
retail and production facilities—have 
doubled from $5.2 million to $11 
million. 

And in its 50th anniversary year — 
formally started December 28—Amer- 
ica will hear a lot about style and 
“science” in shoes. 

“Some bad sole leather” acquired 
during World War I, Henry Rand 
says, introduced the company to prod- 
uct research. Today, five of its own 
laboratories are studying newer and 
older materials. In fact, in the last 
eight years ISCO’s laboratories have 
tested 1,400 items. Of these, 200 are 
being put to work in the shoes of 
today and tomorrow. 


“We're now marketing,” he adds, 
“shoes of materials that literally 
breathe in summer, insulate in win- 
ter... . We're tanning leathers which 
will never lose their shine, and 
leather almost eight times as resistant 
to abrasion as any ever known be- 
fore. 

“We've come up with an ‘immortal 
sole’ (synthetic rubber and a special 
plastic) that has been wear-tested for 
70,000 miles. In other words, if there 
weren't oceans in your way, you could 
walk three times around the earth in 
these shoes. . . . We've got an ankle- 
high boot the toe of which can sup- 
port a static load of 2,500 pounds 
and the arch supporter of which can 
take a ‘sledge-hammer’ blow. 
We've women’s heels with ‘more 
bounce’ (they outwear uppers), wash- 
and-wear shoes, football shoes that 
reduce leg injuries, and next spring 
we'll offer shoes with non-slip soles 
for boating and fishing.” 

International may not even stick to 
its last: “I don’t think we should 
diversify just to be big. But I'd look 
into anything that might build our 
stockholders’ equity.” 

And, while looking, this scion of a 
long list of Rands is getting set to 
sell $350 million of shoes by 1965. @ 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 
In The Top 20 In Total Retail Sales 
Quickest Route to Automotive Sales 


Greensboro’s automotive sales stand out in 


the NEW South’s top markets almost bumper 


to bumper with Baton Rouge, Chattanooga and 


Mobile and other prominent markets. Drive for greater 


sales via the Greensboro News and Record—the only medium 


with dominant coverage in the Greensboro Market and selling 


influence in over half of North Carolina. Over 100,000 circula- 


tion; over 400,000 readers. 


Greensboro—In the Top 20 
Retail Markets of the South 


and in the Top 100 
of the Nation. 


Write on company letterhead for “/960 Major U. 8. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


‘GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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Market on the move! 


Toledo’s top-rated 
Economic Diversification 


assures a stable market 


HEN it comes to economic diversification, 
Lucas County (Toledo) leads the eight largest 
Ohio counties, according to a survey by the Bu- 
reau of Business Research of Ohio State University. 


This is one of the key factors accounting for the 
high degree of economic stability enjoyed by the 
Toledo Market. Peaks and valleys experienced 
by other markets dependent upon the fortunes of 
several large industries, occur less frequently in 
Toledo. Here, the largest firm employs less than 
10% of the total working force. 


For sixteen consecutive months SALES MANAGE- 
MENT MAGAZINE has selected Toledo as a “best 
market for retail sales.’ The accuracy of its fore- 
casts has been substantiated by Fourth Federal 
Reserve retail sales reports showing Toledo stores 
well ahead of last year. 


In addition, other business barometers leave no 
doubt about Toledo's being a growing economy. 
Toledo tops all of the rich Standard Metropolitan 
Areas of Ohio in per capita income—a leadership 
it has maintained for six consecutive years. Sav- 
ings are setting new records, construction activity 
is well ahead of the national average, and dur- 
ing the past shipping season the Port of Toledo 
had its greatest year in history. 


With a trading area population of over one mil- 
lion and net effective buying income of over $2 
billion, Toledo offers and will continue increas- 
ingly to offer national advertisers a market place 
of great economic stability and unusual oppor- 
tunity. Fortunately The Blade provides an inten- 
sive coverage of its market that is matched by 
few newspapers in the nation. 


THE BLADE 


One of America’s Great Newspapers 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Leisure Market Series—PART | 


It's an Ocean of 
America Goes Boat-Happy 


Boating has hit the top in participation sports, and along with 
boat makers, marketers in numbers of other fields are finding 
in it new access to the consumer's dollars. It’s a water-happy 
boom with everything from “boaty” clothes to boatel supplies 
or from new plastics to recreation facilities for marinas. 


[free YEAR AMERICANS will 

pe nve imes as much money 

easure boating as they did only 

dreds of manufac 

capitalizing on this 

pment More im- 

ill be increased Oop- 

re ind more mar- 

ving, major market 

participation sport 

eased in average ot 

the period 1949-1960 
10.125.000 


8,000,000 recreation boats cruised 
the waters of the U.S. in 1960, in- 
cluding 842,000 inboard motor 
boats and auxiliary-powered sail- 
boats, 4.1 million outboards, 516,- 
000 sailboats without power and 
2.5 million rowboats, canoes, ding- 
hies and other miscellaneous craft. 


(Natl. Assn. of Engine and Boat 
Mfrs.) 
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ing market this vear, boat ownership 
is now assuming the pattern once en- 
joyed by automobile ownership and 
is fast becoming the new U.S. status 
symbol, wrapping up new markets for 
almost every type of manufacturer— 
consumer and industrial. Here are 
some of the market developments: 
The marina: It is one of the most 
explosive developments, and is spell- 
ing out a big, big market, for it 
is many things to boaters. In addition 
to its waterfront service and storage 
facilities, it is a motel or, more proper- 
ly, a boatel or vachtel. It is a shopping 
center, a restaurant and club, a recrea- 
tional center not only for water sports 


cladin | 


uding beaches and swimming 


vols, but for land sports such as 
ennis, pitch and putt golf and many 


‘ther sports 


7 


As boating enthusiasts increase in 
number, waterborne communities are 
planning to offer more boating accom- 
modations, building up a big potential 
market for all kinds of products. The 
new facilities now being planned will 
be in the market for almost every 
product from food items, utility cars 
for carrying supplies, to steel and 
wood for dock building, houseboat 
kits, marine railways for handling 
More—a 
marina buys everything a hotel buys, 


trom blankets, 


chinaware, to liquor. 


boats, to seagoing clothes. 
furniture, cutlery, 


The need for more boating facilities 
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is urgent. This was revealed in a re- 
cent survey that showed that 570,000 
persons are on waiting lists for berth- 
ing facilities, and that 1,250,000 ap- 
plicants for slips and moorings last 
year had been turned down for lack 
of space. 


There are 1,150 yacht clubs and 
boat clubs with waterfront stations 
in the U.S. and 4,000 marinas and 
boatyards. (Outboard Boating Club 
of America and Assn. of Engine 
and Boat Mfrs.) 


It is estimated that there are now 
about 4,000 marinas and boatyards, 
ind 1,150 yacht clubs in the U.S., 
located in all sections of the country. 
Eleven marinas in eight states opened 
slips in 1960, while 14 others in 12 
states were under construction. In ad- 
dition to the marinas already opera- 
tional and those under construction, 
77 others in 21 states, Puerto Rico and 
two foreign countries have been pro- 
posed. 

Encouraging to marketers of all 
types is the fact that marinas are in- 
creasing at the rate of from 50 to 
60 a year. 

All but a few marinas sell gasoline 
and oil, boat accessories, paint, marine 


hardware, ice, cordage, alcohol, can- 


vas products, diesel fuel, bottled gas, 
kerosene, fishing equipment and gro- 
ceries. They also sell new and used 
boats and inboard and outboard en- 
gines, offer repair service, rent or 
charter boats, and_ rent 
quarters. 


sleeping 


As an indication of how big the 
potential vacht club and 
boatyard market is, here are a few 
of the products that will be needed 
from manufacturers in the immediate 
future: 


marina, 


© Boat-handling equipment, such 
as trailer boat launchers 

@ Underwater air systems for de- 
icing for year-around wet storage 

e Steel piling to protect shore lines 

® Boat-holders to accommodate 
boats of all types and all lengths for 
safer, easier docking 

e Aluminum sections that may be 
utilized as floating units or docks 
fastened down 

@ Light-weight 


aluminum boat 


BES So 
90,000,000 pounds of reinforced 
plastics (including fiber glass, resin, 
pigments, fillers, etc.) were used 
last year in the manufacture of 
plastic boats, boat and motor cov- 
erings and as repair material. 


shelters which can be easily erected 
and present no shipping problem 

@ Radio receivers 

@ Steel and 
docks 

® Boat canopies to provide pro- 
tection for a wide variety of boat 


wood _ sectionalized 


sizes 
@ Sectional dock bumpers resistant 
to weather and salt water 
@ Insect-control devices to protect 
docks 
Sea-going electricity equipment 
Two-way radios 
Fire extinguishers 
Portable piers 
® Safety devices, such as docking 


lights portable marine horns, distress 
kits, depth 
phones, smashproof boat fenders and 
dock bumpers 


indicators, radio tele- 


Plus markets: The recreational 
boating market is constantly expand- 
ing because the use of a boat is re- 
lated to a number of aquatic sports 
\ statistical breakdown of sales points 
up the wide range of reasons for the 
purchase of a boat. For example, here 
are the primary reasons for buving 
outboards and the percentage of pur- 
chases as reported by R. A. Holman 
& Co., Inc., specialists in boating se- 
curities: 

Hunting 6.9% 
Fishing 12.] 


Racing 2.9 
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Cruising 28.0 
Water Skiing 19.6 
Rental a 
Commercial a 
Add to these reasons the fast-growing 
sport of skin diving. 


OARS NE BRS Se ae 
547,000,000 gallons of gasoline 
and 25 million gallons of lubricat- 
ing oil were consumed by recrea- 
tional craft in 1960. 


The equipment and accessories for 
these aquatic sports make up a big 
market for manufacturers in many in- 
Products with a stake in 
continued on next page 


dustries. 


PART li—The Ski Craze 


Part Il of the Leisure Market 
Series will cover the dizzying 
speed and heights of the U.S. 
ski craze as a market to watch. 

Reprints of each _ individual 
article will be available as 
appeors. For reprints of Part |, 
write: Readers’ Service, Sales 
$630 Third Ave., 


New York 17, N. Y. 
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the gamut trom port 
tant 


OS 


photographic 
swimsuits camping pic- 


to sports 


water 


nting equipment 
I I 


hooks irt materials 


nad skir 

The do-it-yourself boating market: 

It, t isa b 
from knockdown sawhorses and paint 
brushes, t 
plastic 


diving equipment 
y market for evervthing 


caulking compounds and 
mending materials. According 
1.647 of Yachting’s 
of tour are 


; 


i surve’' ot 
iders, three out men in 
25-to-54 age group who have been 

ating ft , Nine 
ut of engage in do-it-yourself 
work on thei They 


spend a conservative average of $1,- 


r more than ten years 
ten 


boats each year 


972 each on all kinds of boating prod- 
ucts 

No one has ever counted empty 
paint cans o1 weighed glass fibers on 
i pound scale, but the do-it-yourself 
market for sailboat maintenance 

» small market 

The boating clothes and shoe mar 
hard to 


ine lude Sa wide 


alone 


I tures are come by 


the market vari 


of ready all the way from 
n clothes to high-stvle costumes 


ale boating population 


to-weal 


department and spec ialty 


now featuring boating fash 


It’s an Ocean of Markets 
as America Goes Boat-Happy 


(continued) 


ion departments, with sales increasing 
every year. 

The gift market: another 
fast-growing market that manufactur- 
ers of all kinds of products can capi- 
talize on and friends of 
boat the market for 
such gifts as non-breakable, non-skid 
cocktail glasses, colorful plastic dishes, 
stainless cutlery, rope accessories, tool 
kits, waterproof clocks, speedometers, 
compasses, safety equipment, snap-on 


This is 


Relatives 


owners are in 


flags, ski belts, name plates, log and 
books. The list is practically 
endless, and outlets of all types are 
now setting up special boating gift 


guest 


departments which are ringing up in- 
creasing sales. 

The “all - the - comforts - of - home” 
market: The women of the family 
are upping this market for many man- 
ufacturers. Their interest in boating 
accounts for the most notable change 
in the boating field: the trend toward 
bigger and more comfortable boats. 
According to Boating Industry maga- 
zine, 80% of the 8,025,000 boats now 
in use are powered by outboard mo- 
tors. Many of the more recent de- 
aimed at the fast-growing 
feminine interest in boating. “Out- 
boards,” BI points out, “now 
trending, in many instances, 


signs are 


are 
to more 


BOAT RACK—Fork lifts stack boats at 
Marina International, Sarasota, Florida. 


vivid hues with matching upholstery 
and hull colors—all 
fans who are 
to say 
family. 


to entice female 
having more and more 
in selecting the boat for the 
The result is more elaborate 
boats with more comprehensive ap- 
pointments. 

Marketers of a wide variety of 
products will find that if they give 
women a reason to buy their products 
for comfort while cruising, they will 
come through with demands for these 


products. It’s a ready-made market 


1947-1960 (in 


1947 1948 1949 1950 1951 


Retail Expenditures on Boating 


millions) 


1952 1953. 1954 1955 


1956 1957 1958 1959 


os ie , 


1960 


National Assn 
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GDL 


Traffic Managers 
tell us: 


Financial 
Responsibility 


is essential in 
selecting a carrier 


Our steady growth reflects the 


confidence our customers have in 


D-C has been serving its customers for 
almost 30 years . . . for the past 12 as the 
only coast-to-coast carrier. Our growth, 
year after year, reflects their confidence in 
us. It means that you, too, can specify 
D-C with the complete assurance that 


De 


you’re dealing with a financially-sound car- 
rier... that your shipment, large or small, 
will get the care it deserves, backed by our 
full resources of men, equipment and facili- 
ties and the know-how that comes from 
long years of experience. 


For the fastest and finest in truck service nationwide 
... always ship D-C, the Dependable Carrier! 


the ONLY direct coast-to-coast carrier! 


DENVER CHICAGO TRUCKING CO., INC. — 
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for any product that will lighten 
housekeeping chores and make for 
comfort while on board—from cabin 


deck 


simplified 


furnishings, floor coverings, 


chairs and cushions, to 
cooking utensils and trouble-free film 
ind aluminum foil packaged food 
items to protect the foods from the 
salty sea air 

Raw materials market: For produc- 
as chemicals 


ers in such industries 


petroleum refining, primary metals 


ind cement, a substantial market is 
being developed by stepped-up re- 


search because of mounting boat 


maker « ompetition. To strengthen 


their positions in their industry, many 
boat manufacturers are increasing 
their research budgets as much as 
50%. A few of the developments 
foreseen for the future: 


® New plastic material that will 
float but still be as durable as mate- 
rials now in use. One manufacturer 
foresees a plastic boat that could be 
cut to pieces, with each sizable piece 
suitable to serve as a life preserver. 


® New fuel additives. 


® Advance chemical coatings and 


paints. 


® Non-skid plywood. 


How much 

is a good 

salesman 
worth 
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If he’s worth recruiting and training 
... then surely he’s worth keeping. 
All too often, though, the man you 
want to be a happy, productive sales- 
man becomes an unhappy, unproduc- 
tive salesman . . . because of a rela- 
tively minor thing—like an unpala- 


table car expense reimbursement plan. 


This is one problem PHH can help 
you solve .. . to the satisfaction of 
both the salesman and a cost-con- 
scious management. No matter what 
the size of the salesman’s territory, 
the type of car he uses, or the number 
of miles he travels, the salesman is 


equitably repaid for his car expenses. 


Solving the sticky salesman reim- 
bursement problem is just one of the 
many reasons why more than 500 
leading companies in all types of 
business and industry use the unique 
PHH Car Plan. If you employ 20 
or more salesmen using transpor- 
tation, call or write for full infor- 
mation and a copy of our brochure 
entitled ‘A Look into the Peterson, 
Howell & Heather Car Plan”’. 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management 
Services for Salesmen’s Car Plans 
2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 
In Canada—3970 Cote des Neiges Rd 
Montreal 25, P.Q. 
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© Wood pastes that can be han- 
dled like real wood. 

® Chemically treated fabrics. 

@ New basic chemicals. 

© New steels. 

® Materials for hydrofoils, or wings, 
which, when mounted on the hull of 
a boat, raise the entire hull out of 
water so that the boat rides above 
the waves with only a supporting 
plane beneath the hull remaining on 
the water. 

® Materials for engines that will be 
more compact, lighter weight. 

An example of the technical 
changes that are taking place in the 
boating industry is the advent of fiber 
glass. In 1959 it captured about 40% 
of the boat buying market, and it is 
estimated that it garnered more than 
half of the market in 1960. 

The build-to-rent market: It has 
just begun to emerge and promises to 
be a sizable market for such products 
as compact dinettes, kitchen equip- 
ment, iceboxes, portable seat-bunks, 
clothes lockers, topside furnishings, 
navigational equipment. 

One manufacturer, American Sys- 
tems, has already taken over where 
automobile rental agencies left off— 
at the sea and riverside. Its market- 
ing program reached the half-year 
mark last fall, making the company 
the East’s first build-to-rent advertiser 
in the larger boat class. When boat- 
yards close up for the winter, the 
company introduces fall cruising for 
novice skippers. American Systems 
recently expanded its franchised oper- 
ations to tropical points and will ex- 
tend operations to boatyards through- 
out the U.S. By 196] the company 
expects to have a rental fleet of close 
to 200 steel craft. 

At the retail level: Marketers will 
find that more and more outlets are 
being attracted to selling to boating 
enthusiasts. For example, outboard 
motors are being sold not only by 
conventional outlets such as marine 
supply houses, but by department 
stores. 

As to the number of retail outlets, 
there is a difference of opinion. Bas- 
ically, it is a matter of definition of 
what a marine dealer really is. Dun 
& Bradstreet, for instance, in its new 
Boating Directorv, lists nearly 30,000 
pleasure boating outlets. Businesses 
listed are distributed by functions as 
follows (totals do not reconcile be- 
cause of multiple activities reported 
by many businesses): 


Number of Concerns 


Major Line 
Major Line Other Than 
Marine Marine 
Retail Dealer 10,494 11,620 


Wholesale Distributor 2,512 1,707 


continued on page 62) 


I'LL SAY THIS... 


“‘To us, consistency is most impor- 
tant . . . and we have consistently 
placed a part of our budget with 
one or more of the WLW Stations 
for the past several years. We have 
received full value in return, in 
terms of audience, service, and 
better-than-average cooperation in 

promotion and merchandising.” 


a 
Advertising Manager 


Southwestern 
Ohio Blue Cross 


Cincinnati, 
Ohio 


YOU CAN 
QUOTE ME... 


‘We are always confident that when 
we recommend the Crosley Sta- 
tions, our clients will benefit from 
the traditional Crosley service that 
goes considerably above and be- 
yond the call of media duty—from 
programs to promotions, behind- 

the-scenes to on-the-air.”’ 


Va 


President 


Keelor & Stites, 
Cincinnati, 


Agency for 
Southwestern 
Ohio 
Blue Cross 


Sales Management January 20, 1961 


61 


Round-Trip 
All-Cargo 
flights 
weekly between 
New York 
and Europe 


Pius daily nonstop Jet Cargo Service New York 
to Frankfurt. Latest L 1649 Superstar Cargo 
Constellations. 


More frequent flights © More loading 
capacity ® Faster connections to Middle 
and Far East ® Lowest possible rates. 
Unexcelled Supercargo Service. 


For information and space reserva- 
tions, consult your Cargo Agent, or the 
nearest office of 


a LUPTHANSA 


Air Cargo Division, 410 Park Avenue 
New York 22, N. Y., Plaza 9-5522 


re 


LOOK, BEFORE 
YOU LEAP 


... test your product 
in Columbus, Ohio, 
before saturating the 
national market. . . 


[000209900 


THE COLUMBUS DISPATCH 


and THE CITIZEN-JOURNAL 
Represented Nationally by 
O'MARA & ORMSBEE, Inc. and 
McAskill, Herman & Daley, Inc. 
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Marine Facility ‘ 
Outboard Boat Builder ... 
Inboard Boat Builder 
Non-Power Boat Builder ... 
Engine Builder . 
Accessories /Components 
Manufacturer 


Boating Industry magazine does 
not take issue with D&B regarding 
the listing of non-allied retail outlets 
as marine dealers, but feels they 
should not, in many cases, be called 
“marine dealer.” BI maintains that 
there are about 18,000 (pure) out- 
board and inboard boat and motor 
dealers eligible to receive the maga- 
zine and to qualify as marine dealers 
under the magazine’s quality stand- 
ards. 

Indicative of the growth of the 
boating market is the launching of a 
new magazine by the Chilton Co.— 
Marine Products, a product news 
magazine for the entire marine in- 
dustry. It makes its bow this month, 
guarantees a 35,000 circulation and 
will be controlled to reach volume 
outlets. Coverage will include dealers 
in supplies, services, materials and 
equipment; marinas; yacht clubs; 
naval architects; boatyards; wholesal- 
ers and distributors; manufacturers. 

Another new magazine is Marina. 
Foreseeing the big marina marketing 
potential, Marina Publications, Inc., 
which also publishes Marine Dealer, 
launched it last April. It is a design 
construction and management maga- 
zine with circulation broken down as 
follows: 3,577 marinas and boatyards; 
1,013 yacht clubs; 2,935 members of 
American Institute of Park Execu- 
tives; 3,586 municipal officials of 
waterfront communities and _ other 
governmental officers; 193 engineers, 
architects and professional personnel 
involved in marina design and con- 
struction; 36 developers of waterfront 
real estate. 

Regardless of the differences of 
opinion as to what a marine dealer 
is, marketers now have thousands of 
outlets to sell pleasure boating prod- 
ucts to, for it appears that the modern 


dealer is crossing trade lines for dollar 
volume so far as boating is concerned. 

Service stations are making quite 
a bid for the marine products market 
—not only stations in coastal areas, 
but inland stations. For example, 
Texaco participates in boat shows and 
maintains that merchandising for ma- 
rine products is basically the same 
as for automobile products. The com- 
pany is advertising regularly in boat- 
ing publications to support the mer- 
chandising efforts of its dealers han- 
dling marine products. “There is a 
big TBA potential,” says Texaco. 
“Outboard boating enthusiasts will 
buy in 1961 more than ten million 
sparkplugs and 800,000 batteries, in 
addition to new tires for trailers.” 

According to Socony Mobil’s Small 
Craft Division, the nation’s oil refin- 
ers last year found a $225-million 
market among pleasure boaters for 
lubricating oil, diesel fuel, and 547 
million gallons of gasoline. “Better 
yet, marine gas sales should grow 
even faster than the boating popula- 
tion, thanks to more powerful motors 
and more extensive usage. The in- 
creasing use of boat trailers to cart 
the family flagship from garage to 
often far-off waters adds to highway 
gas consumption.” 

Who are the people who are ex- 
panding the boating market? 

Here are the statistics on occupa- 
tions of outboard motor purchasers 
for 12 months ended April 30, 1960, 
as reported by Outboard Boating Club 
of America: 


Buyers, 
% Occupation 

Professional .. coves SaaS 
Managers, Proprietors 16.1 
Sales, Clerical ....... 
Skilled Workers .. 
Semiskilled Workers 
Farmers, Farm Labor 
Service Workers 
Factory Labor 


% Population 


Boat shows: Manufacturers enter- 
ing the boating market will find them 


SALES CONTEST 


UNDER THE GUN IN ‘61 


Dramatic, Inexpensive Western Style 


complete with 


MOUNTED GUN 
DESK STAND 
with engraved plate 


WALL CHART 
with moving gold 
color bullets for per- 
formance standings 


MANY WESTERN 
ACCESSORIES 
for mailings, hand- 

outs and awards 


Send for FREE 
Illustrated 
Folder 
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UNDER THE GUN IN 61 


ORGANIZATION SERVICES, INC. 
8259 Livernois, Detroit 4, Mich. 
Phone: TE 4-9020 


when he turns to the Yellow Pages, 
he’s ready to buy 


Advertise regionally or nationally? Then it’s vital to 
complete your selling cycle by advertising in the Yellow 
Pages. The Yellow Pages reaches your customers at a 
vital time -- right when they’re ready to buy. 

With National Yellow Pages Service, you can run sell- 
ing advertising in the Yellow Pages — ads that support 
and strengthen your campaign. 

Another National Yellow Pages Service feature: you 
buy any combination of up to 4,000 directories across 


the country to fit your marketing pattern. And no red 
tape. One contact, one contract, one monthly bill cover 
your NYPS program. 

For details on how you can sell 
better, contact your National 
Yellow Pages Service representa- 
tive through your Bell Telephone 
Business Office. 


NATIONAL 
YELLOW PAGES 
SERVICE 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 
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To SELL in AKRON 
only the BEACON 
JOURNAL 


can do the job! 


HOW DO YOUR PRODUCTS RANK IN 


KRON? 


You'll find your 
answer in the new 


1960-1961 
TOP TEN 
BRANDS 


A personal Akron home interview Con- 
sumer inventory, consisting of 130 
different categories with brand profiles 
by income, age and number of persons 
per household, is yours through your 
nearest Story, Brooks & Finley office. 


AKRON BEACON JOURNAL 


ve g 
PRories 
” 
Comsumens 


Here are the facts 
about the AKRON BEACON JOURNAL area of influence 


oO oe “ite 
DILTON 


POPULATION 771,261... FAMILIES 226,175 


TOTAL BEACON JOURNAL ) DAILY. eece 167, 704 
CIRCULATION ) SUNDAY ...178,499 


Plan your sales promotions in Akron’s ONLY daily and 
Sunday newspaper and be sure your messages go home. 
ROP 1 color and black, 2 color and black and full color 
available Daily and Sunday. Rotogravure and Color Comics 
available on Sundays. 


AKRON 
BEACON JOURNAL 


“Ohio’s Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher 
Represented Nationally by STORY, BROOKS & FINLEY 
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to be important channels for intro- 
ducing their products to the boating 
public. The boat industry was 
founded on them. Ten years ago 
only a few—a dozen at most—were 
staged each year. Today, there are 
about 100 held each year, ranging 
from national shows to local commun- 
ity boat shows. In national shows 
only manufacturers are exhibitors. In 
regional shows, dealers are included. 
Starting with the National Motor 
Boat Show in New York this month, 
boating shows for this year are al- 
ready scheduled in 28 ranking cities 
in population. 

Another important prop for mar- 
keters entering the boating market 
is supplied by credit people who are 
making boat buying easier. For ex- 
ample, Universal C.1.T. Credit Corp. 
is expanding its facilities to cover 
boats. And dollar volume of loans by 
banks to consumers for the purchase 
of recreational craft now ranks sec- 
ond only to the dollar volume e: 
tended for financing the purchase c! 
automobiles 

Of further interest to manufactur- 
ers In many industries is the increased 
market in used boats and motors. It 
is estimated that nearly one out of 
five boats and one out of four out- 
board motors sold in 1960 were sec- 
ond hand. This represents a substan- 
tial market for new accessories, re- 
pair equipment, paints, cordage, can- 
vas products, maintenance products, 
etc. 


Boating’s future? In a long-range 
view, reliable observers maintain that 
the prospects favor smooth, profitable 
sailing for the boating market. For 
one, Peter B. B. Andrews, consulting 
economist to Sales Management, has 
this to say: 

“Underlying trends in the boating 
industry all appear strong. There is 
scarcely an industry in this country 
-either recreational or industrial- 
that can match the dynamic growth 
of the boating industry. Pleasure 
boating is expected before long to be 
a $3-billion-a-year business, a_ vast 
fundamental activity that affects many 
facets of U.S. economy. With boat 
ownership rising at twice the rate of 
passenger-car ownership, the pleasure 
boat is adding another dimension to 
life in somewhat the same pattern as 
the automobile did a generation ago. 
Now if people can afford either a 
boat or a new car when money is 
scarce, they are likely to buy a boat 
and a motor, since they already have 
a car and can defer replacing it for 
a while. Unlike the market for auto- 
mobiles and some household appli- 
inces, boating is a long wav from 
saturation.” AE 


FREE MARKET RESEARCH 


A Guidepost to Greater Sales Provided by @ma iE n0s 


For more than six years, a number 
of leading newspapers in major U. S. 
markets have provided more than 
$2,000,000 of free market research for 
manufacturers of foods, drugs, sun- 
dries, household products, and their 
advertising agencies. 


These annual studies cover about 
130 major products in each market 
surveyed. They provide population 
information about the markets. From 
data furnished, it is possible to tell 
what kind of customers—by age, in- 
come, and size of family — buy a 
given product. It is also possible to 
obtain such information, free of 
charge, about individual brands in 
each market covered. 


Such information would cost manu- 
facturers, or their advertising agen- 
cies, many thousands of dollars. It is 
now made available, at no cost, by 
leading U. S. newspapers, and their 
national representatives, 


The research techniques used are 
the most refined and accurate methods 
available for determining product 
usage or ownership and brand pref- 
erence in the markets studied. All 
surveys exceed the high standard re- 
quirements of APOR. 


It is very possible that your product 
category and even your own personal 
brand is surveyed on a continuing, 
year-around basis, by Top Ten 
Brands, in one or more of the above 
markets. As the research organization 
entrusted with conducting these sur- 
veys, we suggest you take advantage 
of the many values which these 
studies provide for you. 


All you need to do is to write to any 
or all of the newspapers listed here 
(General Advertising Department), 
or to their national representatives. 


The Akron Beacon-Journal 

The Charlotte (N.C.) Observer 
The Charlotte (N.C.) News 
The Cincinnati Enquirer 

The Detroit Free-Press 

The Houston Post 

The Los Angeles Herald-Express 
The Miami Herald 

The Portland Oregonian 

The Toledo Blade 

The Toledo Times 

The Wilmington (Dela.) Journal 
The Wilmington (Dela.) News 


The Youngstown Vindicator 


DAN E. CLARK II & ASSOCIATES, INC. 
P. O. Box 5096, Stanford, Calif. 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Texas Newspaper Advertising 


Details on the formation of a news- 
paper advertising package offering on 
1 one-order-one-bill basis, with a new 
bulk and/or frequency discount struc- 
ture. Called “The Texas Group,” it 
was organized in response to the rap- 
idly developing regional marketing 
concepts. Newspapers in the group 
rhe Beaumont Enterprise and Jour- 
nal, The Fort Worth Star-Telegram, 
The Houston Chronicle, The Dallas 
Times Herald, The San Antonio Ex- 
press and News—with a combined cir- 
culation of 874,260 daily, and 966.,- 
000 if the optional Corpus Christi 
Caller-Times is included. Write Dept. 
SM, The Texas Group, Fidelity Union 
Life Bldg., Dallas, Tex. 


Baton Rouge, La. 


A survey of the 38,000 households 
that make up this market: famil) 
family income; oc 
cupations of the heads of households 
preterences In mass media; time spent 
in reading newspapers—where read 


characteristics; 


and age classification of readers, male 
and female; shopping habits; how 
leisure time is spent; preference for 
leading brands (gas and electric cook- 
ing ranges, refrigerators, automatic 
washing machines, television sets, 
automobiles, beer). Write William P 
Elliott, National Advertising Manager, 
Baton Rouge State-Times and Morn- 
ing Advocate, Dept. SM, Baton 


> 
Rouge, La 


Detroit and Michigan Market 


Data book which details the mar- 
ket: retail sales, shopping center loca- 


tions, population and retail sales 
growth, total labor and non-farm 
force, how families earn their living. 
Included are preliminary figures from 
the 1960 Census, showing how De- 
troit suburbs have grown 75% since 
the 1950 Census. Write Robert 
Wheeler, Advertising Director, The 
Detroit Free Press, Dept. SM, De- 
troit 31, Mich. 


3 
PURCHASING 
Wiz 
SU 

0 


vEY 
F 


Buying Influence Patterns 


A study of functional buying in- 
fluence patterns for a number of 
products commonly used in industrial 
plants. It is based on two surveys: 
a survey of metal fabricating plants 
(Standard Industrial Classifications: 
34—fabricated metal products, 35— 
machinery except electrical, 36—elec- 
trical machinery, equipment and sup- 
plies, 37—transportation equipment, 
38—instruments, photographic and 
optical goods, watches, clocks) and 
a survey of plants in other manufac- 
turing industries such as chemicals, 
food processing, textiles, primary 
metal industries, etc. Each of the 
major functional groups in the manu- 
facturing industries were asked to 


indicate who, in their companies, 
participate in the purchase of the 
specified products. Write E. J. Ma- 
caulay, Marketing Services Manager, 
Purchasing Week, Dept. SM, 330 W. 
42nd St., New York 36, N.Y. 


Richmond Broadcast Audiences 
Ninth semi-annual survey report 
which presents the total television and 
radio audience Monday through Fri- 
day—average per minute; percent of 
households with radio and television 
sets turned on specific stations Mon- 
day through Friday—average per 
minute; average audience per station 
in Metropolitan Richmond, percent of 
households Monday through Friday. 
Write Alan S. Donnahoe, Executive 
Vice President, Richmond Times- 
Dispatch and The Richmond News 
Leader, Dept. SM, Richmond, Va. 


Spot-Radio Buying 

A guide on how to get more value 
out of the spot-radio advertising 
dollar. It sets down basic principles 
of time-buying and how they can be 
achieved: budgeting, audience target- 
ing, knowing stations, formula time- 
buying, programs, commercials, con- 
tinuity. Write William H. Steese, 
Promotion Manager, Dept. SM, Radio 
Division, Edward Petry and Co., Inc., 
3 E. 54th St., New York 22, N.Y. 


Container Packaging 


A folio of information about con- 
tainer packaging: selling the mass 
market with specialized metal pack- 
aging; container analysis—what it can 
do in sparking extra sales; the con- 
tainer’s visual impact at point-of- 
purchase; container design and use 
of color to attract attention for im- 
pulse sales, aid in memory recall for 
repeat sales, develop a favorable 
product image, sell on sight; details 
on metal lithography. Write J. B. 
Page, Dept. SM, J. L. Clark Manu- 
facturing Co., 2300 Sixth St., Rock- 
ford, Ill. 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


The Public School Market: A new report 
ym where the decision makers in the 
market area are. Dept. SM, American 
School Journal, 400 N. Broadway, Mil- 
waukee 1, Wis. 


How to Expand Your Distribution Facil- 
ities: A directory listing warehouse loca- 
tions and space availabilities to fit your 
needs. Dept. SM, American Warehouse- 
men’s Assn., 222 W. Adams St., Chicago 


6, Ill 


66 Sales Management 


January 


Packaging: Sixteen-page brochure on 
packaging that must protect, enhance, 
reveal, and sell. Dept. SM, Kennedy Car 
Liner & Bag Co., Inc., 7000 Prospect 
Ave., Shelbyville, Ind. 


Major Business and Consumer Markets: 
Nineteen studies in film strip form, which 
tell how big these markets are, describe 
the characteristics of owners and buyers, 
and give data on buying activity during 
the past 12 months. Dept. SM, U.S. News 
& World Report, 45 Rockefeller Plaza, 
New York 20, N.Y. 


Selling Aids: Indexed and _ illustrated 
catalogue of presentations, binders, cata- 


logue covers, brief bags, portfolios, busi- 


20, 1961 


ness gifts, etc. Dept. 2611 SM, National 
Blank Book Co., Holyoke, Mass. 


Visual Sales Aids: New ideas on how to 
sell on sight. Dept. SM, Taylor-Merchant 
Corp., 48 W. 48th St., New York 36, N.Y. 


Sound Films: How they are used in sales 
promotion and sales training. Dept. SM, 
Bell & Howell Co., 7190 McCormick Rd., 
Chicago 45, Il. 


Telemarketing: A study of spot television 
by Market Statistics, Inc.: where money 
is being spent today and a preview of 
where it will be spent in 1965. Dept. SM, 
CBS Television Spot Sales, 485 Madison 
Ave., New York 22, N.Y. 


Uy 
ie Ap, 
Stuy Mie 


The home of Mr. & Mrs. Sidney Thayer— regular House & Garden readers 


They rely on 


The best of the new is always on view in 
upper-level suburbia where families of above 
> taste and income make their homes. 
You see it everywhere in these higher ech- 
elon suburban areas ... anew freedom... a 
better way of life. Here’s where entertaining 
is a lively art, decorating a continuing inter 
est, furnishing, building, gardening the heart 
of a multitude of activities. For these subur- 
ban families, the axis of their world and the 
center of their interest, is the home! 
There is no sign that the tremendous pop- 
ulation growth in upper-level suburbia will 


subside. And growing as fast as upper-level 


suburbia itself, is House & Garden—the voice 
of authority on decor—indoors and out—a 
trusted source of information and inspira- 
tion for over 800,000 families. 


No other magazine is tailored so exactly 
to the people who have more to spend 
and live so well! 

No other magazine offers such a de- 
voted audience! 

And no other magazine—OF ALL 
MAGAZINES PUBLISHED*—reaches as 
high a concentration of suburban circu- 
lation as House & Garpen! 


OSTARCH 1960 CONSUMER MAGAZINE REPORT 


NOW AVAILABLE~a close-up 
view of upper-level suburbia, 
in a revealing new series of 
community profiles, beginning 
with Darien, Connecticut. 

For your free copy, contact 
the office nearest you 


A Condé Nast Publication, 420 Lexington Ave., New York 17 « Boston * Chicago « Cleveland * Los Angeles * Miami 
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Even the Stenos Are Selling Braniff 


Braniff Airways now has everybody selling, winning points 


and prizes — and often snagging valuable first-flight business. 


Lucille Hawkins, senior clerk in the 
Dallas ght department of Bra 
International called a 

nd she thought might be planning 

to attend a 


convinced him to go via Braniff. Last 


ur-trel 


Airwavs 


certain convention and 


wouldn't have occurred 


Dallas, a 


In mbers 


ice in 
ste nographe r asked 
belonged to to let he 
heard was plan 
She prompth sold four 
Hights to San Antonio 
Wherever Braniff has offices 
mplovees are doing the same 
Brack, the 
| 


and 


( lub she 


one the 
und tri 


thing 


Rex 


trathe 


company s v-p tor 


i 
sales savs: “We don’t 
how 


| 


know, of course, exactly much 


of the business these people are bring 
ng in would have come to us anvhow 

yut we have learned that some of it 
vas headed sti ight for 
iirlines when our pe ople sold Braniff 


And in dollar 


sales vhich naturally, we're vel 


compe titive 


addition to the actual 
h ippy about, this attention to sales by 
them to 


vreate! potential and interest in the 


nh ymnsale Ss people Is rousing 
| as well as bringing in a lot 
yf first-flight that 


ilw ivs bec business 


ompan\ 
business almost 


mes ste ady 


> Braniff has wh pped its non-selling 


emplovees into this profitable action 
vith 2-month Sell 
n the point svstem 


I 
~ prize-merchan 


i-Friend 


pro 


I 


p! 
mpl yvees, the com 

is non selling and 
to participate for 


u prizes At 
the end of the 


three 
brought 
sales, and a full 


! 
than a million 


first months 


these emplovees have 


$148,000 in 
total of 


. expected 


And though the programs one 


luration is less than half spe nt, Brack 


more 
Cal 


in comment that emplovees have 


le irned l lot about why people lik 
| dislike Ol they dislike 
Braniff, other lines, or other forms of 


Th ire 


imagine 


learning that ai 

i selling job to do 
empl ver whether he 
w she ever contacts a passenger, pla S 
i definite ind important role in ob 
holding Braniff 
lo start the « umpaign and explain 


he Id meet 


whe re 


taining ind busine SS 


ts purpose s the 


vs Il) all 


OMpPan 


towns and cities 
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SELL-A-FRIEND contest at Braniff brought in $148,000 in new business in 3 
months. Top incentive (see popular fellow above): a free trip, plus $300. 


In hotels, 
and, in cases, In 
terminal buildings, a kick-off meeting 


with a district sales manager and a 


eligible employees reside. 


restaurants some 


station manager in charge announced 
the campaign 

Prize catalogues, campaign rules, 
distributed 


timetables. 


cards 
Branift 


interest 


registration were 
along with 

To stir each registrant was 
given 200 points to start and, in a 
drawing, was eligible for four prizes. 
First 


anv other city 


prize, a round-trip to Rio (or 


Braniff) for 


two people with $300 expense money 


served by 


After the meetings, and two mail- 
ings to the homes of eligible em- 
1,800 out of the 3,956 em 


ployees registered in the campaign 


plover Ss, 


20, 1961 


On a basis of four prize points for 
every dollar of sales, the emplovee 
sells a Dallas-to-New 
York trip earns some 400 points and 


who friend a 
if a round-trip, he has nearly enough 
points for a MacGregor cowhide foot- 
ball (840 points) for Junior. 

Vice President Brack is especially 
happy about the success of the cam- 
paign in getting to people who are 
not reached by routine sales efforts. 
“Even today, after vears of air travel,” 
he notes, “only a small percentage of 
the total population has had even one 
flight. Our potential is almost un- 
limited, and our management is con- 
vinced that this campaign will be an 
important factor in helping us realize 
more of the potential.” ° 


“iKodlalk 


TRADE MARK 


“These Kodak Pageant Projectors can record sound as well as play it back. We use them to transfer sound 
from magnetic film to duplicate prints... saving time and recording expense, and providing flexibility.” 


“Movies communicate in minutes what would 
otherwise take hours or days to learn” 


Says producer Charles Probst, President, 
Cinefonics Inc., a Division of Cook Elec- 
tric Company, Chicago, Illinois: 
“Our movies speed the interchange of 
technical information—create an un- 
derstanding vitally needed among engi- 
neering teams widely separated by place, 
time, or technology. These motion pic- 
tures also help the layman understand 
scientific advances, especially in nuclear 
and space age projects. 

“Cinefonics film reports, we’ve been 


told, can interpret and communicate— 
faster than personal talks or visits. 

*“One way we meet our ‘crash’ dead- 
lines—when vital information must be 
filmed with sound and rushed to many 
places for viewing simultaneously—is 
with the Kodak Pageant Projector setup 
(above) for recording magnetic sound 
tracks. 

‘*‘We use many Kodak Pageant Sound 
Projectors because they're compact and 
quiet, because their performance flatters 


the motion pictures we make, and be- 
cause they don’t get in the way of what 
we're showing.” 


Smooth presentations 
... that’s the Kodak Pageant idea. A 
projector that takes distractions out of 
screened instructional, sales, educational, 
and business motion pictures. 

A Kodak audio-visual dealer will 
demonstrate. Or, write for detailed 
booklet. 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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HE’S READY T0 BUY... are you ready to rd i 


MEMO TO ADVERTISERS: It happens hundreds of times a day in plants across 
the country. New products, new materials, new equipment needed to replace 
the old. You can capitalize on such sales moments even though you’re not 
there personally. How? By timing your product story in IEN to helpfully 
coincide with such buying situations. IEN, you know, is read for only one 
purpose—product information. So it makes sense to be there when your pros- 
pect is looking and ready to buy. 

More than 81,000 buying influentials...in more than 40,200 plants...in all of 
the 452 manufacturing industries... want to be informed of your product. Our 
new Market Data File details how IEN can help you expand present markets 
and introduce you to new ones. Ask for it today. No obligation. 


Industrial TEN 


Equipment(| 
ews a 


re tovece  Met Aer = + 
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How Vanderbilt Tire 
Avoids the 
Selling Ruts 


In an industry packed with giants (TBA), it pays to 
duck head-on collisions. By side-stepping the ob- 
vious, this pint-size marketer has increased sales 
more than four times in five years. For example: 
it sells truck tires by telephone and courts lady buy- 


ers in shopping center outlets and super markets. 


OFFBEAT SELLING has meant lively sales for Vanderbilt. Here, sales points are 
ticked off in language that a young woman driver can understand. The com- 
pany is now selling snow tires in selected Food Fair Stores, Inc., super markets. 


\\WaTS NEVER BEEN TRIED BE- 

FORE.” That’s the best possible 
argument to use if you want to sell 
a marketing idea to Vanderbilt Tire 
& Rubber Corp. 

The company’s voung president, 
Harold Leitman, is always willing to 
take a chance on a good new idea. 
That’s saving a lot for his daring when 
one considers that TBA (tires, batteries 
and accessories) has a reputation for 
cutthroat, even questionable competi- 
tive methods. It is frequently under 
investigation by FTC. 

In this environment of desperate 
combat, Leitman’s ideas are unique. 
The first to go after the lady tire 
buyer, he also sells tires by telephone, 
through department stores, shopping 
centers and super markets. 

Vanderbilt is actually a peanut in 
an industry traditionally dominated 
by giants. Here’s what the sales vol- 
umes of the industrv’s Big Four looked 
like for 1959: Goodvear Tire & Rub- 
ber — $1.5 billion; Firestone Tire & 
Rubber — $1.2 billion; U. S. Rubber — 
$976 million; and B. F. Goodrich — 
$771 million. Next to these figures, 
Vanderbilt’s $20-million volume looks 
modest indeed. But five vears ago it 
was only $4.5 million — less than one- 
fourth of today’s figure. 

How does the little company do it? 
Marketing ingenuity, daring and un- 
orthodox methods, coupled with a 
policy of indirect competition, are the 
assets it pits against the resources and 
money of the larger outfits. And Van- 
derbilt is strictly a marketing com- 
pany; its tires are made by other com- 
panies in Vanderbilt’s molds 


> The company’s latest brainstorm is 
the super market operation. Under a 
joint ownership agreement with Food 
Fairs, Inc., it recently formed a new 
corporation, Food Fair Automotive 
Stores, Inc., and in October, opened 
its first group of super market tire 
outlets. Thirty stores in Philadelphia 
now feature tire racks neatly installed 
next to the check out counters. A 
customer selects a tire and receives a 
slip designating the model and size. 
The slip is redeemed at one of the 
four installation points located 
throughout the city and the tire is 
installed while he or she waits. Since 
the project is still in the experimental 
stages, only snow tires are being of- 
fered at present. 

While such a novel marketing ap- 
proach naturally represents a gamble, 
one big plus factor in the venture is 
the fact that Vanderbilt already knows 
that women, the major customers of 
the supers, will buy tires. A survey 
conducted two years ago in one of 
the company’s shopping center units 
(another Vanderbilt innovation) 
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YOUR ADVERTISING 
PLAN HAS TO INCLUDE 


The SYRACUSE MARKET! 


ALL OF IT! 


The SYRACUSE MARKET is 15 
counties-big and covers one-third 
the total of New York State! 


There’s only one sure and low 
cost way to 


SELL ALL THAT MARKET! 


The SYRACUSE NEWSPAPERS 


DELIVER ALL 
OF THIS 
BIG 


MARKET 


| GET THE Derans— | 


CIRCULATION, influ 
e-power, and full 
nent 


ey, Regan & 


The SYRACUSE NEWSPAPERS 


Well liked by the telephone 
company, Vanderbilt’s president, 
Harold Leitman has a phone bill 


Harold Leitman 


Another Call—Another Sale 


that comes to $400,000 a year. 
But his telephone selling tech- 
niques have more than quad- 
rupled his company’s business in 
the last five years. 

He began his career in the 
tire industry at the age of fifteen 
when he helped out at the fam- 
ily’s retail and wholesale con- 
cern in Jacksonville, Fla. His 
career was broken only twice, 
while he was getting his degree 
from the University of Florida 
and later when he served in the 
air force during World War Il. 

The year 1948 found him in 
the export tire business with an 
excessive inventory on his hands. 
He turned to selling tires to truck 
fleets by telephone, and Vander- 
bilt’s success story began. 


COMING SOON 


What it takes to crack the 
1961 purchasing agent... 


On the basis of interviews with 
20 marketing executives in vari- 
ous fields, SM learns that this is 
what to expect 

low inventory, meaning 

you must 

deliver at 

prices that are the low- 

est yet 

services including mar 
keting ideas that help 
the PA sell his products, 
technical help and more 


value analysis 
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showed that fully 78% of the center’s 
tire purchases were made by women. 
Leitman estimates that the figure 
would be even higher today. 

The idea of exploiting the distaff 
market grew out of Leitman’s convic- 
tion that changing times were turning 
the ladies into buvers of the “tradi- 
tionally male” products. He saw other 
industries cashing in on a deference- 
to-the-ladies policy. If women could 
buy household appliances, 
clothing and other such products, 
there seemed no reason why they 
couldn’t also be buving tires and auto- 


mens 


mobile accessories. 


> “Two things kept women from be- 
coming our customers,” says Leitman, 
“dirt and mystery. A woman was 
used to seeing her husband buy his 
tires from some dingy garage with 
dirt and grease all over the place. 
She saw him haggle over prices, often 
getting five different price quotations 
from as many dealers. When he 
judged the quality of a_ tire, he 
usually walked around it as if he were 
looking over a horse, and he invaria- 
bly kicked it once or twice. Whatever 
he was able to discover by kicking 
it, I'll never know, but he’d kick it 
every time. 

“The whole operation was a mys- 
tery to the woman. She could never 
understand the relationship that price 
had to quality, or how to tell a good 
tire from a bad one. Used to shop- 
ping in clean, well lit department 
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stores and super markets, she was 
repelled by the messy garage.” 

So Leitman took another gamble. 
In 1954, Vanderbilt moved its tires 
and auto accessories into Macy's 
Herald Square in New York, spe- 
cifically to test two propositions: that 
these items could be sold through a 
department store, and that women 
would be among the buyers. Selling 
TBA through department stores was 
not new; others had tried it and 
failed. What made Vanderbilt's oper- 
ation different was the free installation 
provided at a garage only a few 
blocks away. 

It was a success. In four years the 
department store units expanded to 
Macvy’s Jamaica, Parkchester, White 
Plains and Brooklyn stores, to Bam- 
berger’s in Newark and others. Today 
there are 32 such units in operation 
and 20 more under construction. 


» The convenience factor in the 
nearby free installation was a big 
attraction to the ladies. So were the 
neat racks with tires clearly labeled 
as to size and specifications. Informa- 
tion cards attached to the racks de- 
scribed the various qualities available, 
making clear the differences between 
Vanderbilt’s Premium, Ist line and 
2nd line tires. With a strong guaran- 
tee, a standard price, and Macy’s 
name behind the goods, the woman’s 
fear of picking an unsafe product 
through ignorance was eliminated. 
Gone were the dirt and the mystery, 


PROFIT SQUEEZE 


Ouch! Industry is feeling 
the pinch of shrinking net 
profits. What’s the answer? 
Sell more... or save more? 
Consider this: A 1% saving 
by the Purchasing Depart- 
ment can often add as much 
profit as a 20% increase in 
sales. Every dollar the PA 
saves is a dollar more profit 
(less taxes). No wonder the 
purchasing function is grow- 
ing in importance. Today’s 
PA has more say than ever 
on what and how much gets 
bought from whom. He leans 
more heavily than ever on 
the one magazine that helps 
him do his job better. Ad- 
vertise in PURCHASING 
Magazine to squeeze more 
results from your advertis- 
ing dollars. 


IRENA CINE 
PURCHASING 
MAGAZINE 

Sells the man who buys 


ver-Mast publication e 205 E. 42nd St.. New York 17, NY 


@> OE 
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How to watch a (39S KING 
MERCHANDISING CIRCUS 


and never miss a thing! 


If your product is sold through retail 
stores the bulk of its sales must neces- 
sarily be in the 1,393 cities in which daily 


mt Wspapers are published. 


There is wide variation in the mer han- 


dising situation in many of these cities . 
different merchants with different compet- 
itive attitudes...varying advertising intensity 
in behalf of other brands...variable consumer 
ud and variable brand acceptance in 


ade areas. 


ACB Research Reports enable a mer- 
chandiser to determine many of the 
variables in each market—to exploit the 
strength and bolster the weakness that 
his brand may have. All or any part of 
the 1,393 cities can be covered and each 
market can then be given the individual 
to best results. 


ACB Research Reports are always made 


to the users own specilications as to 


attention necessary 


territory covered data contained ire- 
quency, ete. They tell what advertising 
is running in each city on your brand or 
competitive brands. From this informa- 
tion important decisions can be made on 


sales and advertising strategy. 
Still other ACB Services are available 
to give visual sales tools to salesmen... 


to scout new developments . . . advertised 
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price reports special auditing and 
certifying services on cooperative adver- 


tising campaigns and many others. 


Send for ACB’s Big 
Tell-All Catalog... 


Worth reading from cover to covet 
18 pages— and as complete as we could 
make it. Describes fully each of the 14 
ACB services. Gives many case histories. 
Gives cost of each service or method of 
estimating same. Has complete directory 
of all daily and Sunday newspapers. The 
state breakdown of 1,769,540 retail stores 
is reprinted from a U. S. trade census. 

Send for your free copy today! 


CB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 
3933 Park Ave. South +» New York 10 


18S. Michigan Ave. +¢ Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. - Memphis 3 


Sl First St. * San Francisco 5 


The 

ADVERTISING 
CHECKING BUREAU 
é “INC. 


tli 1 Pee tah aE | 


January 20, 1961 


and the girls opened their pocket- 
books. 

But Leitman felt that driving sev- 
eral blocks for installation was still 
inconvenient, and he wanted to get 
in on the one-stop shopping trend 
that was sweeping the country. So 
he moved into Macy’s Roosevelt Field 
Shopping Center in Hempstead, , ™ = 
and it was there that his real success 
with the lady buyers came. 

The center is located in a 12,000- 
car parking, lot with full service fa- 
cilities. There a customer could make 
a tire selection in the showroom, 
proceed with her shopping at other 
stores, and return to pick up the car— 
with tires changed and accessories in- 
stalled. The purchase could also be 
put on Macy's charge account, and 
Vanderbilt was relieved of the re- 
sponsibility of collecting. 

Not only did women buy tires, but 
they bought quality. The records 
show that 94% of the tire sales in 
department store and shopping center 
units are of Ist line tires or better. 


> The marketing promise held out by 
shopping centers is a big one. An- 
nual retail sales in the nation’s centers 
amount to over $40 billion, more 
than one-fifth of all retail sales. There 
are now some 4,000 of these centers 
in operation, and indications are that 
they will double in the next five years. 
Other tire companies are sure to fol- 
low Vanderbilt's lead in going into 
the centers. 

“Goodrich estimates that depart- 
ment store and shopping center sales 
amount to 3% of the total tire re- 
placement volume,” says Leitman, 
“but I think they're being generous. 
I'd still say it was only about 1 or 
2%.” Whatever the figure, Vander- 
bilt can look forward to some com- 
petition. Abel Label, a smaller com- 
pany, is already in department stores, 
and rumors are rife that several of 
the bigger outfits are seriously con- 
templating such a move. 

It would be ironic if the larger 
companies do decide to move into the 
centers, because Leitman has always 
tried to avoid direct competition with 
them. When his company first en- 
tered the industry, he estimated that 
90% of the tire replacement business 
was going to the major companies. 
He felt that trying to break down 
their customer loyalty with an un- 
known brand name and limited re- 
sources would be too tough a job. 
Besides, 10% of a $2-billion market 
was still a pretty big target to shoot 
for. Instead of trying to take the big 
companies’ customers away from them, 
he tried to find novel ways to reach 
the prospects that they couldn't get. 

Leitman likes to think of Vander- 
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"I guess it’s another of those Cincinnati Enquirer families ... you know, 


with $600 a year more to spend than the average Cincinnati family.” 


eee eeceeeeseeeees SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in 
solid with them when you advertise in their newspaper . . . the Cincinnati 
Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 
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Ybe | d fben! 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer. 
ence or a convention, 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C, 
"The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-420 + Teletype WA732 


SAMPLE 


KIT shows the amazing 
power of Fauitless 
Advertising Balloons 


Detailed literature and prices . . . profitable 
ideas on store promotions ... displays .., 
and other existing ways of smart merchandis- 
ing with low cost Faultless balloons. Write 
today on your letterhead for free sample 
kit. The Faultless Rubber Company, Dept, 
12, Ashland, Ohio 
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bilt as a company of ideas rather than 
products, and to keep the ideas com- 
ing, he tries to encourage his 500 
employees to think creatively. One of 
his brain-storm stimulating devices is 
a weekly “coffee klatsch.” Every Tues- 
day morning he tries to be on hand 
at the coffee room. Attendance is op- 
tional, but anybody with an idea to 
kick around is sure to drop in. 


> The marketing idea that is respon- 
sible for the company’s success — if 
anv one idea is —is wholesale tele- 
phone selling. The company does all 
its truck fleet selling by phone and 
gets an evebrow-raising annual tele- 
phone bill of $400,000. But the 14,- 
000 fleet accounts maintained bring 
in $5 million on the wholesale level. 

Leitman keeps 18 men busy on the 
truck fleet New 
York, six in Jacksonville, Fla., two in 
Los Angeles and three in Dallas. 
There are also one field man and four 
men on phones who go after inde- 
pendent dealers. 

He puts forth some strong argu- 
ments in favor of large-scale telephone 
selling. An impatient man, his big- 
gest complaint against contact selling 
is that so much of the salesman’s time 
is spent either traveling or waiting in 
a customer’s office. “Contact selling 
may be more effective than the phone 
in an individual sale, but a man in 
the field can only see about four peo- 
ple a dav; by phone he can reach as 
many as twenty. 
mands respect. 


phones—seven in 


A telephone com- 
There’s an urgency 
about a phone call that’s hard to ig- 
nore, especially a long distance call. 

“A dealer gains confidence in us 
when he knows that he can call col- 
lect any time and get satisfaction. 
[Leitman points out that 98% of all 
collect calls result in orders.] And he 
hears from us periodically, too—more 
often than he would if the salesman 
was calling in person.” 

Leitman admits that the telephone 
does not reduce costs appreciably on 
a per sale basis, but it does enable 
him to increase his volume tremen- 
dously. 

His faith in it is so firm that now 
the telephone is an integral part of 
the company’s continuing training 
program. Calls are often taped and 
the men get together to analyze each 
other’s techniques. Eventually, he 
hopes to try some kind of consumer 
selling by phone. 

The idea of selling tires by phone 
was an accidental and rather dramatic 
discovery for Leitman. He was in the 
tire export several vears 
ago when improved conditions in 
Europe began to indicate that his old 
customers would soon be able to pro- 
duce their own tires. He hit upon 


business 
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the idea of getting rid of his excess 
inventory in this country via mail 
order selling. 

His first letter to truck fleet owners 
brought such an overwhelming num- 
ber of requests (but no orders) that 
he had to hire more people to handle 
the volume. Excited by the apparent 
success of his idea, he busily set to 
work answering all the requests, then 
sat back and waited for the orders to 
roll in. 

But as time passed and none came, 
he reluctantly admitted that his beau- 
tiful idea was a flop. Yet it had 
started out so well that he had to 
know why the fleet owners had failed 
to follow through. At random, he 
selected one of the requests and tele- 
phoned the writer to find out what 
had changed his mind. While the 
original purpose of the call was not 
to sell tires, when Leitman put the 
receiver down, he had an order for 
1,500. 

Tire selling by phone was born. 
He went to work calling as many 
fleet owners as he could, and before 
the day was over he had sold over 
$10,000 worth of tires. 


Pm In spite of all these strange 
marketing methods, Vanderbilt does 
employ some conventional business 
methods. The largest percentage of 
the company’s business is done with 
its 2,000 franchised dealers. These it 
keeps happy with competitive prices, 
lifetime guarantees and, since it will 
accept any order, no matter how 
small, the convenience of carrying 
very low inventories. 

The over-all picture of the TBA 
industry is uncertain at present. Its 
structure is such that everyone tends 
to follow the prices set by one of the 
Big Four, usually Goodyear. The 
whole industry hopes that the big 
company will raise its prices next 
If it doesn’t, many of the 
smaller outfits will be in serious profit 
squeeze trouble. 

Vanderbilt, too, has a stake in the 
price rise. But worry over whether 
or not it will come doesn’t seem to 
be affecting Leitman. He expects 
super market operations to move 
along at a good clip. The second 
Food Fair unit will be complete in 
June at Ellisburg shopping center in 
Erlton, N. J., and eventually, he ex- 
pects to have 500 in operation in the 
eastern and southern regions of the 
country. 

What he is really looking for is 
some way to become independent of 
the big-company price patterns and 
other competitive elements of the 
industry. Whether or not he can is a 
big question — but who knows what 
“coffee klatsches” will turn up. © CJS 


year. 


Alice in Numberland 


BAAN NANAAAAUAAAAAANAAY 


CHAPTER | 
Tweedledum and Tweedledee 


“They were standing under a tree, each with an arm around the other’s neck, 
and Alice knew which was which in a moment, because one of them had 
‘DUM’ embroidered on his collar, and the other ‘DEE’.” 
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Do claims of competing media sound as alike as Tweedledum and 
Tweedledee? If so, we suggest basic comparisons that will reveal 
big differences . . . differences that are vitally important to you 
in reaching and selling the metalworking market. For example... 


Compare PRODUCTION ’'s circulation to all other metalworking 
publications. You'll find that 99.1% of PRODUCTION’'s total 
circulation of over 31,000 readers is concentrated in actual metal- 
working plants. The average for other “metalworking” maga- 
zines is only 71.9%! Clear proof that PRODUCTION alone is 
the full-time magazine of manufacturing. 


Compare, too, PRODUCTION ’s unmatched and highly realistic 
circulation balance of nearly two engineering men to each man- 
ufacturing management executive. Add to this the fact that PRO- 
DUCTION ’'s restrictive circulation policy allows copies to be sent 
to the reader only at his company address — guaranteeing un- 
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paralleled pass-along readership. In addition, over 999% of all 
PRODUCTION subscriptions are addressed not in the company 
name, but to the individual by name and by title . . . a total 
package providing PRODUCTION advertisers unsurpassed 
efficiency in selling to the men who make the buying decisions 
in the plants which buy over 859% of all metalworking equip- 
ment, materials and supplies. 


Let us help you take the Tweedledum-Tweedledee out of media 
statistics. Comparison charts, based on sworn BPA and ABC 
figures, are yours upon request. Want more proof that PRODUC- 
TION reaches your markets effectively? We'll conduct a special 
survey—at our cost—directed to your customers and prospects. 
We're confident it will prove to you that PRODUCTION is an 
exciting, useful and effective supplement to your sales efforts. 
Call your PRODUCTION representative or write us direct. 


PRODUCTION 


the magazine of manufacturing 


Bramson Publishing Company, Box 1, Birmingham, Michigan 
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In the April 1960 issue, United States Steel ran an insert — 
pocket size, four-color, with a two-color page facing. Title: 
Modern Fencing Methods. Contents: Fencing —problems, how 
to build, products. In the third week after issue, a readership 
And O Of) had check by National Field Service, a division of Alfred Politz 


Research, Inc., showed: 72% of the men readers interviewed 


recalled the advertisement; 37% intended to use 


9 | re ady bought the ideas in the insert; 9% said they had 


already bought the U.S. Steel products advertised 
—and 13% said they intended to! 


r ducts Good advertising still gets exceptional results in an exceptional 
medium, such as SUCCESSFUL FARMING. 


This magazine is no time filler or time 
° killer, no entertainment item, but bread 
adve rtised | and butter business to its farm family 
* subscribers. Every issue carries methods 
plans, case histories, actual instances 
that save work, time and money, increase 
production, help homemakers, add to 
family comfort and convenience. 

SF has been helping the country’s 
best farm families earn more, live better, 
for 58 years. It has earned an influence 
unmatched by any other medium. It is 
read, studied, believed. It sel/s—farm 
equipment, new houses and furnishings, 
modern kitchens and bathrooms and 
insurance and securities. It sells one of 
the world’s best class markets—with an 
estimated annual average cash farm 
income about 70% above the national 
average. With 1,300,000 circulation it 
covers a big market. 

If you have to sell more this year, 
get SuccessFUL FarMinG to help you 
sell. Any SF office can tell you more. 


SuccessFuL Farminc ... Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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THE CASE FOR A 
MEDICAL 
COUNSEL 
TO SALES 


One doctor will talk to another doctor. But 


rarely will he discuss a case with a patient's 


employer. How, then, does the v-p of sales 


discover the real nature of a salesman’s illness? 


How does he find out when his ailing district 


manager can safely take on a full work load? 


An answer to both: Retain a medical counsel. 


By EDWARD A. FELDER, M.D. 


AKE THE CASE of George 

Johnson,® the 39-year-old  dis- 
trict sales manager of an established, 
medium-size company. Johnson was 
successful; his experience record was 
good. He was liked—and admired— 
by both his salesmen and his boss, 
the sales v-p. He was also, it seemed, 
the company’s ideal choice to take 
over and develop a brand-new sales 
territory for a new product. For more 
than a year, George Johnson and his 
team had worked to put the territory 
and the product in the black and 
make up for the substantial initial 
investment. 

But trouble appeared. George be- 
came ill; he spent a few precious 
weeks in the hospital. When he came 
back to the job he had difficulty walk- 
ing; he suffered severe fatigue. The 
combination made it impossible for 
him to get out of the office and make 
contacts essential for success. The 
company’s sales v-p was alarmed, not 


only for the part of the sales program 
George had to carry, but for his friend 
as well. j 

George was just as worried. He 
claimed he knew little or nothing 
about his illness except its name. 
And he had been told that the 
symptoms would occasionally recur. 
With George’s permission, the sales 
v-p called the physician twice. Each 
time he received merely a polite but 
firm refusal to discuss the case in 
any detail, even though he carefully 
explained that his only purpose was 
to help George. The company’s entire 
investment depended on Johnson’s 
health; yet there was no way to make 
an intelligent decision because of the 
question mark over George Johnson’s 
health. 

It was at this point that, by coinci- 
dence, the company retained pro- 
fessional medical counsel. Johnson’s 


*Real names have not been used. 
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boss promptly gave the counsel all 
the facts as he knew them. The 
counsel immediately called Johnson’s 
physician and explained that George’s 
interests would not suffer in any case, 
but that he wanted a complete ex- 
planation and prognosis of George's 
condition. The physician felt free to 
discuss the matter with a fellow doctor 
who might help—and who would cer- 
tainly understand the delicacy of the 
problem. The facts were grim: George 
Johnson had an incurable disease and 
the symptoms were being aggravated 
by George’s state of mind and by too 
much physical fatigue. 

The medical counsel recommended 
to the sales v-p that another top sales 
manager be hired to work with 
George, learn from him, lighten his 
work load. George was relieved to 
hear about the plan. He had felt 
guilty about his inability to handle 
the job competently. The company, 
of course, benefited by not losing its 
investment either in the project or in 
its employee’s extensive experience. 


- George's case is a pretty good ex- 
ample of what medical counsel can 
contribute. Without such counseling 
the sales v-p could not have gotten 
the information he needed; his project 
might well have deteriorated to the 
point where it was unsalvageable or 
would have required large additional 
investment. 

All too often, unfortunately, the 
many medical problems that occur in 
business are not as happily resolved 
as in this case. 

Medical counseling is a relatively 
new and little-used management serv- 
ice, but it may deserve an attentive 
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eye from sales-minded executives. 

Today, only the largest companies 
can afford — or even effectively use— 
full-time staff doctors for other than 
dispensary or plant clinic work. In 
most companies the service of a full- 
time physician is not necessary. But 
the need for professional advice may 
arise periodically, just as it does with 
legal problems. 

Often, in such cases, the small com- 
pany loses its investment in the em- 
ployee involved. Or it loses the pro- 
gram on which he was working. Or 
both investments are severely dam- 
aged. 


> Medical counsel serves to better 
maintain the delicate balance existing 
between the employer's mental and 
physical health demands on one hand, 
and on the other, the employee’s right 
to privacy in personal health matters. 
The company with medical counsel 
has a better chance of saving both 
the man and his work. 

The sales executive is the man with 
the largest non-clerical staff in the 
company. If one of his regional sales 
managers, to take an example, is fall- 
ing down on the job because of ill 
health, the executive is like a race 
horse with a lame leg. Yet, there are 
cases without number where family 
physicians have refused to tell a man’s 
employer that his patient is suffering 
from an incurable disease — as in 
George Johnson’s case — for fear of 
lopping off the patient’s income. Often 
the sales manager limps along for 
months, not knowing if his ill re- 
gional sales manager will be coming 


back to work next week, next month, 
next year — or never. 

Or, to bring the matter even closer 
to home, consider the sales manager, 
himself. Management is one of the 
most important and most difficult of 
assets to evaluate. A small part of 
this tremendous asset called manage- 
ment appears as a list of names and 
titles on the company’s annual report. 
Past performance of this group is 
known and can be judged. But future 
performance is unpredictable. One 
large measure which can be taken to 
insure that performance will con- 
tinue to be efficient, lies in protecting 
management’s mental and physical 
health. 

A man’s state of health is a per- 
sonal and private matter. His com- 
pany may not know his medical his- 
tory. But although health is a private 
matter, compositely ina management 
group, it can compromise a large cor- 
poration asset and, too often, it is not 
being adequately protected. 


> In my experience in interviewing 
and examining executives, I have 
often found them resentful of com- 
pany-sponsored physical exams, espe- 
cially those performed by the com- 
pany’s medical department. They feel 
that unless the results are perfect, the 
“boss” will be influenced, their chances 
for promotion may be hurt. Here, | 
think, a medical counselor is accepted 
as a fair, unbiased person, who will 
study the results of such physicals for 
any errors, misinterpretation, and will 
take any action necessary on the em- 
ployee’s behalf. (continued on p. 82) 


Edward 


The author of the accompany- 
ing article has practiced medicine 
for the past decade in Darien, 
Conn., a New York commuter 
suburb with a population pre- 
dominantly employed in adver- 
tising and marketing fields. 
Darien is not an_ inexpensive 
place to live; most of its com- 
muters have reached a fairly 
high rung on the career ladder. 
It is a town, moreover, where, 
according to estimates, one fam- 
ily moves out and one-and-one- 
half families move in every day. 
Consequently, Dr. Felder has 
been thrown into contact with 
many management executives. 

Over the years he has come 


A. Felder 


to believe that if there is a cry- 
ing need in the manpower man- 
agement field, it is for medical 
counseling, as opposed to medi- 
cal care. If, he reasons, a com- 
pany had a consultant M.D. on 
its staff, one who could approach 
an employee’s family doctor 
when there was a question about 
the employee’s health, much dif- 
ficulty could be avoided. And, 
often, tragedy could be pre- 
vented. 

Dr. Felder serves several firms 
in the capacity of medical coun- 
sel and has become increasingly 
convinced of the advantages ac- 
cruing to the company that uses 
medical counseling. 
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Here are three cases from my files 
In each case medical counsel, if it 
had been available, would have saved 
well as the 


considerable money as 


lives or careers of experienced men 


Case | 


Dave Roberts, ao 
tising manager for a clivision of a well- 


vear-old adver 
known corporation, was troubled with 
His family 
vised a complete physical examination 
and later told Dave that his pains 


chest pains doctor ad- 


were caused by acute tension in his 
job. The doctor arranged a consulta- 
tion with a cardiologist to confirm his 
ypinion and Dave was told by both 
ph sicians that his pains would stop 
if he could resolve the conflicts at his 
office 

Dave was reassured and returned 
to work determined to solve his prob- 
lem. On his first day back the presi- 
dent of the division told him that he 
must go through a well-known clinic 
at ¢ ompany expense because he wanted 
to be sure he “had the best.” Dave 
spent a week taking tests and being 
interviewed by six specialists In vari- 
yus fields, but 
dent’s long-time association with the 
told none ot them ot his office 
problems 


At the end of the week, the phy Sl 


because of the presi- 


limic 


cian who interpreted the clinic’s find- 
ings told Dave he suffered from a 
coronary artery disease and that unless 
he exercised extreme care he might 
have a fatal coronary thrombosis. Dave 
returned home in such a state of 
fright and depression that he did not 
work at all for a vear and half. 

Suppose company medical counsel 
had been available. What might have 
happened? At the moment the divi- 
sion president became concerned, he 
could have called the counsel and 
asked him to investigate. An interview 
with Dave would have satisfied the 
counsel that Dave was convinced of 
his personal physician’s competence 
and now knew that his ills were 
emotional. With Dave’s consent, the 
counsel would have consulted Dave's 
physician and discovered that the 
pains were caused by a conflict Dave 
had not 
that he was not getting along with his 
immediate superior. The counsel 
would, in turn, have advised the presi- 
dent of the real problem and both 
Dave's private hell and the company’s 
loss of his valuable time would have 
been avoided 


mentioned to counsel, i.e., 


Case Il 


Sloan was 64, widowed, 
and for many years the top salesman 


Andrew 


in an industrial firm. In the last three 
years he had successfully reorganized 
an important sales territory and his 
company was about to have him do 
a similar job for another territory. 
Andy was well liked and had done an 
excellent reorganizing job, but during 
the final months of the job he had re- 
ported sick on a number of occasions. 
‘ 

> Because of this illness the vice pres- 
ident of sales had, without his know]. 
edge, quietly consulted Andy’s physi- 
cian to find out if his health was up 
to the arduous task of reorganizing 
still another territory in the field. It 
was a fair question, but, unfortunately, 
one no family physician could answer 
directly. In actual fact, the doctor 
was treating Andy for arteriosclerosis 
and premature senility. 

For lack of information, Andy was 
given the job and less than a year 
later, after a number of poor deci- 
sions, suffered a totally incapacitating 
stroke. His reorganization job had to 
be finished by a relatively raw 
subordinate. 

If medical counsel had been avail- 
able to the company, Andy’s doctor 
could have been utterly frank, other 
arrangements could have been made 
for the reorganization of the second 
territory, and Andy, relieved of much 
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tension and pressure, would probably 
have continued for some time as an 
effective salesman. 


Case Ill 


This is the case of a salesman who 
was also the top producer in his com- 
pany, which he had been with for 14 
vears. In recent months his sales had 
declined dramatically and he had 
been staying home from work an in- 
creasing amount. When the sales man- 
ager questioned him, he complained 
that he felt “rundown,” had lost 15 
Ibs., and suffered from loss of appe- 
tite, fatigue and dizziness. He ad- 
mitted that his family physician had 
urged him to see a psychiatrist. 

The sales manager couldn’t believe 
that his friend’s problem could be 
mental and suggested that the sales- 
man see his physician. The salesman 
did, and the doctor discovered a 
questionable lump in his stomach 
X-rays suggested the possibility of 
cancer of the stomach, however, ex- 
ploratory surgery showed that scar- 
ring of an old ulcer had caused the 
lump. After three weeks in the hos- 
pital the salesman returned home to 
recuperate. Four days later he shot 
himself. 

Few cases, happily, are this ex- 
treme, but this very possibly, if not 


probably, was an entirely preventable 
death. If the sales manager had had 
professional counsel who could have 
contacted the family physician, he 
would have found that the salesman 
was physically healthy but suffering 
from manic-depression. The salesman 
had, indeed, told his doctor (but not 
his superiors doctor) that he had 
been depressed and irritable for some 
months and had experienced a similar 
episode some 15 months before. 

The tragedy was no_ individual's 
fault; everyone was doing his best to 
help the man. The lack of communi- 
cation among the people involved 
could only have been resolved by a 
professional intermediary—who might 
well have saved his life. 


> Where do you find this counsel and 
how do you go about hiring him? 

Your search may not cause you to 
travel far: He may be your own phy- 
sician. But his training should con- 
sist of a medical degree, one or more 
vears of internship, and at least five 
vears in the practice of medicine. A 
general practitioner or internist, com- 
monly referred to as the family doc- 
tor, is well suited for the job, as he 
has a broad-based experience with his 
patients as families. 

Make certain that he is up-to-date 
in his office procedures and practice. 


He should have a smooth-running 
office, well kept, with contemporary 
equipment. Look for these signs: an 
appointment system to which he ad 
heres; statements that are itemizec 
and accurate; a waiting room (iat is 
not cluttered with an “assembly-line’ 
of people. When he is not available, 
his office or answering service should 
be able to refer you to one or more 
of his colleagues. 


> Your counsel may be a man 26 or 
60. He must be mature in judgment, 
yet young enough in his ideas to be 
flexible and progressive. A man of 
this caliber not only reads his periodi- 
cals, he goes away one or more times 
a vear to take refresher work. 

Check, too, to make sure he is 
well-liked by his patients but, above 
all, respected by his colleagues. Your 
choice must be a success in his own 
practice but not to the exclusion of 
being interested in your endeavors 
and problems. 

He must be business- and manage- 
ment-conscious (and oriented) in order 
to be a worthwhile liaison member of 
the management team. 

Compensation should be on a re- 
tainer fee, mutually agreeable, plus a 
fee-for-service basis where the work 
load exceeds the basic hours covered 
by the retainer. ® 
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Tenting in D.C., 


Or 


In One Era 
and Out the Other 


Finding a roof for five Corinthian tv station 
news-and-camera teams in Washington, as the 
Kennedy era began, was much more difficult 
than finding reason for their presence. They had 
no intention of duplicating CBS’s superb net- 
work coverage; they sought to duplicate only 
Corinthian’s success, as evidenced by coverage 
of last year’s conventions, in relating major 
political events to their own communities. 


Local news doesn’t come to us. We go to it, 
even if it’s in D.C.—and even if our definition 
of local is non-traditional. Without a legacy to 
stand on, our individual station news teams 
tackled Project Washington with mike and cam- 
era. The Houston group was after, among other 
things, a Ladybird’s eye view; Tulsa hoped to 
strike oil by spending a day with Senators Kerr 
and Monroney; our gentlemen from Indiana got 
on the bandwagon with the state’s Drum and 
Bugle Corps; the young men from Sacramento, 
reversing Greeley’s advice, came east to cover 
the Inauguration’s pomp—and to examine plans 
for legislation affecting their tele-urban com- 
munity. 


Different regions find different meanings in 
Washington, 1961. Those differences are best 
explored by local tv reporting crews and public 
affairs programming, focusing on political faces 
and issues of special interest to the folks back 
home. This is the kind of journalistic initiative, 
under group organization, that results in high 
identification with regional audiences, cement- 
ing stations to communities and communities to 
stations. 
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Compact-Impact Words 


In this era of new products that 
are multiplying at an accelerated rate, 
there is an urgent need for new words 
with a new look, with a high velocity 
pitch capable of quickly penetrating 
top targets. 

Ordinary expressions involve ex- 
planation time and lack the excite- 
ment that generates rapid response. 
Compact-impact words, on the other 
hand, can set an atmosphere, create 
an image, explain a product or idea, 
and promote the buy-desire, all with 
a single, imaginative grouping of 


syllables. 


One of the most potent is Chevy’s 
. it’s SIXTY-ONEDERFUL—which 


exhilarates interest on visual contact. 


Still memorable are . . . OLDS- 
MOBILITY and PONTIACTION— 
which did much to pep up sales for 
these GM cars. 


National Gypsum conveys a certain 
something extra for its Gold Bond 
Rock Wool with .. . TWINSULATE. 


Pittsburgh Plate Glass Co. has... 
TWINDOW-which promptly gets 
across the significance of its twin- 
glass windowpane with built-in in- 
sulation. 


Barclay Home Products creates a 
cozy mood around its comfort- pro- 


viding blanket TRANQUILT. 


Greyhound imparts the luxurious 
mood of an ocean greyhound to its 


buses with . . . SCENICRUISER. 


WUNDIES invokes a feeling of 
something wonderful for the under- 
garments produced by the firm of 
this name. 


Similarly appealing is . . . WRAP- 
TUROUS~glamorizing the pleasure 
to be derived from a coat of fur-like 
Du Pont Orlon. 


Feminine aspirations to achieve the 
fairy-like figure of Cinderella are 
subtly flurried with . . . SLENDER- 
ELLA. This one word virtually cata- 
pulted this organization into nation- 
wide fame. 

American Chemical Paint Co. 
named a product, whose purpose was 
to kill weeds . . . WEEDONE-—there- 
by creating complete assurance of a 
job decisively performed. 

An equally effective parallel is . . . 
PESTROY—for an_ insecticide pro- 
duced by Acme Quality Paints. Ob- 
serve the high degree of 
in this word. 


activation 
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C. B. White Co. accented the 
superior action of its venetian blinds 
with separate top and bottom control 


with .. . VERSATILT. 


Friden, Inc., producers of inte- 
grated data processing equipment, 
distinctively branded its custom-fit- 
ted application of automation equip- 
ment to particular needs with . 


PRACTIMATION. 


The Phillipsburg Division of Bell 
& Howell, producers of the Phillips- 
burg Inserter, which has introduced 
automation into complex mail room 
operations, boldly struck out at 
dated methods with MAIL- 
ROOMATISM. 


The McKesson & Robbins cata- 
logue, titled . . . PROFITUNITIES, 
connected with a word that has done 
much to maintain a mood of value- 
anticipation. 

One of the most keenly incisive- 
decisive words is Johnson & Johnson’s 
baby powder slogan . CHAFE- 
GUARD Baby’s Delicate Skin. At 
once, it sounds off a note of menace 
then eliminates all cause for alarm. 


An up-to-date expression 
DON’T BE A VIDIOT, used by the 
Kimble Glass Co., maker of scientific 
and electronic glass products, cleverly 
warns purchasers of rebuilt TV _pic- 
ture tubes. 

Vigo Dog Food achieved a scoop 
when it billboarded the charming 
line . . . THE CHOICE OF THE 
ENTIRE PUP-ulation. 

The Post Cereal people scored re- 
sults pdq when it named a new 
cereal ALPHA-BITS. Equally 
effective was its . . . CORN-FETTI. 

A-1 Sauce turned the heat on at- 
tention with . . . SIZZL-ICIOUS. 


Underwood Deviled Hams created 
a new concept with SAND- 
WEDGES. 

The Elbow Beach Surf Club de- 
veloped a glamorous aura about itself 


with .. . ITS BERMUDAFUL! 
Swingline Staplers clinched _per- 
formance - satisfaction with 
FASTEN-ATING! 
Remington’s ROLLECTRIC 
zoomed this electric razor to a top 
position in its field. 


Ideological words such as _ these 
achieve the superlative without re- 
sorting to them. Subtly pressurized, 
they do a selling job with effortless 
flair.—P. K. THOMAJAN. 
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New Books for 
Marketing Men 


How to Make a Habit of Success. By 
Bernard Haldane. Published by Pren- 
tice-Hall, Inc. Price, $4.95. 


Bernard Haldane is the founder of 
Executive Job Counselors, Inc., which 
has worked with over 40,000 manage- 
ment and professional people. From 
this experience he has written this 
book which aims at teaching the 
reader how to build on his achieve- 
ments so that “success becomes a 
continuing pattern.” 


Memory, Learning and Language. Ed- 
ited by William Feindel. Published by 
the University of Toronto Press, Toronto 
5, Canada. Price, $2.00. 


This book grew out of lectures at 
the University of Toronto, designed 
to interest laymen in the complex sub- 
ject of how the brain functions as a 
thinking machine. It is a bit abstruse 
for anyone who is not willing to use 
it as a textbook—albeit a short one. 
But it is couched in fairly non-scien- 
tific language. 


Your Future in Advertising. By Jules B. 
Singer. Published by Richards Rosen 
Press, Inc., New York 10, N.Y. Price, 
$2.95. 


This informal, informative _ little 
book is written for the young person 
who is thinking of advertising as his 
or her life work. Mr. Singer is a v-p 
and account supervisor at Grey Ad- 
vertising Agency. He feels he fell into 
advertising through good fortune, not 
from knowledge of what such a career 
involved. And it was only because he 
reviewed a book on advertising that 
his career came to him. He wrote his 
own book to help today’s young per- 
son approach advertising with realism. 


The Sourcebook of Specialized Markets. 
Published by National Business Publi- 
cations, 1913 Eye Street, N.W., Wash- 
ington 6, D.C. Price, $2.25. 


For the first time, through member 
companies of the NBP, one book 
offers easy access to all sources of 
marketing data available. The book is 
divided into five sections, tells how 
the specialized business press paces 
“the most productive economy in the 
world.” It also delineates material 
available to executive management 
through the facilities of NBP’s member 
companies. A special section provides 
thumbnail sketches of leading U.S. 


business magazines. 
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VALIANT 
HOLDS 

ITS 
VALUE 


There are many solid reasons for Valiant’s 
solid resale value. Its all-welded Unibody is 
one reason and Valiant’s powerful inclined 
“six” engine is another. 

Chrysler Corporation’s exclusive Torsion- 
Aire Ride is a third reason. Then there’s good 


looks that’ll stay in style for years. Of course, 
there’s Valiant’s low initial cost, too. 

So if you’re a fleet owner who likes to get 
his money’s worth all of the time—when you 
buy and when you sell—Valiant’s your answer. 
See your nearest Valiant dealer today! 


cw A Chrysler-Engineered Product. 6l Valiant! 
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( for full facts, use this coupon 


It is hardly surprising, therefore, that statements such as the 
above are typical of enthusiastic comments received from di- 
verse business organizations following recent announcement 
of the revolutionary new 


SANBORN 
BUYING POWER MAP 


developed in cooperation with 
Sales Management, Inc. and Market Statistics, Inc. 


FOR THE FIRST TIME, buying power is being graphically 
pinpointed on the neighborhood level within 50 metropolitan 
areas containing 47% of the nation’s households with 53% 
of the country’s total net effective buying power. Color is 
used to delineate five differer 
per household. And this vite 


classes of average net income 
, up-to-date data — which, for 
many companies, can likely save thousands of research dol- 
lars for each area involved —is available at nominal cost! 


SANBORN 
MAP COMPANY, INC. 


As if Panama, for free, were not enough .. . 


287 Gibson Sellers Get 
EXTRA Sales Citations 


When you have 85 distributors 
and 8,000 dealers, and between them 
many thousands of salesmen, how can 
you reach and recognize and reward 
enough of them? 

Manufacturers know that even the 
reaching is hard enough. 

While nearly all the distributors 
may stay in the fold (if they and the 
line are both “effective”), even the 
dealers who are sound merchants may 
have other lines on their mind. 

As for their salesmen. 

In an industry where even the 
giants are gloomy, an independent 
called Gibson Refrigerator Sales 
Corp., of Greenville, Mich., can re- 
port, for more than two years, month 
after month sales increases from the 
year before; a gain of more than 20% 
in dollar volume in 1960; a target 
70% higher for 1961. 


& Gibson is known for refrigerators, 
ranges, food freezers, air conditioners 
and dehumidifiers—and for travel in- 
centives. (The last were reported in 
a Dynamarketer article on Charles J. 
Gibson, Jr., in SM, August 5, 1960.) 

Yet, in addition to toting thousands 
of deserving salesmen and wives off 
to salubrious spots, Gibson also may 
claim some sort of 
ognitions and 


record in ree- 


rewards. In other 


words, Gibson intensifies individual 
incentives. 

Next fall Gibson plans to take at 
least 8,000 people to Panama. (W. C. 
Conley, president of the Sales Corpo- 
ration, won't settle for less than 
10,000.) This substantial sales con- 
tingent will include not only dis- 
tributors and dealers and respective 
salesmen and respective wives, but 
for the first time a lot of children of 
all concerned. In fact, Gibson has got 
out a promotion piece on the theme 
“Your whole family can discover 
Panama with Gibson together.” 

The wives and children, of course, 
don’t sell. But their vacations derive 
from the recognitions and rewards. 

Panama participants might double 
the 5,000 on whom key Gibsonites 
bestowed leis last fall, on their jet- 
plane arrival at Honolulu airport for 
five fun-filled, Gibson-paid days at 
Waikiki Beach. 

In addition to sun and surf and 
sightseeing and _ snapshooting, last 
vear’s 5,000 (in day-after-day small 
groups from the mainland) learned at 
a roast-pig luau about this vear’'s 
products and the promotion plans for 
them. And at a president's dinner 
287 guests were cited, in the follow- 
ing groups, for 


“outstanding _ per- 
mance”: 


(continued on next page) 


| Kept My Mouth Shut 
And Sold My First 
*100,000 
Order... 


-_ 


PORTABLE VIEWLEX 


“SALESTALK” 
SOUND-FILMSTRIP_ UNIT 


A COMPLETE BIG PICTURE, BIG SOUND 
SALES PRESENTATION 
IN A SALESMAN’S ATTACHE CASE? 


sets up in seconds... 
and sells by itself? $104.50 


Don't laugh when someone says ‘‘the next thing you 
know they'll be selling by AUTOMATION!” I'm doing 
it right now with my new “‘assistant,”’ the Viewlex 
“Salestalk.’’ Set a sales record the very first month 
| used it — and | really kept my mouth shut most 
of the time. 


The sales story is right on records. . . illustrated 
facts and figures on filmstrip are coordinated with it. 
I never bore a prospect nor fight for attention. When 
1 open my Viewlex ‘‘Salestalk’’ Attache case and 
switch on my sales story . . . prospects feel they 
have to look, listen and (more often than you can 
imagine) buy! 


Peseecsesee see ee ee eee eee589g 
Viewlex Inc. 
36 Broadway, Holbrook, L. |.. N. Vv 
Please send complete information 
on ‘‘Salestalk.”” 


Name. 


Company 
Address. 


GLORY OSCARS—That warm feeling of recognition from the company president 
works wonders for Gibson appliances. Awards to salesmen, dealers, and distribu- 
tors are always presented to couples; wives, as good helpmates, got Hawaiian leis. 


a City. Zone St 
_ aes 
i 
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PRODUCT FACTS 


(at the 
Singertips) 


A Perrygraf Slide-Chart is a tested, powerful tool for 
more efficient and profitable selling. These simple 
devices put essential facts about your product at the 
fingertips. Just turn a dise or pull a slide to tell 

a sales story, select the proper size and style, show how 
equipment operates, or solve an engineering 

problem. If you have a complicated or demonstrative 
sales story to tell, you need a Perrygraf Slide-Chart. 


FREE 36 page. full color booklet showing how Perrygraf Slide-Charts 
can work for you. 122 case histories. Write for free copy 


PERRYGRAF¢ 


slide-charts 


product facts at the fingertips 


150-C S. Barrington Ave., L. A. 49, Calif. 
1500-C Madison St., Maywood, Ill. 


PORT CLEVELAND 


“THE 


INDUSTRIAL GIANT” 


HAS THE HIGHEST SALARIED PAYROLL IN THE NATION 


$763 ] 00 fer family per yew 
--avera e for the nation ~- *592300 


COLORFUL FOR LESs oo 
POSTERS 
18¢ NN 


reach thes fa balous ty neh 


has0 
fre FCOHAS (ng froue Preece 


Cleveland, Cincinnati, Toledo, Elyria, Lorain, 
Fremont, Sandusky, Tiffin and Ashtabula. 


4 —— —— 
FOR MARKET INFORMATION WRITE TO N : F 
7 4600 CARNEGIE AVE, CLEVELAND OHIO 
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1. Members of the “Top 20 Club.” 
These 20 distributors are chosen by 
Gibson sales executives on the basis 
of yearly volume, percentage of in- 
dustry sales in their marketing area, 
and improvement from previous year. 


2. The top salesman in each dis- 
tributorship. The distributors them- 
selves named their leading “Gibson” 
man. Sales Corporation President 
Conley points out that the distribu- 
tors also handle non-competitive lines 
such as Zenith or Motorola radio and 
TV or Speed Queen laundry equip- 
ment. Usually, he adds, the top “Gib- 
son” man also sets the pace on the 
distributor’s other lines. 


3. Dealers chosen by the distribu- 
tors. Awards are given for: (a) the 
dealer who provides the most people 
qualified for—and at—the convention 
and (b) the dealer who has handled 
Gibson’s line longest. Though not di- 
rectly based on volume, the first 
award usually goes to the largest 
Gibson dealer in each area. 


4. Outstanding distributor service 
managers, chosen by Gibson’s Service 
Department. 


“Salesmen,” says Conley, “want 
more than monetary motivation.” 

Gibson’s dealer requirements for 
next fall’s Panama convention have 
been reduced from 30 to 20 “units.” 
A “unit”—standardized across the 
board, through aii distributors—is one 
sale of any “full-size” major appliance: 
refrigerator, freezer or range. Credit 
is not given for a small “leader” 
model, such as a 9 cu. ft. refrigerator 
or freezer. On the other hand, each 
sale of such big sizes as the “Market 
Master” freezerless refrigerator, Ice 
Master freezer, Kitchen Master range 
and Texas Comfort Master air condi- 
tioner earns 2 “units’—or “one-tenth 
of a round trip” via Braniff Interna- 
tional Airways, to Panama. 

On such incentives Gibson spends 
$2 million annually, and a lot of 
individuals are out to get their 
share. @ 


Regional Distribution 
Problem? 


The complete range of re- 
gional market research prob- 
lems can be tapped with the 
facilities of Market Statistics, 
Inc., research consultants to 
SALES MANAGEMENT. Write: 
Market Statistics, 630 Third 
Ave., New York 17, N. Y. 


75% of lowa’s 


retail sales are made 
in areas 


covered by 50,000 wa 
WHO RADIO! 


ES MOINES is the heart of Iowa. It is the mately 38% of Iowa’s consumer spendable income. 
state's largest city. But its Metropolitan Area 


This means approximately 62% of Iowa's retail 
accounts for only about 9% of Iowa's retail sales. 


sales are made outside of any metropolitan area. 
In addition to Des Moines, there are seven other 


important metropolitan areas in the state. Together, 
these eight metropolitan areas account for approxi- 


WHO Radio serves more than 800,000 radio 
homes in 96 of Iowa’s 99 counties (p/us a number 
of counties in neighboring states). 75% of all retail 
JOWA POPULATION-DOLLAR DISTRIBUTION spending in lowa is done in the areas you reach 


] ~eot| Retail | % of with WHO Radio. This remarkable area is WHO's 
fo of Stat State’ Sal State’ ee to? er ‘ , 
Population  afiaen cst ‘st ($000) “a Iowa PLUS” .. . America’s 14th largest radio 


} ——_—__+- —$— =} — 


Des Moines | market ! 
Metro Areas 284,200 9% 581,160 | 12% 401,903 W% 


— — ——— + 


a el WHO Radio is alert, alive, aggressive! It belongs 

lowa's 8 Leading | | q oO 

Metro Areas in- | n any list designe » cover as ; 

cluding Des Moines 943,600 33%, | 1,832,792 | 38% 1,259,097 36% 0 y re. 5 d to cover ss much as the 14 
oan Ge a oe largest radio markets. Ask PGW for all the 

supporting data. (Source: SRDS—Oct. 1, 1960) 


a Se 


Remainder | 
of lowa | 1,904,400 67% 2,975,489 | 62% 2,286,754 64%, 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


NBC Affiliate 
WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport 
-% B. J. Palmer, President 


. A. Loyer, Resident Manager 
P) Robert H. Harter, Sales Manager 
“a 


—¥ Peters, Griffin, Woodward, Inc., Representatives 
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WHY WE DIDN’T MAKE THE EAGLE. Armstrong engineered and produced this Old Hickory 
Golden Trophy bottle so that a handsome baroque eagle could perch on the top. It’s a glitter- 
ing gilded bird of heroic proportions, and we defy anyone to pass it by, which is exactly what 
the distiller had in mind. To be honest, we didn’t make the eagle. We could have, but we felt 
that a highly specialized ornament maker could do it better. So we recommended one. Now he’s 
making lots of eagles, we’re making lots of Golden Trophy bottles, and everybody's happy. 


(Armstrong PACKAGING 


7860-1960 Beginning our second century of progré si 


WATCH ARMSTRONG CIRCLE THEATRE EVERY OTHER WEDNESDAY EVENING ON C8S- J 


u 


og 
Fess A on Aes 


TO RETURN 
OR NOT RETURN 


Cans for soft drinks 
here to stay 


Non-returnables 
growing rapidly 


Whither the bottler? 


Subsidy for 
the glass can? 


No good solution 
for the bottler 


THE SOFT DRINK INDUSTRY doesn’t have time to absorb one trend 
before another is rapidly overtaking the first. Some new developments 
(such as the 8-pack) can be watched for a strong direction and then 
taken in stride—others cannot. 

The 3-way imbroglio that is currently involving bottlers, manufacturers 
and packagers alike—that is, returnable bottles, non-returnables and 
metal cans—can defeat an outsider’s understanding. But it is a struggle 
that has broad implications to many manufacturers of foods, packagers, 
and manufacturers of packaging materials. It is fraught with problems 
in trade relations, retailing vs. manufacturing, packaging material vs. 
packaging material and even big business vs. small business. These are 
some of the elements in the dilemma: 


. . Cans have made their reappearance in the soft drink industry—this 
time to stay. There is no longer any problem of quality or shelf life 
Super market chains and large independent supers are exerting great 
pressure for this package. It stacks well, with minimum space and is a 
one-way package. While it is still largely a West Coast phenomenon, 
all sections of the country are reporting acceptance of this container 

According to the National Bottlers’ Gazette, 43% of the bottlers re- 
ported in its survey now handle one or more flavors in cans. This com- 
pares with a 24.9% figure for 1959. While cans are the most expensive 
container for the bottler, they are being actively promoted by manu- 
facturers with allowances and deals. Supers are offering cans as loss 
leaders. Result: retail price is competitive with non-returnable glass. 


. . » Non-returnable bottles are growing at a rapid rate. Some package 
marketers see this type of container as representing 15% of the soft drink 
containers by 1962. 

Everything points to this container’s taking hold strongly. Super 
markets and groceries represent 65% of the outlets for soft drinks. 
Handling deposit bottles actually costs supers money. Extra help is 
needed for returnables; they represent a housekeeping problem and a 
pilferage problem. The supers want out. What started as a minor 
revolt by West Coast supers that refused to handle deposit bottles, unless 
compensated, could become dynamite to glass manufacturers and bottlers 


. . . For the bottler, the returnable bottle is the most profitable. It is the 
basis of his business. He gets 20 to 30 re-uses from a glass bottle. 
Bottlers see the answer to the current problem in either a swing to the 
non-returnable glass bottle (and many are going in this direction) or in 
attempting to hold the line with the returnable bottle by offering a 
higher deposit. Some will try to play all courts simultaneously, including 
cans. But most recognize that cans, as a major container for soft drinks, 
can only spell doom for the bottler who is under-capitalized. A high- 
speed canning line costs from $100,000 to $300,000. If the bottler 
contracts his canning, he cuts into profit. 


. . . Some industry observers look to the glass manufacturers to subsidize 
the non-returnable ‘bottle to help acceptance, in the way that they did 
with the beer Glass Can in the Handy Beer Bottle campaign of the Glass 
Container Manufacturers Institute. A pilot program is under way now. 
But the drawback is that bottlers do not advertise to the extent that 
brewers do, so that a simple ad allowance has already failed. A trial 
program on allowances to bottlers for merchandising in stores is now 
under wavy. 


. . » Non-returnables for soft drinks are not entirely analogous to non- 
returnables for beer. Beer already had acceptance for cans. Then too, 
bottled soft drinks require more glass than beer because of high car- 
bonation. Thus, non-returnables for soft drinks cost more. 


. .. Industry leaders recognize that a large scale switch to non-returnables 
is the only way to meet competition from cans, should canned soft drinks 


GN 
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TELL YOUR STORY 
S WAYS eee 


© Paper Pad Presentations ©¢ Blackboard Chalktolks 
@ Flip Chart Presentations © Card Chort Speeches 
e Flannelboard Demonstrations 


AVA 


Easel, used as chalkboard 
—folds in a jiffy. Light- 
weight, easily carried 
in case. 


Hinged clamp 


holds pod for 
effective pad and 
crayon 


presentation. 


ARLINGTON 5-WAY $4250 


Less pad 


PRESENTATION EASEL oo inccture 


Complete with hinged clamp chalkboard, chalk, 
eraser 


sy iv TRENDS IN PACKAGING AND PRODUCT DESIGN 
<a , Me OD ors 


Four paper pads 
Flannelboard accessory 
Carrying case 


$12.00 
7.00 
12.50 


TRIPOD EASEL 


Lightweight aluminum — 
holds cord chart or 
display frame—Folds for 
carrying or closet corner 
storage. Tripod easel 


only (No. 121) 
$900 


RLINGTON 


ALUMINUM COMPANY 
19005 W. Davison * Detroit 23, Michigan 


—— a A TT 
| Please send me free information on: 


( 5-Way Presentation Easel (-) Flannelboard Accessory 
| (0 Tripod Easel (—) Arlington Display Frames | 


) Arlington Literature Racks 


nome 


a 


compoany___ 


CO 


city inciiadiuaitaimimaiaia n 


—————— 
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(continued) 


become an important factor. To glass manufacturers and bottlers 
it is the obvious answer. But a wide-scale acceptance of non- 
returnable glass can mean a toboggan ride for the smaller bot- 
tler that will end in calamity. The reasoning goes like this: 

1. Wide-scale acceptance of non-returnables will probably 
aid acceptance of cans. While bottles may have traditional 
appeal to consumers, the habit of throw-away containers will 
probably transfer to cans. 


2. If canned soft drinks take hold, only the large bottlers can 


successfully switch over. Some 230 brewers supply the nation’s 
beer, some 4,500 bottlers distribute soft drinks. Centralized 
high-speed canning lines can supply wide regions. 

(There has already been isolated competition from soft drink 
producers with cans against their own franchised bottlers, 
though major producers state that this will not happen.) 

3. If canned soft drinks become an important segment of the 
market, could not the giant food canners see an opportunity to 
enter a profitable new market that bypasses the bottler? Many 
food canners have the brand prestige and acceptance of the 
largest soft drink producers. 


Who will gain? 


. . . Some people will be sure to gain no matter what happens, 
others will have to stay mighty loose. Many interesting ques- 
tions come to mind. 

. . » Paperboard packagers for multi-packs will profit by either 
cans or non-returnables. Many six-packs are now returned with 
the bottles by consumers. These cartons are re-used three to 
four times. Non-returnables or cans will mean more paperboard 
business for packagers. But less paper may be used. 

. . . If plastic should enter this already murky picture, all bets 
are off. A plastic 6-pack carton has been developed, cheap 
enough to force redesign by paperboard manufacturers of car- 
tons with less paper. A successful plastic bottle for soft drinks 
would blow a lot of lids. 


PACKAGES 


convenience—easy-open features 

DRAWSTRING FOR POLYETHYLENE BAG permits reclosing 
for products where the consumer uses a portion and wishes to 
store for later use. Bemis Bro. Bag Co. developed the package 
for products such as cereals which require protection from 
moisture. Poph-Itt Cereals, Inc., is now using this bag. 


. . » Zip-Tape applied to a cellophane package for bakery prod- 
ucts has been developed by the Dobeckmun Co., a division of 
the Dow Chemical Co. The Zip-Tape is being applied to a 
package for a product that is already a convenience item— 
Sunbeam Brown n’ Serve Rolls. A National BW-6 bread wrap- 
per machine with a Zip-Tape attachment makes the packaging 
operation automatic. 


laminating polyethylene to burlap 


Burlap with a coating of .001 mil to 4 mil thickness polyethy- 
lene can be rolled into a tube to cover objects of any size and 
shape, according to the developers, Burlap Tubing Manufac- 
turers, Inc., Philadelphia, Pa. The demand for this package has 
come mostly from the textile industry, the rubber industry, 
chemical industry, export packers and others. The burlap can 
be dyed a multitude of colors. 


The postmarks are actual reproductions 


Put Grit on your list for a 


prosperous sales year in the 


big-time small-town market 


If your 1961 advertising is concentrated in the major 
mass magazines, there is a basic weakness in it . . . but 
it’s not too late to remedy the situation. 

The weakness lies in the fact that the big mass maga- 
zines are metropolitan-oriented and provide relatively 
thin coverage in hard-to-reach small towns, where 25% 
of America’s population is located. 


arts. a — 


The remedy lies with Grit . . . for Grit gives you 
850,000 families’ worth of additional coverage, strongly 
concentrated in 16,000 small towns coast to coast. 

In short, Grit helps correct the big-city bias of your 
advertising and provide the balanced national coverage 
you must have for total marketing success. If you’ve over- 
looked Grit, it’s not too late to look it over! 


AME RIC A> RE ATES pr NLWS Rap, haw 


Grit Publishing Company, Williamsport, Pa. ¢ Represented by 
Newspaper Marketing Associates 
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SALES MANAGEMENT Announces A New 


DIRECTORY OF KEY PLANTS 


All Plants with 500 or More Employees 


No other directory covers all industries, and reveals employment 
in each plant, an item which in most directories is handled by code, or as 


in Census releases is generally blacked out. Yet only if you know how Accounting for Half of All 
large a plant is can you estimate its potential to you. 
“ Value Added In U.S. Manu- 
In addition to the classification of plants by area shown below. we ‘ ‘i 
also show all plants in each 4-digit SIC Industrial category ranked in facturing And Showing: 
order of employment, 


Plant Name 
Here, for example is part of a sample page showing the ranking of 


plants in the aircraft industry (which incidentally is the industry having 
the largest plants in the nation.) 


Location by County 
Mailing Address 
State 

SIC Codes 


Product description 


SAMPLE PAGE \ } " , ; Average Employment in 1959 


Plant Nome 


Pope’ 

sone 

nrerne 
Pope’ + 

arernatione Lawley ree 


- tips 
— 5 Gold CorP | , INDUSTRY 3721-Aircraft 


Humphrey Box 


| prodtord 


concrete °F , ay $$ 
jniverso * 


Location 


ee Pi g 
proword p ant Name 

eS City Prooy ~ 

Lownlite \ ort Boeing Airplane Co 


+ 


7755 E Marginal Way Seattle 
i . 
neering ° San Diego Convair D 
re ond : $s vair Div Gen Dynamics 3165 Pacific Hiwy San Diego 
Dade | } % sib Alves ; Wichite Bas 


0 $ i c BING Se hee we -_ 
Vist ae ee Doily ate - dices Boeing Aircraft Co 


t | Wichito 
Dade ee hing CO 2 eee 
° ‘i 
. bis 
miom Herald Pu San Los Angeles Douglas Aircraft 
a 


- 3000 Ocean Pk Santa Monica 
rs Ce 
a ee pS I 
Los Angeles Northrop Inc 1001 E Broadway Hawth 
os 100 oadway Howthorne 
SUI ee 
Los Angeles Douglas Aircraft 


Tarrant Cc 
Con 
-onvair Div Gen Dynamics Grants Lone 


Middle River 


MARKET STATISTICS, IN‘ Date 
630 Third Avenue 


New York 17, New York 


Put us down for.. copy (ies) of your DIRECTORY OF KEY PLANTS 


lhe understanding is that we will be billed at the price of $48 for a single 
copy, $40 each for two or more copies. 


Name 
Authorized Signature 


Mailing Address 


Check Enclosed Send Invoice 
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Don't Slash Costs— 


‘Improve’ Them 
(continued from page 42) 


individual salesman has to cover. 
This action, says Edward C. Hewitt, 
vice president in charge of sales for 
Thomas & Betts Co., Inc., can greatly 
cut the time and dollars that a sales- 
man has to invest in getting from one 
customer to another. 

Thomas & Betts has split several 
field districts in recent years. In all 
cases, says Hewitt, the result has been 
an increase in both sales and profits 
in the district. The company will 
typically split an area into two parts 
by: (1) bringing in a new salesman 
to handle one of the two new sub- 
districts, often under the direction of 
the former salesman who had previ- 
ously handled the whole area; (2) 
guaranteeing the former salesman the 
same level of income. In some cases, 
the resulting extra selling effort—and 
reduced traveling effort—has boosted 
the area’s sales 200% to 300%. 

Jeannette Glass’ President Stone- 
hill is the first to admit that slipshod 
territory management costs the com- 
pany money, even though he com- 
pensates his salesmen on a straight 
commission basis. “The company suf- 
fers, too, if a salesman doesn’t know 


how to manage his territory and 
spends an inordinate amount of time 
on the road and not enough time de- 
veloping customers and prospects.” 
Stonehill feels that a real way to 
cut field selling costs is often to re- 
duce the size of territory that any 
single salesman has to cover. The 
company has done this in three in- 
stances this year. In every case the 
result has been increased sales. 


© Simplify the salesman’s paper- 
work. Just as simplifying the man’s 
traveling, reducing and mechanizing 
his paper work can lead to lower costs 
and extra selling effort. P. Stephen 
Harris, president, Lucky Tiger Manu- 
facturing Co., has a novel way getting 
sales reports from his men on the 
road. He provides each man with a 
portable dictating machine. Each call 
is recorded after the interview and 
each tape is wrapped in a call report 
that is just a highlight of the tape. 

The tapes are shipped to company 
headquarters, where they are filed and 
can be played back months, even 
vears, later. This method has also been 
successful in breaking in a new sales- 
man in a territory. He simply plays 
back the tapes for a complete picture 
of what’s been happening in the terri- 
tory over the past several years. The 
“wrapper” serves as an index. @ 


THE HUB OF LOS ANGELES 
5TH TO 6TH. OLIVE TO GRAND 


e Completely Air Conditioned 
e Inside parking for 4,000 cars 
e Terminal for all airlines 


e 5 minutes from Union Station 


call forreservations 


San Diego . BElmont 2-3121 Ext.18 
Los Angeles .. . MAdison 4-1011 
San Francisco . . . YUkon 2-6905 
Portland ... . COmmerce 9-899 
Seattle ...... MUtual 2-1981 


EXHIBITS 
SCHEDULE 


FOR 1961-62 


Complete index to all trade and 
industrial shows in United States 
and throughout the world. This 
is the master reference list used 
by exhibiting companies, gov- 
ernmental departments oe all 
others interested in where 
and when what exhibits are 


scheduled. 


Available by subscription oo 


—$25 a 
guarantee 
satisfied. 


year. oney-bac 
if you are not 


Order your copy now— 
just off press. 


EXHIBITS SCHEDULE 
1212 Chestnut Street 
Philadelphia 7, Pa. 


Published by Sales Meetings Magazine 


Sales Management 


is your 
business case 
an asset 

or a liability? 


Are your salespeople creating aproper 
image of your company and product? 

They are when they carry a Stebco 
Case ... because Stebco cases are 
guaranteed to keep their brand new 
appearance for many, many years. 
Over 250 styles available in your choice 
of Finest Top Grain Cowhide or our 
exclusive patented Tufide—Guaran- 
teed 5 Full Years. Custom cases too— 
specially designed with your business 
in mind. Just one of Stebco'’s many 
features—DuPont Nylon Safe T Edge 
the most indestructible Bodyguard" 
a case could ever have. 

So... When first impressions count 
... count on Stebco, America’s Best 
Business Case Buy. 

For further information and r 
dealer write to 


Stebeo propucts 


Chicago 7, Ill. 
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AT YOUR SERVICE 


we 


A classified list of professional firms which serve sales and marketing executives 


Sales & Exec. Training 


Research Agencies 


Other Services 


Top-level salesme produc 3 
HOW TO Gas as aul alee te AB 
MAKE YOUR level men, and two times 
middle-level men. You can pu‘ 
SALESMEN & poi salesmen into the top-level 
SUPERVISORS bv training in the techniques of 
motivation. 
MORE Maintain sales at top-level by 
improving leadership skills of 
EFFECTIVE ri sales Pevectan nani , 
THE EXECUTIVES INSTITUTE 
148 East 48th St., New York 17, N. Y. 


INCREASE HIS* SALES 


SALES TRAINING SERVICES: 


Complete programs for mid- 

ee dle g nt * p 
salesmen « distributor sales- 
men « retail salespeople 
SALES MANAGEMENT SERV- 
ICES: salesman selection 
* compensation «+ forecast- 
ing * potentials + territory 
layout + distribution cost 
analysis 


SALES AND SALES TRAINING 
AIDS: meetings + manuals + 
bulletins « films + visual sales 
presentations + brochures 


PORTER HENRY & CO., INC. 


342 Madison Ave. * New York 17, N.Y. * MU 7-6450 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your sales | year or 
more ahead. Currently used by many 
of the country's leading corporations. 

Allow us to send you, without obli- 
gation, our brochure on Sales Fore- 
casting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
Industrial Commodity Corporation—27th Year 


OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


Public Relations 


D. PaRKE GIBSON 
PUBLIC RELATIONS 
Negro Market Counsel and Programming 
2621 Seventh Avenue 
NEW YORK 39, NEW YORK 
Write for Confidential 


Report on Negro Market 


EVER READY LABEL 
CORPORATION 


357 Cortlandt St. - Belleville 9, N. J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® pressure- 
sensitive, caution, shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


Leaders in the Label Business 


for almost 50 years. 


In New York City, Call Plaza 1-3040 
Out of New York, Call PLymouth 9-5500 


To Sell 

and Sample 
No Bag Equals 
the Zip-Lip — 
Reseal / 
Reopen / 
Repeatedly 


For products and small 
parts where “seeability” 
influences selection, the 
Kennedy Zip-Lip poly 
bag sells goods faster. 
Printed or plain, it sells 
at point of purchase. 


and for printed roll stock and packages, consult 
a Kennedy Sales Engineer who can help solve your 
flexible packaging problems at costs you can well afford. 


“This Is Kennedy”—a generously illustrated brochure shows 
what Kennedy can do for you-Ask for your copy today. 


KENNEDY CAR LINER and BAG COMPANY, INC. 


7000 Prospect Ave., Dept. A, Shelbyville, Indiana 
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INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces ¢ New 
appointments, newly decorated ¢ 
New 21” color TV « FM radio * New 
controlled air conditioning « New 
extension phones in bathroom ¢ New 
private cocktail bar ¢ Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 to $22 Suites to $60 

Special rates by the month or lease 
Robert Sarason, General Manager 


ORegon 9-3900 
Teletype NY-1-4295 


Advertising Checking Bureau 
Agency: Harris & Wilson, Inc. 
kron Beacon Journal 
Agency: Chas, A. Jessop & Company 
American Telephone ; Telegraph Co. 
(Long Lines Dept.) 

Agency: N. W. Ayer & Son, Inc. 
American Telephone & Telegraph Co. 
{National Yellow Pages Service) 
Agency: Cunningham & Walsh, Inc. 

American Viscose Corp. 
Agency: Arndt Preston Chapin Lamb & 
Keen, Inc. 
Arlington Aluminum Company 
Agency: Brewer Associates 
Armstrong Cork Company Inc. 
Agency: Batten, Durstine & 
Osborn, Inc. 
Associated Business Publications 
Agency: Van Brunt & Company 


Biltmore Hotel 
Agency: Speer Advertising Agency 


Chicago Sun Times /Daily News 

Agency: Earle Ludgin & Company 
Chicago Tribune 

Agency: Foote, Cone & Belding 
Chevrolet Motor Div., 

General Motors Corp. 

Agency: Campbell-Ewald Company 
Chrysler Corp.—Plymouth Division 

Agency: N. W. Ayer & Son, Inc. 
Cincinnati Enquirer 

Agency: Stockton West Burkhart Inc. 
Columbus Dispatch 

Agency: Harry M. Miller, 
Corinthian Stations 

Agency: Henry J. Kaufman & Associates 
Crosley Broadcasting Corp. 

Agency: The Ralph H, Jones Company 


Dartnell Corp. 
Agency: Torkel Gundel & Associates 
Denver Chicago Trucking Company 
Agency: Galen E. Broyles Co., Inc. 
Detroit News 

Agency: W. B. Doner & Company 
Dyrden-East Hotel 

Agency: Daniel & Charles, Inc. 


Eastman Kodak Company 
(Audio-Visual) . 
Agency: The Rumrill, Company 
Emery Air Freight 
Agency: J. M. Mathes, Inc, 


Ft. Worth Stor Telegram rr 
Agency: Rowland Broiles Company 
Faultiess Rubber Company 
Agency: Howard Swink Advertising 
Agency, Inc. 


Greensboro News-Record 
Agency: Henry J. Kaufman & 
Associates. Inc. 
Grit Publishing Company 
Agency: Gray & Rogers Advertising 


Hansen Storage Company ...............- 
Agency: Duffy & Associates, 
Hertz Corp. 
Agency: Needham, Louis & Brorby, Inc. 
Hospitals, Journal of American 
Hospital Association .. aaa 
Agency: Bernard J. Hahn & “Associates. 
House & Garden 
Agency: The Wesley Associates, Inc. 


industrial Equipment News 
Agency: T. N. Palmer & Co 


Kennedy Car Liner & Bag Company, Inc. 
Agency: R. J. Poorman & Associates, Inc. 


its; 


ALL CIIXN 
tHE YEAR-ROUND maine PIECE 
THAT NEVER Frais!!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS... ANYTIME 7) WANT 


resucts. FREE SAMPLE! es 
MARVIC ADV corp. © y@ 


HOTE 


861-JA MANHATTAN AVE. BROOKLYN 22, N.Y. 


ADVERTISERS’ INDEX 


RBWBWBBVWBVVWeVeesweesesesVe sees’ 


This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions. 


ADVERTISING SALES 


EXECUTIVE VICE-PRESIDENT | 
Randy Brown 


PROMOTION MANAGER 
Richard Ehrlich 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
Philip L. Patterson, Don O’Fee, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejey, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Blvd., Suite 204, Los 
Angeles 5, Calif., DUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif., WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 
St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 
7-6010. 


Ladies Home Journal 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Lufthansa German Airlines 
Agency: D'Arcy Advertising Agency 


McCall's Magazine 

Agency: Grey Advertising Agency 
McClatchy Newspapers 

Agency: J. Walter Thompson Company 
Market Statistics 
Marsteller, Rickard, Gebhardt & Reed, Inc. 
Marvic Company 
Joshua Meier Company 

Agency: Preiss & Brown, 
Meriden Record-Journal 

Aiency: Gordon Schonfarber & Associates 
Milwaukee Journal 

Agency: Klau-Van Pietersom-Dunlap, Inc. 


Management 


Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Moline Dispatch 
Agency: Clem T. Hanson Company 
Multi-Color Process Company 
Agency: Louis A. Brandenburg Advertising 


National Blank Book 

Agency: Sutherland-Abbott Advertising 
National Studios 

Agency: Elliott Flax Agency 
New Yorker 

Agency: Chirurg & Cairns, Inc. 


Organizations Services, Inc. 
Agency: Luckoff & Wayborn, | 


Packaging Corp. of America 

Agency: Carr Liggett Advertising, Inc 
Packer Corp. 

Agency: Gillham Advertising Agency 
Perrygraf Corp. 

Agency: Richard N. Meltzer Advertising 
yp on Howell & Heather, Inc. 

gency: Emery Advertising Agency 

Philadelphia Bulletin 

Agency: N. W. Ayer & Son, | 
Plasti-Line Company, Inc. 

Agency: Hogan-Rose & Company, Inc. 
Pontiac Motor Division-General 

Motors Corp. 

Agency: MacManus, John & Adams, Inc. 
Production 

Agency: MacManus, John & Adams, Inc. 
Purchasing 

Agency: Gray & Rogers Advertising 


Reader's Digest 

Agency: J. Walter Thompson Company 
Rock Island ~~ 

Agency: Clem T. Hanson Company 


Sales Meetings 
Sanborn Map Company .......... 
Agency: Kirschner & Company 
Saturday Evening Post 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Stein Brothers Mfg. Co. (Stebco) 
Agency: Grossfeld & Staff 
Successful Farming 
Agency: L. E. McGivena & Company 
Sweet's Catalog Service 
Agency: Muller, Jordan & Herrick 
Syracuse Newspapers os dws 
Agency: Doug Johnson & Associates 


Toledo Blade es (oes 
Agency: Blaco Advertising ‘Agency 

Top Ten Brands .. 
Agency Clenaghan '& Mount Advertisi ing 


United Air Lines 

Agency: N. W. Ayer & Son Inc. 
United Van Lines, Inc. 

Agency: Kelly, Zahrndt & Kelly, Inc. 


Viewlex, Inc. 
Agency: Marwel Advertising, 


WOTW (Charlotte, HM. Gud .nccccccsccee 
Agency: Kincaid Advertising Agency 

WHO- Radio (Des Moines) .... 
Agency: Doe-Anderson Advertising ‘Agency, 

Western Union Telegraph Company 
Agency: Benton & Bowles, Inc. 

Willard Hotel 

Worcester Telegrom & Gazette ......... 
Agency: C. Jerry Spaulding 


“oeane bmx 


BETHLEHEM © 
NEW rinest pecais ever MADE 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without woter in any weather. Best indoor, out 
door emblems. More economical. Write for samples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 
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THE SCRATCH PAD 
ed 


4 mere three months ago, about 
half of us thought the skies would 
fall if our team didn’t win. Nothing 
happened, as we knew nothing really 
would, and we are resuming our na- 
tional pattern of togetherness 

* 
Farmer: A man with grow-how 
+ 
Suggested title for a brochure for 
The Metrecal System 
of 
Weights & Measures 
° 

I haven’t dug into the files, but I’m 
pretty sure “Dash-hound” was sug- 
gested here for dogs of all makes and 
models which eat Dash 
Armour 


Armour’s 
Anvhow, I’m glad to see 
; ' 


using it 


. 

The Norelco Coquette shaver in 
new lipstick design for gals is “pink 
pretty, and perfumed,” and _ Jack 
Bryan director of St 


ndustrial 


Petersburg’s 
department calls that 
prett potent 
I “A Farewell to 
want the Venus de Milo 
ing role 
e 
lated space note: Grit carried 
10 more advertising in October 
1960 than in October 1959, which 
had been the record since the small- 
town weekly began in 1882. A bow to 
teady SM advertiser! 
° 
uba Libre” used to mean “free 
but now, alas, just a drink 
9 
In Speaking of Holiday,” Caskie 
Stinnett had this contrived 
play-on-words about a Manhattan 
“Go for Baroque.” 
° 


neatly 


And speaking of corporation wives 
Ken Klein tells me that, when Dave 
Abbey was made manager of the new 
Minneapolis office of The Katz 
Agency, Inc., advertising reps, Mrs 
Abbey not only went along graciously 
with the move from Chicago, but, in 
the Twin Cities, gave birth to twin 
“oe 
. 

Novembe 


your files 20-27 
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BY T. HARRY THOMPSON 


was National Cage Bird Week, also 
Indigestion Week, according to “Sell.” 
« 

What’s in a name? There’s less 
footwork in football than in soccer. 
* 

They say a wise man knows every- 

thing; a shrewd one, everybody 
. 
Note to neologists: For memory 
value, there’s a touch of genius in the 
coinage of names like “Tuesday 


Weld,” “Fabian,” and “Jaye P. 
Morgan,” even if based on family 
names. 
° 
As young married people, we were 
rather pleased with a set of service 
plates. Then I read that the Metro- 
politan Museum in New York paid 
$18,000 a dozen for a special exhibit 
of Lenox China. Later I heard of 
service plates at $60,000 a dozen, or 
$5,000 apiece. We're thinking of 
donating ours to some underprivileged 
shooting gallery. 
® 
In a letter to Writer's Digest, 
James Michener said that, like most 
writers, he shuttled between euphoria 
and manic depression. It doesn’t seem 
to have hurt his output or his bank 
account. 
* 
Epitaph for Pollyanna: “You can’t 
win ‘em all.” 


Slogans That Slug 


“Delenda est Carthago.” 


eering than today’s crop. 


to mind. 


and at small cost. 


ment window! 


Somewhere around 179 B.C., Cato the Elder whipped up 
what many advertising men consider the first of history’s slogans: 


It packed a wallop, for Carthage was indeed destroyed, as 
Cato thought it might be if his battle cry were said over and 
over again until it took root in the mind and led to action. 


An earlier generation of advertising men and women would 
seem to have placed more importance upon slogans and slogan- 
With few exceptions, the really 
durable slogans appear to have been spawned away back there. 


There was Steinway Piano’s “The Instrument of the Im- 
mortals.” There was Bon Ami’s “Hasn't scratched yet,” always 
used in conjunction with a baby chick. There was that laconic 
“Say it with flowers,” to mention the briefest list that comes 


In an old play, “It Pays to Advertise,” a leading character 
said: “Tell a man the same thing often enough and he'll think 
it’s his own idea and go out and root for it.” That is the hard 
core of the whole sloganeering business. 


[ plead guilty to a fondness for slogans, because they usually 
came easy for me, without Ole Man River's “sweat and strain.” 
I have seen them work long and hard for products and services 


There is probably a right slogan for whatever it is you sell. 
It ought to be obvious, if possible, rather than contrived—some- 
thing that seems to write itself. The point is to recognize it 
when it comes, so keep that light burning in the copy depart- 


pes 
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Advertising volume is leaping. This year alone, $12 
billion worth of ads will jump out at the average 


American housewife. 


To make a ripple in this roaring see, you need a 
medium that doesn’t just sit there like a bump on a 
frog. You need a magazine that can make eyes pop 
and minds perk. A magazine that delights. Excites. 


And invites the reader back. You 
need The Saturday Evening Post. 

The average reader sees your Post 
ad page 37% more times than the 
same ad in the other big weekly. 


(There's no extra cost for the extra exposure.) And 
these repeat exposures in the Post do more for your 


advertisement than you may know. The new Rochester 


a RTIS MAGATINE 


The Saturday Eveding 


POST 


THE INFLUENTIALS’ MAGAZINE 


Study indicates that two exposures of an ad page in 
a single issue of the Post have twice the effect of one 
on the reader's willingness to buy your brand. 

No need to be a worry wart about the $12 billion 


problem. Take the bull frog by the 
horns. Advertise in The Saturday 
Evening Post! 


YOU GET THROUGH TO PEOPLE 
(INFLUENTIAL PEOPLE) IN THE POST 


i 
Nee Sl fg, 


Media’s Law: 


To a seller of lampshades, the pulling 
power of an advertising medium is equal 
to the number of lampshades sold. 
To media men, pulling power is influ- 
enced by several interrelated factors. 
The law or formula looks like this: 


Pulling Power 5 


Circulation Volume 
x 
Editorial Vitality 
x 


| Reader Confidence 


The Chicago Tribune, with a circulation 
11% times that of any other Chicago 
newspaper, out-pulls the other papers 
by at least 3 to 1 and as much as 15 tol. 


Chicago Tribune 


> 
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CONVENTIONS * EXPOSITIONS » TRADE SHOWS 


PART TWO 


os La mI 
TWA rHe SuperJet AIRLINE 


Jet speed, comfort, luxury to conventions everywhere 


UNITED STATES | = EUROPE ASIA 


TWA JETS AND SUPERJETS vet vou there in less time, give you more time for business, more time for 


relaxation. Magnificent TWA Jets fly non-stop between major United States cities coast-to-coast. 


GIANT TWA SUPERJETS fly to Europe in 6 hrs., 30 mins. Daily flights to London, Frankfurt, Paris and 
tome. Service to Lisbon, Madrid, Athens. And now...TWA SuperJets to Dhahran and Bombay! 


CXCLUSIVE, ONE-AIRLINE TRAVEL no other airline can match. You can fly TWA all the way. It’s the only 


me-airline service between 70 key United States cities and 23 world convention centers abroad. 
FREE STOPOVERS. Visit as many as 19 extra cities overseas at no extra cost...en route to or from 
vour meeting. And ask about interesting TWA “side trips” and Post-Convention Holiday Tours. 
YOUR CHOICE OF SERVICE. For luxury... First Class, featuring International dining in the Grand 


Manner. For great savings ... thrifty Coach or Economy Class. For a superlative trip ... fly TWA. 
FASTEST COAST-TO-COAST 
Call your tra el agent Call your travel agent 
or nearest TWA office or nearest TWA office 
THE SUPERJET AIRLINE’ 


The only airline flying across the United States in 4 hrs. and 30 mins. 


TWA THE SUPERJET AIRLINE is a service mark owned exclusively by Trans World Airlines, Inc. 


DISCOVER 
THE NEW 
WORLD OF 


AMERICANA 


OPENING MID-1962 AT 52ND TO 
53RD STREETS ON SEVENTH AVE. 


Imaginative in concept, daring in design, and extremely versatile in its facilities, the 50-story AMERICANA of 
New York will set a new standard in the hotel field. Its 2,000 rooms, seven restaurants, shopping promenade 
and built-in garage will be complemented by New York’s largest and finest convention facilities: A 60,000-sq. 
ft. exhibit hall, a Grand Ballroom and 7 Junior Ballrooms, and 33 private meeting-dining rooms. For information 
and firm bookings: Write or call The AMERICANA of New York, Sales Department, 1540 Broadway, New 


York 36, N. Y. (JUdson 6-4400) Direction: LOEW’S HOTELS, INC., Preston Robert Tisch, President 
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SITE FOR 
SUCCESSFUL 
MEETINGS... 


CHICAGO'S 
PRUDENTIAL 


AUDITORIUM 


. . . Accommodations for ,up 
to 1100 people . . . catering 
service for 425 seated guests 
... raised stage 40-feet wide, 
20-feet deep... modern 
lighting and public address 
system ... projection booth. 


For reservations, call: 
WHITEHALL 3-2800, EXTENSION 262 


THE 
PRUDENTIAL 
BUILDING 


Randolph Drive, just 
east of Michigan Avenue 
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CONTENTS 
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Community Relations 


Chrysler Exhibit Nets PR Bananza 


Convention Speaking 


How Do Semanticists Communicate? 


Exhibit Design 


Where Are Our Future Designers? 


Exhibit Techniques 


Beware a Lazy Booth 
Exhibit “Nets” 70% of Audience 


Owens-Corning Sold on Films for Trade Shows 


industrial Theater 


Film to “Live” in a Wink 
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BERMUDA HEADQUARTERS FOR EXECUTIVE GROUPS, CON- 
FERENCES AND CONVENTIONS * Every Island attraction at 
this magnificent 180-acre CASTLE HARBOUR estate . . . Ber- 
muda’s most experienced hosts to important organizations 
from the United States and Canada. For groups to 500 your 
choice of three impressive air conditioned Function Rooms 
... modern equipment, complete banquet service. 

JOHN C. FISCHBECK II, Gen. Mer. 
18-hole Championship Golf + Island's largest private Beach 
300 Air Conditioned seaview rooms + Tennis Courts 
Terrace Pool + Water Sports + Floorshows, dancing nightly 


THE AIR CONDITIONED 


e 


TUCKER'S TOWN + BERMUDA 


U.S. and Canadian 
— Representatives 


fie ; aad 
onithases. William P. Wolfe 


his Sore ware ee Organization 
, BOSTON * CHICAGO 

CLEVELAND 

MIAMI * NEW YORK 

PHILADELPHIA 

MONTREAL * TORONTO 
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Su les Meetings 


EXECUTIVE OFFICES, 1212 Chestnut St. 
Philadelphia 7, Pa. WAlnut 3-1788 


PUBLISHER Philip Harrison 


EDITORIAL 


EDITOR Robert Letwin 
ASSISTANT EDITOR 

Melvin M. Waterbor, Jr. 

Research Editor John T. Fosdick 

Consulting Editors Richard Beckhard 

Dr. B. B. Goldner 

Staff Photographer Sid Robbins 

READERS’ SERVICE BUREAU Anne Collos 
CONVENTION DIRECTORY DEPT. 

Jacqueline Fox 

Eva Roseman 

Toula DePrince 


VICE-PRESIDENT 


Randy Brown, Jr., 630 Third Ave., New 
York 17, N. Y., YUkon 6-4800. 


Advertising Production, M. Greenberg 


DIVISION SALES OFFICES 
Philadelphia—Pau! Lightman, Southeast 
and Foreign Manager, 1212 Chestnut 
St., Philadelphia 7, Pa., WAlnut 3-1788. 


New York—Don O’Fee, Eastern Man- 
ager, 630 Third Ave., New York 17, 
N. Y. YUkon 6-4800 


Chicago—Thomas S. Turner, Midwest 
Manager, 333 N. Michigan Ave., Chi- 
cago 1, Ill., STate 2-1266. 


Pacific Coast—John W. Pearce, Western 
Manager, 3055 Wilshire Blvd., Los 
Angeles 5, Cal., DUnkirk 5-0235; War- 
wick S. Carpenter, Director of Market- 
ing, Western Area, P.O. Box 419, Santo 
Barbara, Calif., WOodland 2-3612. 


Bill Brothers Publications in MARKET- 
ING: Sales Management, Sales Meet- 
ings, Premium Practice. 
INDUSTRIAL: Rubber 
World, Plastics Technol- 
evevcarrone | OGy. MERCHANDISING: 
Fast Food, Modern Floor 
Coverings and Modern Tire Dealer. 


One. Grorneee 


SALES MEETINGS is Issued bimonthly: January, 
March, May, July, September and November as 
Part Two of SALES MANAGEMENT, Ali mail for 
SALES MEETINGS sheuld be directed to Philadel- 
phia Office. 


Copyright Sales Management, Inc., 196! 
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Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa., WA 3-1788 


A-C Goes “Big Time” 

Demonstrations “Sell” Salesmen 

Ray-O-Vac Knows How to Put Men to Work 
Should Ad/PR Agencies Stage Your Meetings? 
Surprise Takes Meeting Out of Ordinary 
Two-Way Film Tells Basics 


Session for Editors 


Inside Story of National Auto Show 
Metal Show Tests New Ideas 


Wonderland was “Editorial” Feature 


The Great Training Robbery 


Advance Peak at Century 21 
N.Y. World’s Fair Seeks $$ 


SYNE Aa a ea ea 
DEPARTMENTS 


Advertisers Index 142 Facilities Roundup 15 
As the Editors See it 10 Letters 9 


Best I’ve Heard Meeting and Show News 23 
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SAMPLE 
OF 

NEW 
VINYL 
TILE 


may 7 mon ag 


CUTS LABOR COST 
AT LEAST % re ae 
READILY CONFORMS tt * 8; , 
TO SHAPE OF FLOOR, ot For aa ty 
NEEDS NO eee we: 
TAPING OR °° Eka t 


GLUING. HE UNIQUE KEY 


LOCK DOES THE 
TRICK! MAKES 
INSTALLATION 
FAST AND EASY. 


” Ae * & re 


oP 
is tae 


SSCS SESETESSTE ESSE Eeee eee eee 


Please send me a Fact Sheet and 
miniature free sample of Porta- 


eek 
iva - 


* 
oR 
sh 


: ‘oy 


BEST iN THE WEST 


Py j 1 
=_—— for your convention! 


LAS VEGAS 


Vuctroelwecs THE LARGEST AND FINEST, NEW, PRIVATE 
CONVENTION HALL AND AUDITORIUM IN THE WEST! 


ee 


on 
a 
-@ 
Ee 
” 
. 
; 
‘ 
* 


MOST MODERN AND COMPLETELY EQUIPPED IN AMERICA... 
A MILLION-DOLLAR MIRACLE! 


19,000 square feet “‘Projectioneered” to SEAT 3300 PEOPLE theater-style, 
and 2200 PEOPLE banquet-style, with stage and speakers unobstructed in 
sight and sound from any part of the auditorium. 


For smaller groups, the auditorium can be partitioned into 3 or 4 more areas, 
EACH WITH ITS OWN STAGE, by means of soundproof movable walls. 
These stages and speakers’ platforms are the most modern and superbly- 
equipped in the West. 


11 magnificent meeting rooms, seating from 200 to 3300 people, Plus 20 
committee and hospitality rooms for 30 or more people. 

FOR EXHIBITION PURPOSES, THE AUDITORIUM WILL ACCOMMODATE 
200 BOOTHS, INCLUDING AMPLE AISLE SPACE. 

Specially-designed over-head sliding doors have been engineered WIDE 
ENOUGH TO ACCOMMODATE ANY SIZE TRUCK OR TRAILER DIRECTLY 
ON CONVENTION FLOOR FOR LOADING AND UNLOADING PURPOSES. 
The perfect setting for your convention, LARGE OR SMALL! 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


Fobabeus Plaminge 


CONVENTION SHOWPLACE OF THE NATION 


é eek = 
FOR COMPLETE INFORMATION, 
Write, Wire or Phone: 
DON WILKINS 
Director of Sales 
The FABULOUS FLAMINGO 
LAS VEGAS, NEVADA 


Phone: DUdley 2-4000 
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ways to bring 
meeting's to your 
men... instead of 
men to your 


’ 


meetings! 


162 Holiday Inns, all with meeting room 
facilities, are at your service for region- 
al, local or simultaneous national meet- 
ings. Easily reached by car, Holiday 
Inns have everything you want under 
one roof—complete dining rooms, bed- 
rooms, suites, studio rooms. All rooms 
are air conditioned. Holiday Inn meet- 
ing rooms were built just for that 
purpose —they're clean, modern, well- 
lighted and beautifully appointed with 
comfortable chairs, desks, tables. No 
matter how small or large your meeting 


problem, let Holiday Inns help you solve 
it. For additional information and for a 
complete Holiday Inn directory showing 
all locations, write: Jack Ladd, Vice- 
President —Sales, 3736 Lamar Avenue, 
Memphis 18, Tennessee 

Your Business Host From Coast To Coast 


NEARLY 200 NOW IN 30 STATES AND CANADA 
A NEW HOLIDAY INN OPENS ALMOST EVERY WEEK 
Alabama Kansa New York j 
Arizona Kentucky North Carolina Ny 
Arkansas Louisiana Ono Tv 
Califorma Maryland Oklahoma = 
Colorade Pennsylvania -— 
Florida ISSISSIPP! south Carolina 

Georgia Missouri Tennessee 

Itlinors Texas 

Indiana New Jersey Virginia 

lowa New Mexico Wisconsin 


| « ( . 
if 
“\Vvbx gone We 


Please send me without cost or obligation the latest 
Holiday inns’ Directory giving locations, addresses, 
facilities, rates, phone and teletype number of all Holiday 
Inns now in operation. Write to: Holiday Inns of America, 
3736 Lamar Ave., Memphis 18, Tenn 


Name 


Street Address 


City 


State 


P-I Copyright 1961, Holiday Inns of America, Ine. 
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It takes careful planning and proper launching to make a big splash. This is just 

as true in exhibit programming as in launching a ship . . . or a product. That's why 
Gardner Displays stresses PLANNED IMPACT exhibit programming, whereby 

Gardner works closely with the exhibitor from the start, integrating objectives, 

plans, budgets, design, construction and scheduling in order to create the greatest 
sales impact at the right place and at the right time. Gardner Displays takes care of all 
the details .. . and the worrying! 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
477 Melwood Ave. ¢ MAyflower 1-9443 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. « Lincoin 4-2030 41 East 42nd St. ¢ MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bldg e« LOcust 8-5395 


THIS IS THE PLACE FOR GROUP MEETINGS! 
THE COMPLETE HOTEL AND COUNTRY CLUB! 


Perfect for CONVENTIONS —the wonderful world of the DIPLOMAT! 

You'll accomplish more, enjoy more in this complete-in-itself convention 

world! More ftlexiblie space — 31,000 square feet in our new Convention Hall 

alone, seating over 2,000...pius a variety of other meeting rooms that can easily 

seat from 150 to 1,414! All have the latest sound and lighting innovations; all are 
climate-controlied; all are supremely comfortable —and there’s a special exhibition hall, 

with convenient ramps, totaling 13,000 square feet! Luxury accommodations —700 deluxe 
guest rooms in three delightful places: Diplomat East; Diplomat West; the new Diplomat 
Inn, adjoining our two private golf courses. Complete fun and sports facilities —a Country 
Club all your own, with Free Golf on an 18-hole PGA course or a new 9-hole course...Free 
Tennis on 6 clay courts...deep-sea fishing from our own dockage...swimming in 5 pools 
or from our 1200-foot ocean beach. Worid-famed food and service—dining in 6 celebrated 
restaurants on award-winning cuisine; service as it should be; expert assistance and planning 
from the top Diplomat convention staff! Ideal location — in the heart of the exciting 
Fiorida Gold Coast...minutes from Miami Beach, Hollywood, horse and dog racing, jai alai. 


No other place can offer you so much for business and pleasure! 


HOLLYWOOD BY-THE-SEA, FLORIDA 


SAMUEL FRIEDLAND JEAN S. SUITS IRVING COWAN IRVING TILLIS 
Ownership Managing Director Vice President Director of Sales 


=. 
wey andy OE Sey 


« 


a | mi il ee 
me tT . : 


a Oe, d « < 
Teletype: Hollywood 351 Phone: WAbash 3-8111 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES: 
Washington, D.C.: 1145 19th Street, N.W. + FEderal 8-6481 + Teletype WA 279 / Chicago: 505 N. Michigan Avenue » MOhawk 4-5100 « Teletype CG 1264 
Detroit: 804 Washington Blvd. Bldg. » WOodward 2-2700 + Teletype DE 1480 / New York City: 532 Madison Avenue » MUrrayhill 8-0123 + Teletype NY 1-425 
Philadelphia: ENterprise 6340 Atlanta: Rhodes-Haverty Building » JAckson 4-3486 -' Teletype AT 752 Boston: ENterprise 6340 
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—-Si4 LETTERS TO THE EDITORS 


second largest airlift? 


Your article in Sept. 16 issue 
regarding the John Deere meeting 
was most interesting to me since I 
have been responsible for an un- 
dertaking of this sort over the past 
few years for the J. I. Case Com- 
pany. You are to be congratulated 
as your article is not only interest- 
ing but educational. 

It is very interesting to note the 
extent to which Deere and other 
competitors of the J. I. Case Com- 
pany have adopted basic techni- 
ques and methods of presentation 
originated and pioneered by the J. 
I. Case Co. at Phoenix, Nassau and 
Miami. 

Regarding the Deere airlift, I 
note that you state, “... the largest 
commercial airlift in history—5,000 
air riding dealers.” This is not 
quite a record inasmuch as J. I. 
Case Co. transported over 6,200 
dealers to Nassau in 1958 and 7,300 
to Miami in 1959. The Deere oper- 
ation is still considerably short of 
the largest commercial airlift in 
history. This error may be due to 
information given to you by Deere 
since they claimed the largest air- 
lift in history last year in trans- 
porting a much smaller group of 
their dealers to Waterloo, Iowa. 
Numerous companies have put out 
press statements listing their oper- 
ations as the “largest airlift in his- 
tory’—“largest airlift by a private 
concern,” etc. However, none have 
come up with facts and figures to 
justify their claims of a record any- 
where near the Case operations. 

Speaking of records, I believe 
the 55 carloads of machinery which 
were used in our Phoenix World 
Premiere in 1957 is the largest 
amount of machinery ever exhib- 
ited by one manufacturer at one 
time in one place. 

Cole H. Morrow 
Administrator of Special Projects 
J. I. Case Co. 
Racine, Wis. 


prefers Otis hospitality 


I have just finished reading the 
article entitled “Which Would You 
Use?” in your Sept. 16 issue. Our 
company was exhibiting for the 
third time in the BOMA Conven- 
tion where the information for your 
article was assembled. However, 
after three years of watching the 
comparative effectiveness of the 
two subject companies’ exhibits, I 
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feel that the presentation in your 
article certainly left an erroneous 
impression. 

On page 143 you have an article 
“Put Your Hospitality Room To 
Work” which could have told the 
rest of the “elevator” story. Al- 
though the Otis booth is always 
one of beauty and interest, by com- 
ining it with an informal hospitality 
room they have achieved outstand- 
ing success. Their hospitality room 
has traditionally been the meeting 
place for everyone at the conven- 
tion, delegates as well as exhibi- 
tors. 

At first I questioned whether it 
was wise on the part of the Otis 
Company to make other exhibitors 
welcome in their hospitailty room. 
However, after three years I can 
guarantee that this is sound judg- 
ment. A building owner or man- 
ager could not mention elevators in 
the presence of any of our dealers, 
salesmen or executives who have 
attended the conventions without 
our people putting in a plug for 
the more than friendly and less than 
formal Otis organization. I am 
sure this is true for every exhibitor 
at the show. Where could you buy 
a comparable sales force at the 
same price? 

Otis Elevator has achieved both 
outstanding advertising through 
their exhibit and superb public re- 
lations through the use of their 
hospitality room. It is for this rea- 
son that I felt compelled to speak 
out against the injustice your article 
does in presenting these two com- 
panies. If you would like more 
information on the subject, I would 
suggest that you poll the atten- 
dance of the Philadelphia meeting; 
the delegates, their wives, the ex- 
hibitors. I sincerely feel that you 
should make an effort to correct 
the erroneous impression your arti- 
cle has presented. 

M. E. Pendleton 
President 
American Glass Tinting Corp. 
Houston, Texas 


> Article attempted to compare 
only exhibit (three-dimensional) 
aspect of Otis and Westinghouse 
efforts rather than hospitality ac- 
tivities. While reader Pendleton 
may have read into the article fav- 
oritism for Westinghouse, our re- 
porter personally was more im- 
pressed with Otis exhibit as a mar- 
keting tool. 


PROVIDENCE 


RHODE ISLAND 


YM jl i 


—and nicest — of the 50 
United States. 
¢ with COMPLETE 
convention facilities 
* Free Parking 


IN DOWNTOWN PROVIDENCE 


For further information write 
Hon. Walter H. Reynolds, Mayor 
or Convention Bureau 

Providence Chamber of Commerce 


Providence, R. | 


— Vl 


AS THE EDITORS SEE IT 


JANUARY 20, 1961 


Why Waste Manpower at a Show? 


SOME OF THE BEST things that happen to us 
are forced upon. Often we shun good health 
habits until serious illness threatens. This hap- 
pens with our business health, too. 

In many quarters today you hear cries for 
cost cutting to stem the tide of dwindling profits 
even in the face of rising sales. Well, we have 
a suggestion to cut waste (not cost) and results 
are more promising. 


Whether you are economy minded or not, you 


should look at the waste of your natural re- 


sources—sales and executive personnel—at major 
trade and industrial shows. In the name of 
economy (if you need this stimulus) you should 
get more for your dollar invested in personnel at 
shows. Companies that have tried what we now 
suggest have found that it works—profitably. 

No sales force should be sent to a major show 
without plans for a pre-show or post-show sales 
meeting. Big cost is transportation to the show 
site. To miss the opportunity for a productive 
meeting when you already have paid to bring 
men together, you indulge in sheer waste. 

Assignment of hours for attendance at the 
booth is not enough to justify a pre-show meet- 
ing. Nor is a simple explanation of the exhibit 
enough, either. A real pre-show meeting should 
discuss the plan of attack to get the most out of 
show visitors. Possible approaches should be 
discussed and a consensus should be drawn on 
the best ways to take advantage of time with 
prime prospects. 

Pre-show assignments should be more than a 
schedule of hours on duty in the booth. Each 
man should be given special investigations to 
complete. For instance, one man might be as- 
signed to analyze competitive claims. Another 
may have the job to talk to as many fellow 
exhibitors as possible to get opinions on the 
show, market conditions, quality of attendance, 
etc. An executive might check on possible tie-ins 
with other companies’ products for promotion 
of a system, perhaps. Still another assignment 
would be to check registration lists of the show 
or hotels for key people your salesmen would 
like to meet. 

None of the foregoing things get done, usually, 
unless they are discussed in advance and definite 
assignments are made. 


Follow-up meeting as soon as the show closes 


offers additional opportunity to capitalize on a 
group situation. Among the things that should 
be discussed at a post-show meeting are these: 

1. Evaluation of inquiries: Which of the 
prospects seem to offer the best potential and 
should get special attention? What interested 
prospects most — which product features seemed 
to “click”? A review of inquiries with all booth 
attendants keeps hot prospects hot. Time has a 
disastrous way of killing and dulling reactions 
on which a sales plan could be built. 

2. Plan followup: Immediately after a show 
is the best time to plan a followup of all pros- 
pects. In group discussion, procedures and ideas 
can be developed to best capitalize on interest 
shown at the exhibit. Salesmen should leave 
the show city knowing exactly how they will 
follow up their accounts and prospects. And 
not only should inquiry cards be sent to sales- 
men in the field who were not at the show but 
a recap of the meeting so they might benefit 
from discussed plans of attack. 

3. Market reactions: What better time to 
consider market conditions than immediately 
after a concentrated dose of reactions in the 
market? 

4. Show evaluation: What did each man 
think of the show and why? Right after the 
show is a good time to gather impressions to 
use when show plans and budgets come up for 
the next exhibit. 

5. New approaches: Immediately after expo- 
sure to all kinds of exhibits at a show (and ex- 
perience in your own booth) is a good time to 
discuss new approaches for the next exhibit. 
With fresh impressions and a lively discussion, 
some basic exhibit plans can be mapped in half 
the time that it takes months later—when recall 
is more difficult. 

6. Competition evaluation: Ostensibly, your 
competitors have shown their best. Now that 
you have been exposed to it, it’s worth discussing 
with the men who have to face it alone out in 
the field. 

While there are other subjects of value that 
can be discussed at pre- or post-show sales meet- 
ings, those we have mentioned are the ones other 
companies have used most often. 

To prevent waste of manpower at your next 
show, plan at least one meeting around it. 
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“THE RESORT- }CONVENTION HOTEL 
OF | MANY HAPPY RETURNS!” 


Db 


; All our claims are so much extra 
- icing on the cake. For the 
proof of the pudding, 
we proudly point to the many 
groups who keep coming 
back happily time after 
time —for fun and 
accomplishment. 


For full particulars about 
our matchless meeting and 
exhibit facilities, write: 


Convention Manager 


CENTER OF THE BOARDWALK 
ATLANTIC CITY, N. J. 


A TISCH HOTEL + CHARLES CRADDOCK, Gen. Mgr. > OCEANFRONT, 96th TO 98th STREETS* BAL HARBOUR, MIAMI! BEACH, FLORIDA 
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Directory of 


CONVENTIONS 


The nation’s leading directory 


of coming events 


Lists 18,000 U. S. and Canadian Conventions—No Dupli- 
cations! Clear, Visible, Simple to Read Listing Includes: 
. Size and type of group 
. Name and address of executive in charge 
3. Dates and location of current meeting 
. This year’s headquarters 


EVENTS LISTED GEOGRAPHICALLY 
BY DATE AND BY INDUSTRY 
For Quick Easy Reference 


GEOGRAPHICAL SECTION 


All events in this section are listed 
alphabetically by state (or province) and 
city. Listings are arranged chronologi- 
cally by date covering meetings as far 
in advance as information is released 
by association headquarters (ranging 
for 1 to 10 years). 


INDUSTRY BREAKDOWN 


The industry section is cross indexed by 
86 different industries, businesses, and 
professions. If you’re interested in any 
group from Accounting to Warehouse- 
men, you'll find all the groups listed by 
their functions. 
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Complete Guide to Conventions 


amd Conferences in the 
United States and Canada 


Essential facts on all meetings held in United States 
and Canada are listed in Directory of Conventions. 
This authoritative guide to coming events in 
business, industry, professions and fraternal organ- 
izations is the most widely used reference book on 
conventions. It is accurate and complete. 


most accurate gut 

At just $12 a year, subscr 
Directory of Conventions in: 
supplement in July to add as 


j 
| 


venti uncead 


ann 


a Lowble Checked 


All facts in Directory of Conventions are 
checked directly with headquarters of each 
sponsoring association. Events are listed 
long in advance—one, five and sometimes 


10 years in advance. It allows you to plot 
movement patterns of convention groups. At 
a glance you can see peak convention 


periods in every.convention city in North 
America. 


SEND COUPON IN TODAY - MONEY-BACK GUARANTEE IF YOU ARE NOT SATISFIED 


Sales Meetings Magazine, Dept. RM 
1212 Chestnut St., Philadelphia 7, Penna. 
Enter my subscription for one year to Directory of Conven- 
tions —$12 per year. 
_] check enclosed C) bill me 
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Bienvenidos Amigos / 


Ready for you - 
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HOTEL MARIA ISABEL — 


Mexico City 
NEWEST OF THE BALSA HOTELS e MOST LUXURIOUS IN THE AMERICAS 


Superb Meeting and Dining Facilities for 2,500 People 
Ideal Flexibility for All Requirements 
“650 Rooms and Suites of the Future” 
Bilingual Staff Truly Personalized Attention 


Mexico City Offers the Perfect Year-Round Climate 
Other members of the Balsa Hotel Family to serve you: 


in Mexico City El Presidente - Luxury without par 

Del Prado - World famed 
Prado-Alffer - Elegance of Mexico 

; Hotel Premier - Sparkling new 

un Acapulco El Presidente ~- Finest and most luxurious 
Elcano - Spectacular and delightful 
Prado-Americas - Home of “Cantamar” 
Noa Noa - Favored for its facilities 

; } Motel Tampa - Superb for informal relaxation 
and in New York City - the famed St. Regis 


Cesar Balsa, President Roberto Zapata, Jr. Managing Director 
For bookings, information and details: 


“BALSA HOTELS” 
Hamburgo 135 Mexico, D. F. 
U. S. and Canadian Representatives: 
UTELL INTERNATIONAL JOHN A TETLEY CO., INC. 
New York @ Dallas @ Boston @ Montreal @ Chicago @ Toronto e Miami Los Angeles @ San Francisco 
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FACILITIES 
SM ROUNDUP 


Hartford, Conn. 

Hotel Corporation of America 
announced plans for a new $5-mil- 
lion hotel in downtown area to be 
completed in 62. Hotel will have 
250 rooms, plus a large ballroom 
and a series of meeting rooms 
among its facilities. Plans call for 
underground parking, free of 
charge to guests. 


Chicago 

Plans for a 20-story, 750-room 
motel, right across from McCor- 
mick Place, has been announced 
by Aristocrat Inns of America. 
Statistics describe just the first 
stage of a hotel-motel complex to 
eventually number 2,000 rooms. 
To be known as McCormick Inn, 
the hotel is scheduled to have 750 
rooms completed late in ’62. Aris- 
tocrat chain bought the rights to 
build the $15-million inn over top 
of as many as five acres of Illinois 
Central Railroad property. 

Edgewater Beach Hotel is spend- 
ing $2.5 million over three years 
to increase its convention and busi- 
ness meeting facilities, according 
to General Manager William G. 
Callahan. Plans call for an all- 
purpose convention hall this Fall. 
Capacity is to be 2,200 people for 
meetings, 1,600 for meal functions. 

New Drake hotel, to be known 
as Drake Oakbrook, is under way 
on southeast corner of Cermak and 
York Roads. Present trend toward 
suburban facilities is reason given 
for construction of new hotel. 
Property will include ultimately 
350 rooms, but 153 are to be com- 
pleted first. Of these, 69 are to be 
in the hotel building and 84 will 
make up motor units immediately 
adjoining. No completion date has 
been announced for the $3.5 mil- 
lion project. 


New York City 

Preston R. Tisch, president, 
Loew’s Hotels, Inc., announced the 
name of its 800-room hotel being 
built at Lexington Ave. and 5lst 
St. has been changed to Summit. 
He explains, “Since we decided to 
call our latest project, the 50-story 
hotel now being built on 7th Ave. 
between 52nd and 53rd Sts., the 
Americana, we feel that confusion 
might result from the similarity of 
names. 

For mid-town motorists a new 
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Why do so many conventioneers 
rally round the Coast Line? 


Conventioneering? Then rally with your group around the Coast 
Line Railroad and learn what more and more in-the-know con- 
ventioneers are finding out. 

Coast Line is there when you need them, helping you with 
troublesome details and arrangements. Our representatives are 
ready at any time to assist you in the actual planning of your 
convention. Their many years of experience are at your service 
to make your convention outstanding. 

Of course, your round-trip travel is arranged aboard safe, com- 
fortable Coast Line trains. Lots of room to mix and mingle; quiet, 
individual berths; prepared-to-order meals in the diners. You 
travel as a group, arrive as a group with no strays, late arrivals 
or lost baggage. 

Whether you require transportation only or a helping hand 
with your convention plans, let Coast Line get rolling for you. 
For details see your Coast Line ticket agent or write direct. 


r 

MAIL COUPON TODAY | T. K. Lynch, Passenger Traffic Manager 
Atlantic Coast Line Railroad 
Jacksonville, Florida 


ATLANTIC | | would like to know more about Coast Line’s 


| Convention planning. 


RAILROAD eee 


| City Zone___State. 


>) g LARGEST 
CONVENTION RESORT 
IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 +« Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 
for groups up to 4,000 + Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury + 5 cocktail lounges « exclusive shops « La Ronde Supper Club + Yacht Basin 
Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas -« GOLF at exclusive country club e¢ 1,000 feet oceanfront beach 
Spacious hospitality suites « Ample undercover parking 
180,000 sq. ft. exhibition and meeting areas « 2 Swimming pools, putting green, tennis 


For information write or wire 


NEW YORK OFFICE: circle 5-7800 + Teletype: NY 1-528 © CHICAGO OFFICE: Andover 3-4181 + Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 
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CABANA, YACHT AND COUNTRY CLUB 


en 
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1.000 FEET OF OCEAN BEACH — MIAMI BEACH, FLORIDA 
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continued 


2,200 room hotel will be built in 
Rockefeller Center. Hotel, 45 
stories tall, is to include a 5,000 
capacity ballroom for meetings, 
plus 34 function rooms to seat a 
total of 2,500 more. Hilton will 
join Rockefeller Center and Uris 
Building Corp. in erecting the $75- 
million hotel. Hilton is expected 
to manage the hotel, scheduled to 
open January ‘63. 

Hotel Commodore is on a $2- 
million spending spree to renovate 
its facilities. Already completed is 
the first new ballroom in the city 
in 30 years. The new Windsor ball- 
room has a seating capacity of 
1,000 people. Room is a three 
room suite (each room different) 
which blends into one larger unit. 

Airport Motel Inn, 224 rooms, 
is to be constructed opposite La 
Guardia Airport, according to Land 
& Building Investors, Inc. To cost 
over $3 million, the five-story mo- 
tel will have banquet rooms to ac- 
commodate 1,390 people on the 
main floor level. 


Montreal 

Opposite city’s new  Interna- 
tional Airport, construction will 
begin early 61 of the 200-room 
Dorval Hilton inn. To be com- 
pleted in Spring 62, the $3-million 
inn will be owned by a newlvy- 
organized Canadian corporation, 
Hilton Inns of Canada, Ltd. In 
turn, Hilton Hotel International, 
Inc., owns all stock of the sub- 
sidiary. 


South Egremont, Mass. 

New function room (44 x 60 ft.) 
adjacent to the Jug End Barn din- 
ing area will seat about 225 guests 
at tables of four or six. In addi- 
tion, a movable wall can be rolled 
back to expand capacity to 425. 
Room is expected to open before 
end of the month. 


Richmond, Va. 

Richmond Hotels Inc. has pur- 
chased a three-story building and 
parking lot at 6th & Franklin 
Streets, adjacent to its Hotel John 
Marshall. Plan is to remodel the 
second and third floors of the 
building to expand convention and 
exhibit space for the hotel. 


Nashville 

Pick Hotel Corp. leased a 132- 
unit motel, reported to be the larg- 
est motel lease transaction in the 
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Honored by great organizations of America... 


For Service 
or the Call 
— Of Duty 


?@ Personalized attention: Your first contact at Henry Hudson 
" becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


e Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


e Complete Facilities for groups of 10 —1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 


COLUMBUS 5-6100 


353 West 57th Street, 
New York City 


Y 
wa ; 
~< > 
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Available to our guests: The 
newest, most modern Vic Tanny's 
Private Gym and Health Club. 
Swimming pool, men's and 
women's gymnasiums, steam 
rooms, massage facilities all lo- 
cated on premises. For details 
and special group rates, direct in- 
quiries to: Mr. Frank W. Berkman. 


Western Hotels’ pre-registration system is a real boon to conventioneers. 
No fuss, no waiting at the desk. Room, price, accommodations—all done in advance. 


It’s another VSP Service your organization deserves—23 better ways to make 


every guest feel like a Very Special Person. With it all: Rooms to sprawl in, rooms 


to sit tall in, the finest foods and beverages, the greatest array of meeting 
facilities, the swiftest Hoteletype reservation service and the best hotels in the 
West. Send for our Western Hotel facilities and location folder. 

Write us at the Olympic Hotel, Seattle, Washington. 


Very Special Person Service—only «We stern Hotels 


INCORPORATED , 


S. W. Thurston. Chairman of the Board — Executive Offices: Olympic Hotel, Seattle — National Sales Offices: 
347 Madison Ave., New York, 37 So. Wabash Ave., Chicago, 9363 Wilshire Blvd., Beverly Hills 
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city’s history. Owners, Tennessee 
Real Estate Co., declined to di- 
vulge how much Pick paid, but 
speculation is rent will exceed $2 
million over the 25 years. To be 
called the Albert Pick motel, it is 
located two miles south of down- 
town. Motel is scheduled to be 
completed in April. 


New Orleans 


Royal Orleans opened its doors 
recently to increase the city’s sleep- 
ing capacity by 350 rooms. Lo- 
cated in the heart of the French 
Quarter, hotel features seven pub- 
lic rooms, theatrical lighting for 
presentations and a visual aid de- 
partment. 


Santa Maria, Cal. 


Convention and banquet facili- 
ties for 500 people are part of the 
new Vandenberg Inn 
and Hotel, recently opened. Lo- 
cated on a four and one-half acre 
site at Broadway (U.S. 101) and 
Stowell Road, the better than $2- 
million inn comprises three build- 
ings. Inn provides 115,000 sq. ft. 
of floor space and has facilities to 
permit several meetings to be con- 
ducted simultaneously. 


150-room 


Boston 


Hotel Somerset on Common- 
wealth Ave. has been sold to Inter- 
national Hotel Company, Detroit. 
In announcing the sale, A. M. Son- 
nabend, president of Hotel Corp 
of America, former owners of hotel, 
savs, “the sale of the Somerset is 
the first step in a plan to dispose 
of our three Boston Hotels. The 
other two, vet to be sold, are the 
Kenmore and Braemore.” Disposal 
of the three hotels is part of the 
agreement made with HCA and 
Prudential Insurance Co. Contract 
calls for a new 1,100-room hotel 
in Boston Prudential Center, to be 
called Hotel America and operated 


by HCA. 


Ponte Vedra Beach, Fla. 


> 
Expansion program has been an- 
nounced for the Ponte Vedra Beach 


Club to club’s public 
space and guest accommodations 
New cocktail lounge will free pres- 
ent one for group meetings, ac- 
cording to Luther N. Grimes, gen- 
eral manager. Also to be estab- 
lished is an all-purpose, large pub- 
lic room. Plans call for a 
building as well, which will 
40 guest rooms. 


improv e 


new 
add 
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perfectly suited for 
your convention 


Challenger Inn 


MEETING ROOMS 
Max. Capacity 
500 
250 
100 
20 to 50 
BANQUET ROOMS 
Max. Capacity 
350 
600 


OPERA HOUSE 
HOLIDAY HUT 
DUCHIN ROOM 


Numerous smaller rooms 


LODGE DINING ROOM 
CONTINENTAL 


RATES 
AMERICAN PLAN 
LODGE INN 


$18 $16 ae es two in 
$21 


(European Plan rates on request) 


CAPACITY 


Sleeping accommodations for 500 persons 


$19 per person, single room 


Owned and operated by 
UNION PACIFIC RAILROAD 


Ceoeereeeeeeeeeeeeeeeeeseeeseeeeeeeeeee 4 


Planning G spring or fall conven- 
tion? One of the many reasons you 
will want to consider Sun Valley is 
that here you can't lose any dele- 
gates. No big-city problems such as 
having members housed at other far- 
away hotels...delays of waiting for 
taxicabs, or traffic jams. 


Along with excellent meeting facil- 
ities and room accommodations at 
Sun Valley Lodge and Challenger Inn 
there's a wide and wonderful variety 
of fun for all—including outdoor ice 
skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


. or additional information on rates, 
seasons and activities, let us send you 
our color convention booklet. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Room 
2711, Omaha 2, Nebraska 
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NO CONVENTION FACILITIES LIKE THESE + | 
ALL AMERICA 


Here’s a new and different setting 
for your next board meeting, sales 
conference or convention. House 
your group in comfortable, in- 
dividual homes surrounding a 
championship golf course. Hold 
your meetings in the spacious, 
fully equipped Clubhouse. Com- 
bines informal atmosphere with 
complete service and facilities. 


Costs far less than most hotels. 


For complete information and rates 
write to L. E. Ames, Club Secretary, 
P. 0. Box 427, Fort Pierce, Florida 


/Loace unl (tab 


On Florida’s East Coast between Ft. Pierce and Stuart 
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In Chicagoland 


ARISTOCRAT 
Pe sch renee INNS of AMERICA 


Now Open—100 rooms 


Ss “Procent... 


I) 


> NEW MOTELS 


To House Your Transient Guests 
—To Serve Your Group Meetings 


The Aristocrat Inns were designed and built with 
the group meeting in mind. They are ideally located 
throughout Chicagoland — convenient for all busi- 
nessmen. Each Inn embodies the features and com- 
mercial facilities of the large metropolitan hotel 
with comfort, informality, luxury of the resort motel. 

There are 875 rooms . . . 650 are in downtown 


ASCOT Chicago. Banquet rooms will accommodate 600 — 
Michigan Ave. at 11th St. Open May 1961—225 rooms 500 seat theatre, too. 


He ' 


Features are: free parking on premises, with 
direct access from parking to meeting room floor; 
newest meeting room equipment — visual aids to 
dramatize your message with sight and sound; swim- 
ming pools; putting green; complimentary television, 
radio, and wake-up coffee in each room; free ice 
cubes from conveniently located dispensers; excel- 
lent restaurants, cocktail lounges, and catering serv- 
ice specializing in a range of taste-tempters from 
sandwiches to fine gourmet dishes; 24 hour valet- 
laundry service, switchboard service, self-dialing 
telephones, room service; and extra large guest 
rooms, hospitality suites, kitchenettes and apart- 
ments. 

Just announced — McCormick Inn . . . opposite 
McCormick Place—Chicago's new lakefront exposi- 
tion center. Outer Drive at 23rd Street. 

‘ J Se 


“pn A Ao 
a 


ik easak nie ARISTOCRAT 
Michigan Ave. at 8th St. Open February 1961—325 rooms INNS of AME RICA 


For information call or write: Phone LO 1-7777 
Lawrence Licalzi, Director of Sales Teletype 
5600 No. Lincoln Ave., Chicago, Illinois 


WE STPOINT INN ACRES MOTEL 


Indiana Tollroad & Rt. 44 Hammond, ind Open March 1961—125 rooms 5600 No. Lincoin Ave. Now Open—100 rooms 
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ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
EXHIBITS OM already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
FL oO offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 
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e@ 1,501 redecorated rooms, all air-conditioned. 


e Radio in every room—TV in many. 
PUT ALL YOUR @ World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPLE UIMNMBER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of Chicagoans and visitors. The Coffee 
Shop and the Snack Bar provide excellent meals quickly. 
e@ The Sherman is in the heart of Chicago’s shopping, 
# theater, and financial district. 

@ ] | @ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive... no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 
your next convention, phone, wire or write Danny. 


Chicago’s Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 
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CHECK LABOR COSTS 


Detroit — Labor charges to exhibitors 
may be lowered in 1961 at Detroit's 
Cobo Hall, according to city’s Mayor 
Louis C. Miriani. News of a possible 
reduction is music to the ears of ex- 
hibitors, some of whom have been 
quite vocal on the labor situation. 
Mayor Miriani says, “I think the city’s 
profit on this operation and the con- 
tractors yield could be cut... . If 
Detroit is pricing itself out of the 
convention business by these rates 
then I think we have to cut rates 
to get business for the hall.” Miriani 
asked Stephen T. Kish, Civic Center 
Commission director, and two others 
to study possible contract revisions. 
Partly responsible for study is pres- 
sure exhibitors have exerted to lower 
charges. An open criticizer of the 
present labor contract has been Saul 
Poliak, president, Clapp & Poliak 
Inc., a show management organiza- 
tion. Poliak declares, “To a large 
extent the troubles here are caused by 
the monopolistic labor operation at 
Cobo Hall.” Circuit Judge Edward S. 
Piggins ruled recently that the Civic 
Center Commission had a right to 
negotiate a contract with city council 
approval. However, he added that the 
contract might have been “more judi- 
ciously obtained” by competitive bid- 
ding. Piggins dismissed the suite by 
Leon W. Lewis, of Dearborn Ma- 
chinery Movers Co. Inc., an unsuc- 
cessful bidder for the contract, with 
the opinion. Suite, against the com- 
mission, charged that contract was 
not awarded on the basis of bids sub- 
mitted. 


SHOW EXPANDS SCOPE 
Chicago — More categories will mark 
the Independent Housewares Exhibit, 
Jan. 15-19. Expansion of categories 
has been announced by Jules Karel, 
show manager. New emphasis will be 
on imports with attention given to 
novelty and variety merchandise, 
lamps, certain types of floor coverings 
and juvenile furniture. Karel says, 
“This will in no way effect our pres- 
ent exhibitors as additional display 
areas have been made available to 
handle these manufacturers.” 


COLISEUM HONORS SHOWS 

New York—Coliseum awards were 
named by New York Senator Jacob 
K. Javits at a luncheon to mark the 
beginning of the Coliseum’s fifth sea- 
son. Trophies went to outstanding 
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trade shows in four classifications. 
Winners were: National Motor Boat 
Show, outstanding public show dur- 
ing past season; annual U.S. World 
Trade Fair as best international ex- 
hibition; I.R.E. Radio Engineering 
Show, best scientific and _ technical 
show; 1960 Design Engineering Show 
and National Hotel Exposition tied 
for top industrial and business exhi- 
bition. 


PLAN ECONOMIC SHOW 


Chicago — Pamphlet published by 
Committee for International Economic 
Growth was released recently to 
announce First International Sympo- 
sium-Exposition on Economic Growth 
in McCormick Place, Nov. 10-25. 
Symposium is to tell of the “growing 
awareness of economic inter-depend- 
ence . . . of nations and peoples 
learning to work together in a new 
spirit of self-help and mutual aid 
which signals the beginning of an 
international partnership in a war 
against human poverty.” 


TNT BUYS COLOR TV 

New York — Closed-circuit color TV 
moves within grasp of companies that 
sponsor business TV communications, 
according to Theatre Network Tele- 
vision, Inc. TNT has purchased color 
television projectors from RCA for 
national coverage. Research by TNT 
and RCA disclosed that quality color 
pictures (with high resolution and 
authentic color fidelity) can best be 
obtained in the 26-50 sq. ft. range. 
Nathan L. Halpern, president of TNT, 
reports, “Quality of color TV has ad- 
vanced considerably over the last few 
years; we consider it practical now to 
make a beginning in applying color to 
business TV communications.” He 
added that black and white closed- 
circuit TV will continue to be the 
major communication system for busi- 
ness in the immediate future. 


FOUNDRY SHOW ON COAST 

San Francisco — American Foundry- 
men’s Society scheduled its 65th AFS 
Exposition, May 8-12, in Brooks Hall. 
It is the first time AFS will hold its 
Castings Congress and Exposition on 
the West Coast. Reason for the West- 
ern site is rapid growth of the indus- 
trv here. 


GIVE UP TIVOLI IDEA 
New York — New York World’s Fair 
President Robert Moses informed the 


CLIENTS 
EXPECT MORE 
FROM 


GENERAL EXHIBITS 


SUPERIOR DESIGN 


QUALITY STANDARDS 
ENGINEERED ANIMATION 


BETTER GRAPHICS 


ERECTING AND DISMANTLING 


Bstomcs | 


FOR YOUR NEXT EXHIBIT 
CONSULT 


eneral exhibits 


& displays ine. 


2100 N. RACINE AVE. CHICAGO 14, Ii 
PHONE—EASTGATE 7-0100 


CHATEAU 


RIER eee FORT GARRY 
OTTAWA y. nen 


JASPER 
PARK LODGE 


CANADIAN 


THE — ewine 


k _ SASKATOON 


= SER crs} 


10 CANADIAN NATIONAL HOTELS 
OFFER YOU THE FINEST CONVENTION FACILITIES 


Your next convention can be the most successful ever. Plan to hold it in the colorful setting of a Canadian 
NATIONAL Hotel. Complete convention facilities and utmost in planning flexibility can meet your requirements 
for all business and social functions. For illustrated literature, floor plans, etc., write: 

Robert Sommerville, General Manager, Canadian National Hotels, Ottawa, Canada. 


Queen Elizabeth— Montreal, a CNR Hotel 


Hotel Vancouver—Vancouver under joint management of 
erated by Hilton of Canada Ltd 


Canadian National Railways and Canadian Pacific Railway Company. 


Travel relaxed... take the train CANADIAN NATIONAL HOTELS 
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SHOW NEWS 


city’s Convention and Visitors’ Bureau 
that plans for Tivoli Gardens fun zone 
had to be abandoned. Moses says, 
“It has not proved to be practical 
under conditions which prevail here.” 
No single individual had been found 
to develop 28 acres of amusements 
Moses also revealed that total invest- 
ment in the fair will near $700 mil- 
lion. 


NO DUTY FOR TWO SHOWS 
Washington — Certificates for tempo- 
rary duty-free entry of foreign exhib- 
its have been issued to two U.S 
trade fairs. Kansas Centennial World 
Food Fair, Topeka, June 13-25, was 
certified Oct. 18. The other, St. Law- 
rence Seaway International Trade 
Fair, scheduled for May 19-30, was 
approved a day later. Under the law, 
a bond must be posted to cover entry 
of all foreign exhibits. Goods may 
remain in the area of the fair three 
months after the show closes without 
dutv charges. 


GROUPS UNITE FOR SHOW 
Philadetphia — Two material handling 
groups unite for material handling 
and protective packaging regional 
trade show and technical conference. 
Material Handling Institute, Inc.. 
scheduled the May 9-11 show for 
Trade and Convention Center. About 
53,000 sq. ft. of booths are to be 
used. Booth assignments followed a 
drawing for exhibit space. Jan. 6 
American Material Handling Societv, 
Inc., will conduct technical sessions, 
designed to spread material handling 
education. AMHS members in Phila- 
delphia-Camden, New York City 
northern New Jersev, Reading and 
York, Pa., will plan the technical 
meetings. 


REVNES QUITS FAIR POST 
Chicago—Chicago International Trade 
Fairs managing director, Richard 
Revnes, resigned last month afte: 
holding the post since 1959. Revnes 
was managing director of the Chica- 
goland Fair, predecessor to the inte: 
national fair. He plans to enter pri 
vate business. 


NEW PLAN FOR SPACE 

Detroit—National Assn. of Public Ex- 
position Managers offers a plan for 
exhibitors to buy exhibit space in one 
show or in any combination of shows 
in major markets, coast-to-coast. Ex- 
hibitors in NAPEM shows are assured 
of audited attendance figures, pub- 
lished exhibit space rates and profes- 
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continued 


sionally managed shows. Established 
in 1953, the association provides a 
“nationwide standard of quality, in- 
tegrity and showmanship ability” in 
home and flower shows. 


NOVELART TO BIGGER QUARTERS 
San Francisco—Novelart Display Co., 
Inc., announces move to new quarters 
here. Its new 625 Turk Street loca- 
tion provides more room required to 
handle business. 


EE’‘S PLAN FIRST SHOW 

New York — American Institute of 
Electrical Engineers announces plans 
for its first national exposition, to be 
known as Electrical Engineering Ex- 
position. Show is scheduled for Jan. 
29-Feb. 2, 1962, in Coliseum. Deci- 
sion to hold an exposition was made 
after a survey among its 55,000 mem- 
bers revealed more than 57% wanted 
exhibits on electrical products. Reber- 
Friel Co., Philadelphia, were engaged 
to manage the exposition. 


“OPEN” TV MEETING 

Cleveland — Some 900 appliance 
dealers in Ohio attended a Westing- 
house sales meeting right in their own 
living rooms, via TV. Telecast was 
aired 7:00-7:30 a.m., Jan. 5, over 
WJW Cleveland, WKBN Youngstown, 
and WTOL Toledo. These station 
normally don’t come on the air until 
7:30. Westinghouse executives figured 
to avoid the uncertainities of hazard- 
ous winter travel thereby increasing 
attendance. Immediately following 
the program, the Westinghouse sales 
organization opened its telephone 
blitz to get orders from the dealers. 


OKAY HALL DESIGN FEES 

Memphis — County okayed architect's 
fees for design of a proposed coliseum 
to be built at Mid-South Fair. Citv 
officials came up with 50% of cost, 
county leaders with 40%. Balance 
will be provided by fair management. 
Architect will be hired early this year. 


BIGGEST BUILDERS SHOW 
Chicago — National Assn. of Home 
Builders expects its 17 Annual Con- 
vention and Exposition to be largest 
ever held. Show is scheduled to open 
Jan. 29 in McCormick Place. Over 
500 manufacturers have reserved 
space in the 137,000 sq. ft. available. 
Of this number 110 will exhibit wares 
at the NAHB exposition for the first 
time. 


An tdeal 
setting for 


conferences of 
25 to 100 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 
Experienced Staff 


to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 


overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 


Authentic Early American 
appointments 


For information, write or call Sam Stewar., 
General Manager. Telephone W Alnus 4-5200 


Princeton, N. J. 


YOU HAVEN'T HAD 

A CONVENTION IF 

YOU HAVEN'T HAD 
ONE IN NEW ORLEANS 


Conventions elsewhere 
just aren’t conventions 
by New Orleans’ stand- 
ards. The Crescent City 
not only boasts the best 
of everything, but every- 
thing’s different — the 
night life, the food, and 
even the coffee. The 
Jung, the South’s largest 
convention hotel, is one 
of the great things about 
a New Orleans conven- 
tion. You'll see. Schedule 
your next get-together in 
New Orleans. See you at 


1100 guest rooms Te 


10 meeting rooms 


Charcoal Room 
Cocktail Lounge 


rmasozt OZzcc 


Did you hear the one about 
th e Trave ' i n gz S al es m a n? Here’s a story that’s being told in more 


and more sales circles across the nation. It’s all about Eastern’s Incentive Vacation Plan...the 
plan that gives salesmen free vacations in famous resort areas for exceeding sales goals. 
Eastern’s IVP is a jet-powered method of sparking sales at every level. And best of all, 
Eastern’s IVP pays for itself. It either produces results or costs you nothing! 
Eastern, with proven experience in IVP’s, is best qualified to custom-tailor this jet-powered 
sales stimulator to fit your needs. Eastern serves the greatest resort centers in the United States, 
Puerto Rico, Bermuda, Mexico and Canada with the world’s most advanced airliners. 


Find out today all about this jet 
powered incentive program. Write or 
call Incentive Vacation Department, 
Eastern Air Lines, Inc., 10 Rockefeiler 
Plaza, New York 20, New York 


EASTERN |AIR LINES 


World Leader in Incentive Vacations 
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“Now, that’s what I call service!” 


So do we! At HCA we believe the real difference 
in hotels is the way people are treated. After all, 
what is service but an awareness of people’s needs? 

HCA calls it personalized service. That means 
prompt, courteous attention to you and to every 
individual in your group. 

You get the kind of service that arranges perfect 
seating, a P. A. system that functions properly, and 

THE PLAZA 


New York, N. Y. 
Phone: PLaza 9-3000 


HOTEL ROOSEVELT 
New York, N. Y. 
Phone: MUrray Hill 6-9200 


HOTEL KENMORE 
Boston, Mass. 
Phone: KEnmore 6-2770 


PALM BEACH BILTMORE 
Palm Beach, Fla. 
Phone: TEmple 2-1781 


THE MAYFLOWER 
Washington, D. C. 
Phone: District 7-3000 


THE ROYAL ORLEANS 
New Orleans, La. 
Phone: EXpress 5333 


projection equipment, visual aids, lights and props 
set up when and where you need them. 

Let HCA be your host for the next convention. 
Tell us your requirements and we’ll put our “‘know- 
how” to work to help make your convention more 
successful. For information or reservations at any of 
the HCA hotels, contact your nearest HCA hotel 
listed below: 


EDGEWATER BEACH HOTEL 
Chicago, III. 
Phone: LOngbeach 1-6000 


HOTEL QUITO 
Quito, Ecuador 
Phone: 30-300 


CHARTERHOUSE MOTOR HOTEL 


CHARTERHOUSE MOTOR HOTEL 


Cleveland (Euclid), Ohio 


Washington, D. C. — South 
Phone: ANdrews 1-0300 


Phone: Fleetwood 4-4400 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construction. 


Hotet CorPORATION OF AMERICA 


A. M. SONNABEND, President 
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ln Washington, D. C., only the Sheraton-Park 
accommodates groups of all sizes 


From 40 to 3000, whatever the size of your group, the Sheraton- 
Park has the banquet room, ballroom or meeting room tailored 
for you. And, your members will find it’s sheer pleasure doing 
business in the hotel's relaxing resort atmosphere. The Sheraton- 
Park facilities include an outdoor swimming pool, ice skating 
rink, four tennis courts, 1200 outside rooms, all with air-condi- 
tioning, radio and TV, three fine restaurants for excellent dining 
at reasonable prices, new Olympia Cocktail Lounge overlooking 
the pool, ice skating rink and tennis courts plus another delight- 
ful cocktail lounge for meeting and entertaining associates. For 
complete information, contact Lewis M. Sherer, Jr., Sales Mgr. 


NOW OPEN 
Cotillion Room 
North and South 


FOR GROUPS OF 
450 TO 1200 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W. + George D. Johnson, V. P. & Gen. Mgr. + Phone Columbia 5-2000 + Teletype No. WA-75 
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“ON THE MARCH” to inspect 
1961 farm equipment, Allis- 
Chalmers dealers move 
across French Lick-Sheraton 
Hotel grounds at first na- 
tional dealer sales meeting. 


te tg ee ey _/ * * 


ALLIS-CH 


LMERS 


oN 


A-C Goes ‘Big Time’ 


After more than 100 years, Allis-Chalmers brought its dealers 


together for a national sales meeting. Huge outdoor exhibit and 


tent show included in French Lick meeting. Over 4,000 attended. 


IT WAS a brand new experience for 
Allis-Chalmers dealers — a national 
sales meeting. in its more than 100 
years, Allis-Chalmers Manufacturing 
Co. had never held a national meeting 
for dealers. New products always 
were introduced at branch offices 
(there are 35 of them). 

For its 1961 line of farm equip- 
ment the company wanted to get 
away from branch offices and do 
something special. At the same time, 
it wanted to be close to the heart of 
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its market. Spot chosen was French 
Lick, Ind. 

French Lick-Sheraton offered good 
hotel facilities and — as important to 
Allis-Chalmers — plenty of outdoor 
space to exhibit farm equipment. 
Allis-Chalmers erected two large 
tents to house its show of new tractors 
and an exhibit of its entire line. 

Three big items prompted Allis- 
Chalmers to go “big time” for its 
dealer meeting: (1) more new prod- 
ucts were to be introduced than at 


any time in its history; (2) changes 
were to be made in dealer agree- 
ments; (3) new advertising program 
was to be launched. 

What started out to be a big event 
took on even greater proportions. The 
3,000 dealers expected turned out to 
be 4,000. For two weeks, dealers 
were shuttled in and out of French 
Lick in groups of 600. Each dealer 
spent two nights and a full day to 
attend meetings, see the product in- 
troduction show and view exhibits. 
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WISCONSIN DEALER Alvin Ahrens examines motor analyzer. 


Allis-Chalmers 
needed 23 charter flights into Louis- 
ville, Ky. (nearest major airport), as 
well as seats on regularly scheduled 
flights 


tance came by car. Tr insportation as 


lo move dealers, 


Dealers within driving dis 


vell as hotel arrangements and help 
th theatrics at the meeting were 


handled by Che E F MacDonald 


the series of meetings started 


Oct. 31, Allis-Chalmers was hard at 


work last summer at its headquarters 


in Milwaukee. Plans for equipment 


to display and ship had to be laid. 
Logistics were a major problem. Allis- 
Chalmers exhibited one of the largest 
collection of farm equipment ever 
seen in one place — over 300 pieces 
and some of mammoth proportions. 
Men and equipment started to ar- 
rive in French Lick in September. 
Two big tents came from a contractor 
in Indianapolis. Two weeks before 
show time, major set-up crew arrived 
from company plants. Not only was 
there a big job to set up tents and 
props, a bigger task was to assemble 


farm equipment and make sure they 
were shiny bright and in top oper- 
ating condition when dealers arrived. 
As many as 45 men were hard at work 
a week before dealers were welcomed 
to Allis-Chalmers’ first national meet- 
ing. 

Dealers arrived in late afternoon. 
There was a 90-minute show next 
morning and another after lunch. A 
full-blown trade show was included 
in activities. Exhibits outdoors in- 
cluded 320 pieces of equipment (90 
of them brand new). There were ex- 
hibits (some in Sheraton’s convention 
hall) of service tools and parts. Deal- 
ers discussed equipment operations 
with home-office people (who num- 
bered about 100). 

Allis-Chalmers didn’t leave any- 
thing out in its plans. Two days be- 
fore first dealers arrived, the com- 
pany played host to a contingent of 
editors at a press preview. Editors 
saw something dealers didn’t. In ad- 
dition to the show of new equipment 
and trade show, they saw field dem- 
onstrations of new tractors. 

A nearby farm was “borrowed” for 
the occasion so that company engi- 
neers and executives could put new 
tractors through their paces. Indiana 
State Police escorted four bus-loads 
of editors to the farm where mobile 
loudspeaker systems were in opera- 
tion. Yard sticks were distributed to 
editors so that they could check fur- 
row depths themselves as_ tractors 
with “traction booster” were driven 
through the field. 

When editors arrived back at French 
Lick-Sheraton after the field demon- 
strations, they were greeted by a five- 
piece band. Band led the way into 
the show tent where Allis-Chalmers 


NEW IMPLEMENT, mounted 
on a_tractor-crawler, is 
viewed by company’s Pres- 
ident R. S. Stevenson (left) 
and Ernst Mahler, board 
member. Allis - Chalmers 
board of directors con- 
ducted its own separate 
meeting there at same time. 


ASSEMBLED in circus-style tent, this group is introduced to 
some 300 pieces of tractors, implements, harvesters at 


executives described the new line. As 
the band played, tractors were pa- 
raded before the editors in groups of 
four or five. The crushed stone track 
for the tractors was between the stage 
and the audience 


Fanfare for Speakers 


On stage, a mockup of a dealer’s 
store front included copy panels that 
pivoted for copy changes. Company 
executives, introduced with band fan- 
fare, spoke to the audience from the 
stage. 

Editors saw an abbreviated per- 
formance of the show to be staged 
Later 
members of the press were ushered 
into the exhibits tent to see (and sit 
on if they cared to) the complete 
Allis-Chalmers line and talk to home- 
office specialists. 

Dealers had a whirlwind time at 
this meeting. There were things to 
do from the moment they arrived. A 
booth was set up to take their pic- 
tures for release to hometown news- 
papers. A daily newspaper was is- 
sued at this meeting. Four pages of 
the tabloid were “frozen” and four 
offered “spot” news. Photographers 
used the hotel’s darkroom to process 


for dealers every other dav. 
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pictures quickly and an electronic 
engraving machine was used to speed 
pictures into the daily newspaper for 
dealers 

All dealers were pre-registered at 
the hotel. On arrival thev received 
an envelop that included a room key 
along with badge and printed pieces 

“Gateway to the Future” was the 
theme of the big meeting. And it was 
big bv almost anv standard. The two 
tents to house show and exhibits were 
180 ft. long and 60 ft. wide. About 
1,000 ft. of fencing was used to en- 
close the outdoor area. 

When attendance grew bigger than 
expected, Sheraton hotel had to round 
up 150 extra cots to satisfy the ex- 
panded dealer registration. 


While it was a major operation to 
assemble $1 million in farm equip- 
ment in one place from plants across 
country, return of equipment was lit- 


tle problem. About 95% of equip- 
ment was taken away by dealers 
(within driving distance) who were 
happy to get items in the new line 
that had been so painstakingly assem- 
bled, tuned up and polished. 

If dealers were busy at this meet- 
ing, Allis-Chalmers people had it in 
spades. Every two days for two 
weeks, new dealers arrived. Arrivals 
were on Monday, Wednesday and 


formal sales presentations. Allis-Chalmers divided more 
than 4,000 dealers into six groups for sessions in big tent. 


Friday. Allis-Chalmers rotated its 
field force at the meeting, but top 
executives were involved from start 
to finish. Even the board of directors 
met during “Gateway to the Future.” 


See Whole Line First Time 


For the board, as well as for almost 
every company man, this meeting was 
the first time that you could see just 
about every item in the growing Allis- 
Chalmers line of farm equipment. 

Field men had special meetings in 
addition to those attended by deal- 
ers. In addition, many field men were 
involved with the show — drove and 
demonstrated equipment. 

Tractor drivers wore no_ special 
They were company field 

product 
wanted to be 
dealers. ‘ 

Nobody ventured a guess as to the 
cost of this first national meeting for 
the company. While dealers paid 
their own transportation to French 
Lick (in most cases), Allis-Chalmers 
picked up the tab for everything until 
they left. (Exceptions to dealer-paid 
transportation was in cases of great 
distances where Allis-Chalmers made 
concessions on rebilling air fares.) # 


uniform. 
men and managers and 


recognized by their 
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THEATER admits 15 people at a time to see Owens-Corning 16-minute film. 


Owens-Corning Sold on 


Films for Trade Shows 


Company gets 60% to 70% of its “theater” audience to ask for 


product information after 16-minute movie. Film is shown to 15 


show visitors at a time. Combined with live demonstration, 


company finds it ideal medium to get story across with humor. 


“COLOR MOVIE with sound is one 
of the most effective sales tools we've 
found in our trade show work,” de- 
clares A. L. Haight, supervisor of ex- 
hibits and displays, Owens-Corning 
Fiberglas ( orp., Toledo, Ohio. 

Firm is a frequent exhibitor in 
home industrial 
shows where almost every visitor is 


improvement and 


a potential Owens-Corning customer 

At recent Home Improvement 
Products Show, Chicago, Owens-Corn- 
ing premiered its new color film 
“Screen Test for Monroe,” which car- 
ries a sales message in a spritely 16- 
minute comedy. The movie, filmed 
and produced by Metro-Goldwyn 
Mayer, was shown three times an 
hour in a 15-seat “theater” complete 
with attractive usherettes and a roar- 
ing MGM lion 
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“After each showing we passed out 
cards with which viewers could re- 
quest additional information about 
Owens-Corning products, and we 
came up with a 60% to 70% re- 
sponse,” Haight reports. “I’m con- 
vinced that movies, when properly 
presented, add a new dimension to 
mass selling in trade shows. Tied in 
with live product demonstrations 
which act as the attention-getter and 
presented in an environment where 
show visitors can sit down and relax, 
the film enables an exhibitor to cover 
a mass audience with a full product 
pitch.” 

“We received good response to 
slides in the past, but where space 
allows, movies carry the job several 
steps further,” declares Haight. 

“We first experimented with the 
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motion-picture approach by filming 
an old-fashioned slapstick comedy 
using our own Owens-Corning people 
as actors. We filmed this at slow 
speed and with a flicker effect to give 
it that old-time movie atmosphere. 
The amateur actors, who definitely 
are not experts in laying roofing ma- 
terial, were involved in a plot in 
which they had to finish a roof. 

“It was pure slapstick all the way 
with just enough commercialism 
worked in to carry our sales message. 
We showed this recently at a meeting 
of National Roofing Contractors Assn. 
in Philadelphia. These fellows are 
experts, so they got a big kick out of 
seeing a bunch of amateurs on the 
ob. 

“But for our new movie, to point 
up advantages of Owens-Corming 
patio screens, we wanted to take a 
more modern approach. Our Adver- 
tising Department collaborated with 
Sales Communications, Inc., and 
MGM on this one, from writing the 
script to filming it and scoring the 
musical background.” 

“Screen Test for Monroe,” which 
was premiered in Chicago and to be 
shown again in future trade shows, 
uses a 30- by 15-foot “theater” ad- 
jacent to the Owens-Corning patio 
sales area. A stuffed tov lion in a 
colorful “circus cage” at the entrance 
to the tiny screening area emits a few 
ferocious tape-recorded roars before 
the start of each show.” 

Pretty girl in an abbreviated usher- 
ette uniform also draws attention to 
the exhibit and gives a brief product 
demonstration before the start of each 
film showing. Roars of laughter from 
the audience behind the drawn cur- 
tains during the show frequently stop 
passers-by who wait for the next show 
so they can join the fun. 

Hero of the movie is a sales man- 
ager of a window and patio screen 
company, whereupon hangs the title 
“Screen Test for Monroe.” “Plot” 
takes Monroe from his own office to 
the office of a psychiatrist and thence 
to a sun-drenched swimming pool into 
which he falls while watching a 
shapely girl in a bikini. It is while 
the waterlogged sales manager is in 
the pool that he notices that the patio 
is screened with Owens-Corning 
screens—answer to his sales problems! 

“It might be a pretty thin plot, and 
it won’t win any Academy Award,” 
Haight declares, “but it definitely puts 
across our sales message — and, of 
course, that is what we are after.” 

During the three-day Chicago ex- 
hibit more than 1,500 potential 
Owens-Corning customers saw the 
movie, and more than 1,000 of these 
filled out cards to request additional 
product information. # 
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dvance 
eek at 
entury 


Sanctioned as a world’s fair by 
1.B.E., Century 21 takes an- 
other giant step. Four foreign 
governments signed. Buildings 


to remain after fair in 1962. 


WHAT IS Century 21 Exposition in 
"62 going to be like? Well, until its 
committee held a “red carpet” pres- 
entation at Waldorf-Astoria, New 
York Citv, information was mostly 
speculative on the East Coast. 
Easterners learned all about the 


“SPACE NEEDLE” observa- 
tion tower-restaurant will 
spire 550 ft. in air. Two 
high-speed elevators will 
carry visitors to needle top. 


first U.S. world’s fair since 1939 by 
means of a slide-film show. TV re- 
porter Chet Huntley narrated in per- 
son the screen story, designed to at- 
tract exhibitors to the Seattle, Wash., 
venture 

Perhaps to best describe what is 
in store for pilgrimagers to Seattle in 
62, vou should take 
trip right now 


an imaginary 
more than a year in 
advance j 

From downtown Seattle, you board 
the new concept in city transporta- 
tion—monorail. Its cars are coupled 
together like most subwav-surface 
cars, only these speed along a single 
rail, suspended in the air, at 60 
m.p.h. Erected especially for the ex- 
position, the mile-long route will take 
8.000 people an hour to the fai 
grounds in 90 seconds. This mono- 
rail will remain part of the inter-city 
transit system after the fair, from 
April 21-October 21 


As you step off the monorail, your 


eye immediately catches the “space 
needle” which sharply breaks the sky 
line. Highest point in the 74-acre 
grounds, the tower-restaurant spires 


550 ft. in the air. On a clear day, 
vou can scan the Washington coun- 
tryside and part of Oregon from the 
tower. You may ascend just to look, 


or to eat while enjoying this 360 
degree panorama. Some 220 seats re- 
volve past observation windows. 

Another eye catcher on the grounds 
are five tall arches which symbolize 
areas in which man _ continually 
searches for knowledge. These arches 
form a gateway to the U.S. Govern- 
ment pavilion. There are arches to 
represent “World of Science,” “World 
of Century 21,” “World of Commerce 
and Industry,” “World of Art” and 
“World of Entertainment.” Exhibits 
in the world’s fair are displayed in 
one of these five categories. 


Man-in-Space Theme 


Over-all theme for the six-month 
exposition is “Man in the Space Age.” 
Emphasis is on the scientific advance- 
ment made so far by man. Exposi- 
tion is an opportunity to build world 
prestige through exhibits. (At least 
that is how federal government off- 
cials look at it). 

Uncle Sam has invested $9 million 
in Century 21. If money is the meas- 
ure of anything, it certainly indi- 
cates the zest with which our govern- 
ment seized this chance to show the 
world. 

In September, 1959, United States 


WASHINGTON Senator Warren G. Magnuson points to the arches to rise outside 
U.S. Science Pavilion on model. Pavilion is to cost Uncle Sam $9 million. 
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Government appropriated the money 
to sponsor World of Science area. 
Pavilion to house the government ex- 
hibit cost $3.5 million. Inside, an in- 
tegrated exhibit spells out the prog- 
ress and direction of science in the 
space age. This five-unit building 
envelops a courtyard with two pools 
and many fountains within the five 
arches. Pavilion features a multi- 
screen theater and a “spacearium,” or 
planetarium once removed, where 
visitors view outer space as it looks 
from a space ship. Visitors experience 
a simulated space flight which swishes 
among the asteroids at the fantastic 
speed of light. 

Four-million-dollar Coliseum  shel- 
ters the exhibits to make up World 
of Century 21. Exhibits explore the 
effects of man’s scientific and tech- 
nological developments on his future 
way of life—at work and play. Archi- 
tects and designers were invited to 
present their prediction of the world 
at that time in an effort to develop 
authentic forecasts. Moving sidewalk 
inside the Coliseum, carries visitors 
to an inner circular platform on the 
second level. Hanging above this 
platform, a hugh dome symbolizing 
the earth, becomes a giant projection 
screen for panoramic photographs of 
peoples of the world. Purpose is to 
portray the theme of citizens of all 
nations working together to develop 
and produce the futuristic goods ex- 
hibited. 


Larger Than Hall in Brussels 


Both the U. S. Science Pavilion and 
the Coliseum are larger in size and 
scope than the U. S. Pavilion at Brus- 
sels World’s Fair. 

Buildings surrounding the Coli- 
seum form World of Commerce and 
Industry. Reserved for official gov- 
ernment displays, foreign govern- 
ments complete the world picture of 
latest developments in commercial 
and industrial ingenuity. Special sec- 
tion within this classification are set 
aside for Washington industry and for 
exhibits of Alaska and Hawaii. Ex- 
hibits are grouped by nation rather 
than by product divisions. 

Visual arts play an equally signifi- 
cant part of the world of tomorrow. 
Pavilion of Fine Arts accumulates 
work done around the world of con- 
temporary painting, sculpture, deco- 
rative and graphic arts. Visitors ob- 
serve at World of Art revolutionary 
concepts in the use of light, water, 
oils and sculpture. All forms of art 
are displayed from the finest handi- 
crafts to the most advanced indus- 
trial design. 

For the fifth category, World of 
Entertainment, 11 acres of Century 
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21 site are devoted to a continuous 
international parade of performing 
arts, sports and spectator events to 
appeal to the tastes of young and old. 
Nations present their latest dance, 
music and drama creations. Nearby, 
an international arts festival offers 
visitors a showcase of the world’s 
foremost artists, plus, a world col- 
lection of films in the concert hall. 
Events take place in a new 3,100- 
seat concert hall, 5,500-seat arena, 
12,000-seat stadium and 800-seat 
small theater. 

Portion of World of Entertainment 
program is a touch of yesteryear, a 
re-creation of amusements at fairs in 
early 1900's. They contrast notice- 
ably to the strange and unusual world 
of tomorrow at the fair. Twinkling 
lights, band music, old time rides like 
the ferris wheel and tunnel of love 
amuse fun-loving visitors. 

Visitors moving from one world 
of Century 21 to another, walk “the 
boulevards of the world,” a pattern 
of streets and avenues lined with 
shops, bazaars and restaurants. These 
enterprizes established by participat- 
ing nations, reflect their homeland. 
This creates in visitors the feeling of 
an international traveler wandering 
from country to country. 

Between boulevards of shops and 
restaurants, there are courtlike areas 
of the international parkway where 
dances and pagents are held. Pagen- 
try is an authentic replica of contem- 
porary national and regional cultures. 


Plaza in Center 


At the center of the exposition 
grounds, boulevards merge in a large 
plaza (cross roads of the fair) where 
visitors pause for refreshments and to 
take in a panoramic view of the entire 
fair. Here waves the flags of all ex- 
hibiting countries. 

As the hush of emptiness runs over 
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MODEL shows expansiveness of Century 21 Coliseum (above) which will have 
no columns inside. Inside, transportation exhibit (below) will display vehicles 
(note car without wheels and sky ride) as future air, land and water travel 


this site late in October, ’62, only dis- 
turbed by the flutter of a disgraded 
program, we remember that these 
grounds will not close to become a 
scene of dismantled structures and 
gum-wrapper desolation. These ex- 
position buildings, for the most part, 
remain as a permanent cultural city 
within metropolitan Seattle. 


Study Traffic Patterns 


Exposition management hired Econ- 
omic Research Associates, Los Ange- 
les, to study habit patterns of exposi- 
tion visitors. Based on its study of 
“traffic patterns,” the counsel firm 
predicts visitors will be able to see 
every exhibit in a day. Factor which 
tends to support this optimistic report 
is the smaller fair grounds compared 
to the 1939 World’s Fair. In addition, 


Century 21 grounds have been laid 
out on the basis of lessons learned at 
other major expositions. According to 
E.R.A., in most major fairs, an exhibit 
is exposed 66% of visitors. 

Success is just around the corner, 
if you listen to Century 21 officials. 
They contend that man today is eage1 
to open the next chapter. The public 
wants to know how researchers are 
ready to determine the sex of a child 
before birth, give him longer, 
healthier life, create sheltering 
weather and provide enough food for 
the waves of people in the world’s 
exploding population. 

But in talking with Board Chair- 
man Ed Carlson, also president of 
Western Hotels, it is apparent that 
certain problems must be over-come 
to achieve this rosy prophecy. Ed 

(continued on page 140) 


The Great 
Training 


Robbery 


You may not agree, but you should read this challenge to current 
sales training practices. How you run your training meetings may 


account for salesmen turnover, loss of status for sales function, 


loss of sales skills. Would you go along with these conclusions? 


By JOHN H. ZENGER 


rAKE A CASUAL LOOK through 
any journal with articles on market- 
ing. You see the gigantic effort and 
expenditure that is being made for 
sales training. Yet, amid all the words, 
ou sense an uneasiness with current 
You notice it in the 
constant quest for new gimmicks and 
ter hniques 


training methods 


There is widespread disenchant- 
ment with training meeting content, 
procedure, and especially results. Yet, 
radically new methods for sales train- 
ing have not been accepted widely 

Fortunately, you only have to read 
current articles on sales to develop a 
notion of what is wrong. An 
unalysis of current practices in sales 
training helps to identify the losses 


clear 


1. Loss of money: Observe a tradi 


tional sales meeting or 
calls the 
together to 


1uditorium 


convention 
entire 
meet in 
Experience has 


sales 
a large 
shown 
that large groups in an auditorium 
expect entertainment. They are used 
to seeing top-flight shows in such 
places. Management, and especially 
the sales training chief, cannot dis- 
ppoint them. Result is entertainment 
in the form of costumes, banners, 
gimmicks, giveaways, models, slogans 
inspirational speakers, 


Management 
force 


professional 


*Zenger is administrator, Manage- 


ment Development and Training, 


Pacific Finance Corp., Los Angeles 
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scripts, special music, elaborate deco- 
rations, and ever-present “theme”. 
Needless to say, this professional 
entertainment is high priced. Un- 
fortunately, some sales training staffs 
have become so enamored with enter- 
tainment that they have forgotten their 
objectives—to inform, motivate and 
change people—or they have been 
deluded into thinking entertainment 
is really sales education and training. 


Inexplicably, management has seldom : 


evaluated the effectiveness of these 
meetings despite the conceded fact 
that most meetings provide only a 


temporary spurt of sales activities with 
a prompt return to the previous 
plateau. 

Absence of reports to show sales 
increases commensurate with sales 
training expenses could suggest that 
great sums of money have been spent 
on meetings of the entertainment 
variety with no proof of positive re- 
sults. Further, it is doubtful that such 
evidence will ever exist, in view of 
the minimal retention of information 
and low level of personal involvement 
in such meetings. 


2. Loss of knowledge, skills and 
motivation that effective training could 
have provided: Is it not probable that 
the same time, money and effort, 
channeled into proper training activi- 
ties, could successfully inform and 
motivate the sales force? Just as sales 
management has come to consider 
“lost sales” and “performance below 
market expectancy” as actual losses, 
so must it consider poor performance 
that result from ineffective training as 
an actual loss. 


Says John H. Zenger* .. . 


“Though selling has come a long 
way, salesmen training has lagged 
behind seriously. | believe that 
sales management, sometime soon, 
will look back at our current sales 
training methods and laugh as 
vigorously about them as we now 
laugh about the “pitchmen” and 
“drummers” of yesteryear. Current 
methods are not designed to meet 
today’s needs. Such antiquated 
training methods constitute a great 
training robbery.” 
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Majority of a group of sales trainers 
stated their belief that only 25% of 
training and information is retained. 
Must we accept this as inevitable? 


3. Loss of status by selling occupa- 
tions: There has been much. talk 
about increasing the professional 
stature of selling. Training sponsored 
for salesmen has had great impact 
on this lack of professionalism and 
low status. The language system which 
has been built for sales training illus- 
trate the problem. There is common 
talk about improving the sales “pitch” 
and swapping “gimmicks.” 

The meeting, itself, frequently illus- 
trates shallowness and pretense rather 
than a sincere study of selling prin- 
ciples which most eminent sales 
people have preached. Respected 
books on selling emphasize the im- 
portance of such qualities as friendli- 
ness, sincerity, and integrity. They 
suggest that the salesman’s key skills 
are to understand people, listen, 
ask questions, organize time and work 
load, have genuine interest in others. 
The traditional sales meeting by its 
very nature has often contradicted 
these principles. 

Conventional sales meetings have 
been ridiculed in cartoons, jokes and 
literature. This has combined with 
commonly held prejudices and stereo- 
types of salesmen to make selling one 
of the last occupational choices for 
college seniors. When training for 
this occupation is done intelligently, 
sincerely, tastefully, and when a high 
standard is set for participants, the 
status of the occupation will rise. 

Raymond E. Brady, manager, sales 
training, for a department of E. I. 
du Pont de Nemours & Co., sum- 
marizes the problem in his statement, 
“We feel our problem is to develop 
basic skills of professional salesman- 
ship in intelligent and interesting 
programs. This challenges our in- 
genuity.” 


4. High turnover: Particularly vex- 
ing problem to the sales world is 
turnover. Few jobs which offer high 
income, have such loss of personnel. 
Without question, many forces com- 
bine to create this problem. We must 
consider, however, the effect of con- 
ventional sales training on termina- 
tions. Since much turnover occurs in 
the first year, the period in which 
training devotes bulk of its formal 
effort, let us examine the newly hired 
man on the sales force. 

What are the needs of the new 
salesman? Frequently, after brief 
training, he is thrust into the field 
to call on a few prospects. He is often 
refused or rebuffed. His ego is 
wounded. He lacks product knowl- 
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edge. He is not able to make a pre- 
sentation which satisfies him. He is 
afraid of the questions which might 
arise that would take him away from 
the prepared presentation. Even 
worse, many companies have failed 
to provide any track for the new sales- 
man to run on during a presentation. 
He is frequently in a quandary re- 
garding organization of his work and 
time. 

Up comes the sales meeting. He is 
entertained, wined, dined. The emo- 
tional speaker tells him to “get out 
and fight.” The sales manager says, 
“I know you can do it — work hard — 
make those calls — and you can’t fail.” 


No Help for New Men 


The new salesman who needed 
understanding and assurance that he 
was not alone in having feelings of 
insecurity and failure has been pushed 
away with trivialities. He has not been 
able to discuss his problems. No one 
has helped him understand the mis- 
takes he is making, or how to over- 
come his uneasy feelings. The sales 
manager has made it impossible to 


oo. 


discuss the salesman’s inner doubts 
and problems, so they fester inside. 

A common practice has built in the 
sales word wherein discussions of in- 
adequacies in a frank and dispassion- 
ate manner are saved for the day the 
man is terminated. Assumpition has 
been, “Gloss over unpleasantness and 
trouble; be positive, and it will go 
away.” 


There’s Better Way 


There is a better way. The sales 
meeting could give the new man 
information, ideas, acceptance, mem- 
bership in a close-knit team, and a 
chance to air his concerns. Social 
scientists know that these procedures 
and relationships can change be- 
havior. 

Most meetings give the new sales- 
man trivia, entertainment and psy- 
chological rejection. He is a lonely 
member of a big audience of people 
—all pretending to be happy and suc- 
cessful but of whom possibly 20% 
to 50% will not be present next year. 
Why? Obviously because many are 
not happy and doing well, and they 


_ WANTED 


a eee 


Professional help to struc- 


ture meetings. 


Small group discussions. 


Outside speakers for input 


of ideas. 


Activities to involve each 


participant. 


Entertainment separate 


from meetings. 


Training at meeting to be 


business-like. 


do not know or understand why! 
Probably in no 


psy¢ hol 7 1¢ al 


protession is the 
make-up of a person 
subject to so much abuse and attack 
Yet, there is little 


to prov ide the 


ceptance ot 


sential 


conscious attempt 
understanding and ac 
which are e 


for psychological health 


feelings 


Cause of Turnover 


I believe that the 


turnover in the 


extraordinar 
sales force of most 


ompanies 1s to a large extent, a re 


sales meeting, the same principles 
apply to the field sales training effort. 
Such-on-the-job training can be just 
as trite and lacking in real substance 
as any meeting.) 

What are the motivations of those 
who schedule such meetings? Are they 
more a device to enhance the status 
and prestige of top management per- 
sonnel who plan or address these 
than they are a_ training 

Those responsible need to 
and evaluate their own motives. 
Earlier I suggested that literature 


groups 
medium? 


pause 


After conducting a meeting which 
in many ways conforms to the tradi- 
tional pattern described earlier, Feed 
Division, Pillsbury Company, surveyed 
its selling force to get reactions. 
Pillsbury management discovered that 
its salesmen valued most: (1) an op- 
portunity to associate with other 
salesmen and company executives, (2) 
outside “expert” speakers, and (3) 
product ‘information and _ research 
from Pillsbury’s own technical staff. 


Meetings Too Short 


sult of the training approach used 


now contains the beginning hints for 
While focus of this article 


is on the a solution to this great robbery. 


Major weakness noted was that 
small group meetings were too short! 
Enthusiasm for this activity is evi- 
denced by the fact that some 99% 
rated small group discussions as ex- 
cellent or good, while only 56% rated 
games and auctions, which were part 
of the program, as good or excellent. 

This is an answer to improve sales 
meetings! The small discussion group 
increases involvement. Unlike the 
auditorium where the salesman is 
entertained, the salesman is in a situa- 
tion where he can feel close to people, 
hear others’ problems and solutions, 
and feel part of a team. In the audi- 
torium he is just one more of the 
spectators. Selling is not a spectator 
sport. 


training sessions 
sales meetings 
group conferences | 


When you want to get things done 


the Thayer’s the place! 


Viany of the nation’s leading organizations find The Thayer’s 
the place for meetings with a purpose. The scenic West Point 
etting on the Hudson and freedom from big-city distractions 
les from NYC) provide a background for 
iplishment in a relaxed atmosphere. 240 rooms, meeting 
id banquet rooms for 10 to 300 with excellent facilities for 
div ng sessions. Audio-visual aids. Wonderful 
re. Free Parking. Sports nearby. Join the 

Thayer “regulars” — satisfied groups who return time after 
time — and see why The Thayer's the place for meetings with 
Phone Manager Jack Schafer, HI-6-4731 (area 


(though only 45 m 
} 
| 
{ 


The Modern Hotel of Con- 
venience, Comfort and 
Charm. Famed for Fine 
Food and Courtesy. 

It will be our pleasure 
to provide Service and 
Accommodations to 
Please Your Most Important 
Guests. 


The Warwick 


LOCUST AT SEVENTEENTH 
Teletype PH376 
Phone PEnnypacker 5-3800 
A Kitheby Hotel 


Thayer “regulars include Esso Standard, General Foods, 
General Electric, U. Rubber, Allstate Insurance, New 
York Telephone, New York State Bankers Assn., A. T. & T., 
Gulf Oil, Lederle Laboratories, 1|.8.M., and. Nationwide 
Insurance among many other prominent organizations. 


WEST POINT 2, NEW YORK 
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This is the most promising ap- 
proach toward improving sales train- 
ing that has been devised. Spotted 
throughout many recent articles on 
sales training is this trend toward 
small group discussions as a funda- 
mental part of the program. Fortu- 
nately, it is not theory. Sales training 
program for two national magazine’s 
sales representatives has successfully 
used the small discussion group and 
considered it to be such a positive 
experience that both published articles 
regarding their experience. A life in- 
surance sales group composed of 
million-dollar producers used __ this 
method. These men were un- 
doubtedly exposed to many traditional 
sales meetings and chose a far differ- 
ent style for themselves. My company 
also has used this approach success- 
fully to train district sales managers 
and field men. 

In reply to “What is being done to 
improve the effectiveness of sales 
meetings?” 95% of the members of a 
large national panel replied that they 
intend to increase participation by 
their salesmen. This led the list of 
improvements. The report goes ahead 
to state “44% of panel members will 
hold smaller, more frequent regional 
meetings.” 

Neal Shenet, manager of merchan- 


dising, International Minerals & Chem- 
icals, says that “the number one need 
for effective sales training is group 
participation to insure something hap- 
pening in training.” 


Match Research 


Reasons for the success of meetings 
described above are clearly in har- 
mony with research results obtained 
by social scientists. Impact of small 
group discussions is clearly superior 
to lectures to change behavior. This 
fact was established during World 
War II when a social scientist named 


Kurt Lewin and his staff were asked 
by the government to develop a 
method to persuade housewives to use 
cheaper cuts of meat, due to military 
requirements for popular cuts. 

Lewin and his staff did research on 
the effectiveness of group discussion 
versus lectures. Small groups of ap- 
proximately 15 people were estab- 
lished. Some groups were given a lec- 
ture, with suggestions and recipes for 
preparation of inexpensive cuts. The 
other group was given the same 
amount of time to discuss the matter 
among themselves. A subsequent 
check was made to see how many of 


FREEMAN... 


the company that comes up with the 


New Ideas! 


Bold imagination, which results in a fresh distinc- 
tive appearance for each client’s presentation marks 
every Freeman project. 


3y departing from stereotyped approaches Free- 
man’s have, in just a few short years, earned a 
National reputation as the company with the NEW 
ideas. 


Flowers of 
Lawaii 


The talents of the large Freeman staff of creative 
specialists are at your service. Your inquiry will 
bring the details. 


© Conventions 
e Trade Shows 
e Sales Meetings 


Style B-1 - Exquisite 
double Vanda Orchid 
Corsage, dressed in foil 
holder. (Also available 
in plastic vial) 


3anquet Decorations—Fair and Exposition Displays—West- 
ern Parties and Sets — Exhibit Design and Construction. 


FREEMAN OF DALLAS 


(FREEMAN DECORATING COMPANY) 
Exhibit and Trade Show Specialists 


Three strategic locations serving America 


a 


RARE 


Lovely Vanda orchids will bring the perfect 
touch of glamour and romance to your next 
convention or trade show. Create excitement 
with our orchid leis, orchid, woodrose and 
anthurium corsages. Write or wire today for 
complete brochures. 


DUnkirk 8-5106 
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The Waldorf-Astoria 


When you think 
of conventions, 


think first of 


HILTON HOTELS 


NEW YORK 


The Savoy Hilton 
CHICAGO 
The Gonrad Hilton 
The Palmer House 
ALBUQUERQUE 
Hilton Hotel 
ATLANTA 
Hilton Inn (airport) 
BOSTON 
The Statler Hilton 
BUFFALO 
The Statler Hilton 
CINCINNATI 
The Netherland Hilton 
The Terrace Hilton 
CLEVELAND 
The Statler Hilton 
COLUMBUS 
The Deshler Hilton 
DALLAS 
The Statler Hilton 
DAYTON 
The Dayton Biltmore 
DENVER 
The Denver Hilton 
DETROIT 
The Statler Hilton 
EL PASO 
Hilton Hotel 
Hilton Inn (airport) 
FORT WORTH 
Hilton Hotel 
HARTFORD 
The Statler Hilton 
HOUSTON 
The Shamrock Hilton 
LOS ANGELES 
The Statler Hilton 
BEVERLY HILLS 
The Beverly Hilton 
NEW ORLEANS 
Hilton Inn (airport) 
PITTSBURGH 
The Pittsburgh Hilton 
SAN FRANCISCO 
Hilton Inn (airport) 
ST. LOUIS 
The Statler Hilton 
WASHINGTON, D. C, 
The Statler Hilton 
CHIHUAHUA, MEXICO 
The Palacio Hilton 
BERLIN, GERMANY 
The Berlin Hilton 
CAIRO, EGYPT, UAR 
The Nile Hilton 
ISTANBUL, TURKEY 
The Istanbul Hilton 
MADRID, SPAIN 
The Castellana Hilton 
MEXICO CITY, MEXICO 
The Continental Hilton 
ACAPULCO, MEXICO 
Las Brisas Hilton 
MONTREAL, CANADA 
The Queen Elizabeth 
(A CNR Hotel) 
PANAMA, R. P. 
El Panama Hilton 
SAN JUAN, P. R. 
The Caribe Hilton 


ST. THOMAS, U.S. VIRGIN ISLANDS 


The Virgin Isle Hilton 
SANTIAGO, CHILE 
The Carrera Hilton 

SYDNEY, AUSTRALIA 
The Chevron Hilton 


The Statler Hilton 


these housewives were actually using 
the cheaper cuts of meat. From the 
groups that had received the lecture, 
only three had actually used them. 
From the discussion groups, 32. The 
discussion group was roughly 10 
times as effective. This result was 
corroborated by further research. 


Why Is Money Spent? 


This raises the basic issue which 
sales training directors must face: 
Why are sums of money being spent 
on training meetings and conferences? 
What is to be accomplished? This 
has frequently been ignored in the 
haste to compete with other com- 
panies in holding grand, elaborate 
sales conventions. 

Consider the goals of training, and 
three basic areas in which training 
may be classified. First, some training 
is designed to impart knowledge. In 
this area should be included training 
for increased product knowledge. Sec- 
ondly, training is devoted to develop- 
ing specific skills, such as the ability 
to demonstrate new equipment or 
procedures properly. Thirdly, training 
can be focused on changing people's 
behavior 

How many of our training needs 
fall in the third area of attitude and 
behavior change? I asked eight 
groups of representatives from busi- 
ness and industry to list the training 
problems that concerned them most. 
Over 60% of the replies specifically 
focused on how to change people's 
behavior and attitude. When ques- 
tioned, these people sav that their 
subordinates understand their jobs, 
and have acquired all the needed 
skills, but for some reason fail to do 
what thev know how to do, or lack 
the proper attitude to do it. 

There are no statistics to specify 
various training needs in the sales 
field, but it is probable that an even 
higher percentage of sales training 
needs are in this “changing attitude 
and behavior” area. 


Methods Vary with Goals 


Now, it would seem obvious that 
training methods should vary with the 
goals of training. Most effective way 
to learn to play golf, for example, is 
not by reading a book or hearing an 
inspirational lecture. But, your read- 
ing a book or hearing a lecture may 
be the most economical way to learn 
the rules and history of the game. 
Selling requires more than knowledge. 
Successful selling requires skills and 
proper attitudes. 

Sales training staff members are 
using training methods that are barely 


effective for imparting knowledge, 
and are presuming that these methods 
will actually change behavior! They 
do not! 

Elaborate theatrical productions are 
not the key to develope effective sales- 
men. All that is learned is a new vo- 
cabulary of selling words and phrases 
Most sales managers will attest that 
the unsuccessful salesman can repeat 
the platitudes about being a success- 
ful salesman as adeptly as his star 
producer. We suffer from the delu- 
sion that savs, “People who can talk 
about selling in expert terms will be- 
come good salesmen.” Yet, we all 
know better. 

Sales managers have accepted tech- 
niques reminiscent of a combined 
medicine show and tent revival to 
motivate their sales forces. Thev have 
been willing to pay astronomical sums 
without demanding results. Sales 
management has accepted flamboyant 
entertainment to build within men 
the fundamental qualities of industry. 
ambition, warmth, sincerity, technical 
knowledge, self-organization and en- 
thusiasm. In this enlightened age, 
one might as thoughtfully hire an 
African witch doctor to cure a case 
of pneumonia. 


Principles to Guide You 


What should sales meetings in- 
clude? The following principles could 
guide sales training: 


1. Bring in professional help to 
structure meetings. As with man\ 
problems, expert help is the answer 
to this tough problem. 


2. Build meetings around small 
group discussions on a wide range of 
topics with competent group leaders. 
The main body should be divided into 
small groups of approximately 15 in 
number. 


3. Outside speakers should pro- 
vide an input of knowledge and ideas; 
thev should be available to meet and 
discuss ideas with the group after 
their formal presentations have stimu- 
lated thinking. 


4. Activities should be planned to 
involve each participant in discussion, 
practice, role taking, case studies, 
demonstrations and recordings at least 
three-quarters of the time. 


5. Entertainment should be sepa- 
rated from meetings, and provided in 
the evening for the total group with 
no pretense of teaching people via 
vaudeville. 


6. Training portion of sales meet- 
ings or conventions should be busi- 
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HILTON HOTELS 
AHEAD AGAIN 


Now for your convention convenience... 


THE LARGEST BALLROOM 
IN CHICAGO 


Hilton Hotels are always at your service, their convention facilities expanding as fast as your 
needs. Faster even .. . for instance the Palmer House. This hotel now features the largest 
ballroom in Chicago—1800 people dining, and not a single pillar to obstruct the view! You’d 
look far to find better convention facilities than this . . . anywhere. And the Palmer House is 
only one of many Hilton Hotels. Others are ahead, too—from one end of the world to the 


other. Think of them when you think of conventions. 


CONRAD N. HILTON, PRESIDENT 
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unexcelled facilities 
for groups from 10 to 1000 
Ideal, air-conditioned 
Imeeting rooms with 
luxurious leather seating 
and all the necessities 
such as acoustical 
ceilings, ample electrical 
- outlets and built-in 
audio systems. Food 
and service are superb 
and the menus have real 
business-man appeal. 
Over 300 air-conditioned 
rooms, each with TV 
and patio or sun-deck, 
every possible convenience 
Parking for over 1000 
cars—right at your door, @ 
Complete privacy away “jens 
from big city hub-bub 
yet just 30 minutes from 
Los Angeles. An ; 
Olympic-sized heated 
pool, smart hotel shops 
and other recreational 
activity await those 
moments of relaxationy | r 
just right for your traveling 
personnel, too! ‘ 
send for informative booklet \.-<jm-., 
detailing our “EXECUTIVE PROGRAM 
DISNEYLAND HOTEL, SUITE M, ~ ee, 
ANAHEIM, CALIFORNIA = 


; 


For Successful Meetings 


TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New they offer facilities unmatched anywhere. Air conditioning, su- 
York’s newest, Hotel Manhattan, offer the most flexible meeting perb staffs, comfortable guest rooms, modern equipment, fine 
facilities in this capital city of conventionland. Each is fully restaurants, and ideal location, combine to make the Astor and 
equipped—and teamed up as a combined convention headquarters, the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN jan HOTEL ASTOR 

44th to 45th Sts. at Eighth Ave. eree : 44th to 45th Sts. on Broadway 
JUdson 2-0300 POR ATES JUdson 6-3000 
New York's newest hotel. 10 [RAI SiEuaENEEEE 21 meeting rooms, for 15 to 
luxurious meeting rooms for Je 3000 people. Includes the 
10 to 500 people. 1400 air Cfo) largest ballroom in New 
conditioned rooms, each Him ee mo ma York. 750 air conditioned 
with radio and TV. Excellent J neh . rooms, each with radio and 
garage facilities. : 2) ie eee ae television. 


NEW YORK 
ZECKENDORF HOTELS FRANK W. KRIDEL ¢ EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 
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ness-like and reasonably serious. If 
selling is ever to increase in status, 
sales training must be clothed with 
some dignity. 

Behavior is changed only when spe- 
cific requirements are met. Essential 
to training designed to change atti- 
tudes and behavior are: (1) a non- 
threatening climate in which people 
can feel free to examine their be- 
havior and attitudes, (2) a situation 
which will reveal present behavior 
and attitudes, (3) a mechanism to get 
reactions from others to behavior and 
ideas, (4) an input of theory and in- 
formation from authorities respected 
by the group, and (5) an opportunity 
to test new ideas and behavior and 
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solidify these new techniques into 
usual behavior. 

If training continues to rob sales- 
men and companies who pay for it, it 
will be a result of the unwillingness of 
training people to accept findings of 
behavioral sciences. 

In many ways, we have all failed 
to accept the benefits of this scientific 
age. But selling has léng prided it- 
self in its willingness to try new 
things—to accept innovations. Now is 
the time for sales managers and sales 
trainers to put away their faddish 
tricks and theatrical reviews. Same 
scientific method which has provided 
us with exciting new products has 
given us new insights into training. 


S 
0% 


Be 
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“Hope you don’t mind . . . this column was blocking our exhibit.” 


A CONVENTION CITY 
UNDER ONE ROOF 


"TE hatie to a half million dollar 
program of reconstruction and 
refurbishing, the ever-popular 
Palm Beach Biltmore now be- 
comes the nation’s most suitable 
and enjoyable meeting site. 

Among the innovations are: 

1. A great new Convention Hall 
with a seating capacity of 1,000. 


2. A sparkling new main Din- 
ing Room. 
3. A modern Coffee Shop. 


4. An intimate Bar and Cocktail 
Lounge. 

Add to this the matchless 
attributes of the Palm Beach 
area...a complete, self- 
contained “‘Convention Center”’ 
with every modern facility and 
equipment ... personal attention 
to every detail of planning and 
execution ... quick, easy access 
to Palm Beach’s renowned di- 
versions and shopping areas... 
and it’s evident why it is in your 
best interests to hold your next 
meeting at the Palm Beach 
Biltmore . . . at rates lower than 
you'll pay at sites with fewer 
advantages. 

For rates and availabilities 
call the Sales Department of 
any HCA Hotel below, or write 
directly to Bob Golbach, Assis- 
tant General Manager. 


THE PALM -6f- 
BEACH ritmo 


Owned and operated by 
Hotel Corporation of America 
In New York 
In New York 
In Washington 
In Chicago 
In Boston 


The Plaza 

Hotel Roosevelt 

The Mayflower 

Edgewater Beach Hotel 

Hotel Kenmore 

The Royal Orleans 

Palm Beach Biltmore 

In Quito, Ecuador, S.A Hotel Quito 

In London, England Carlton Tower 

In San Juan, Puerto Rico. .El Miramar Charterhouse 
GLEN W. FAWCETT ASSOCIATES 

In Dallas 211 Evray Street 

In Los Angeles 510 West Sixth Street 

In San Francisco 1029 Russ Building 

In Seattle 726 Joseph Vance Building 


In Palm Beach 


INTRODUCE yourself situation (‘Person to Person” style) accustoms sales- 
man, behind mock TV set, to active role in meeting right at the start. 


Ray-O-Vac Knows How 
To Put Men to Work 


In small sessions, each salesman discusses one account he hasn‘t 


been able to sell. Group offers suggestions. Men are given as- 


signments before meeting. To start day off with enthusiasm, all 


sales awards are given at breakfast rather than at banquet. 


RAY-O-VAC COMPANY holds a na- 
tional sales conference that’s really a 
Yet, it gets 


sales-produc Ing response 


hard driving “workshop” 
enthusiastic 
from sales representatives who attend 

According to O. R. Slauson, vice- 
president for marketing, Ray-O-Vac’'s 
sales conferences are not the meticu- 
lously planned speeches, parade of 
new products and wide-eyed, back- 
slapping predictions a good many 
companies make them 
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Company's national sales confer- 
ence generates ideas, distributes in- 
formation, produces skills in work- 
shops where everyone participates 
and contributes in a_ professional, 


away-from-the-office atmosphere. 


Rav-O-Vac has travelled as far 
from its Madison, Wis., headquarters 
as Colorado, Florida and Massachu- 
setts to detach the national workshop 
from any “home” atmosphere. 

“We find getting our men into a 
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relaxed, away-from-home atmosphere 
is an ideal way to unwind a hard- 
driving, professional, sales-producing 
agenda,” says Vice-President Slauson. 

“Isolated working and recreational 
facilities at our convention sites allow 
a heavy schedule of work, in the 
shortest time, with the least interrup- 
tions.” 

Informality of workshops often con- 
ceals the painstaking planning and re- 
hearsal that goes before. 

“We plan that there should be no 
reason for any man to spend extra 
time or energy going to and from the 
workshop,” says Slauson. “At this 
years convention at Key Biscayne, 
Fla., recreational and workshop facili- 
ties of every type were available right 
on the hotel grounds.” 


Knows He Will Participate 


Great deal of Ray-O-Vac’s success 
can be traced to the fact that every 
salesman knows he will participate 
before he comes to the conference. He 
knows because he is given a place in 
the program. 

“This means he prepares,” says 
Slauson, “and preparation means more 
legitimate, real, field-oriented, prob- 
lem-solving, sales-producing discus- 
sions. 

This year’s agenda followed a tele- 
vision theme. Titles on the agenda 
paralleled familiar television pro- 
grams. Entire conference progressed 
through the week much as a television 
station runs through the day. 

First session was properly called 
“Person to Person.” Each man was 
given an immediate chance to partici- 
pate. Idea was to “break the ice” and 
get the men to contribute easily and 
enthusiastically from that point on. 

On stage for this introduction ses- 
sion was a mock TV set. Spot where 
the picture should be was open. A 
man could stand behind the set and 
appear as if he were on TV. 


Picks Account in Advance 


Several weeks before the workshop, 
each salesman was told to pick one 
account with which he thought he 
could do a “best merchandising job” 
this year. This merchandising was to 
bring increased sales volume. 

As each representative was intro- 
duced by his regional manager, he 
came on stage, stood behind the TV 
prop, had his picture taken and nomi- 
nated his account. 

After all were introduced, the dis- 
tributor sales manager announced that 
one man in each region who reported 
the best three months’ results (with 
the account he nominated) would win 
a TV set. 
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Need help in planning your company meeting? 


Quick as you can say American, you'll find 
help in many different ways—whether you’re plan- 
ning a large group meeting or a small one, in a 
major city or resort area. 

We'll help you select the site. We’ll plan pas- 
senger itineraries, make reservations and arrange 
and handle ticketing. We’ll give special attention 
to group travel. And if you have other problems, 
please ask. 


American serves all these major cities with 707 Jet 
Flagships or Turbine-Powered Electras—Boston, 
Chicago, Dallas, Detroit, Los Angeles, New York, 
Philadelphia, Washington, St. Louis, San Francisco. 
We serve many popular resort areas, too. 

For further details, just write to: Mr. Frank 
Svoboda, Manager of Convention Sales, American 
Airlines, Inc., 100 Park Ave., New York 17, N. Y. 
Or contact your local American Airlines office. 


AMERICAN AIRLINES + 


COMING IN 1961—THE ASTROJETS— JET AGE: STAGE IT 


*Service mark of American Airlines, Inc. 
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that 


“NS 
rivals the best in the world. 


TOWER ISLE 


the hardly conventional 
convention hotel 


JAMAICA, WEST INDIES 


Even all work is all play at 
AIR CONDITIONED Tower Isle. 
A few jet hours away yet a 
whole world away in spirit. 


Tower Isle lavishes total comfort 
on convention groups of up to 200 
and more. The only kind of meeting 
that can't be held here is the 
unsuccessful kind. 

—s 
You cannot stay in our roman- 
tic tower — you can stay in 
our spacious seaside hotel in 
Ocho Rios, Jamaica. 


f 


NOW—ONLY ONE HOUR 
FROM NEW YORK CITY 
and most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


ETINGS - CO 
AND SO 


For an ex- 
ecutive session 
of 6, or full-scale 
convention of 600, 
you'll find the type of set- 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 
OPEN ALL YEAR. 


v.Y.WOrth 2-4018 


% elsewhere, call Asbury Park: 


PROSPECT 5-5000. 


Meet with Success 


Rates are surprisingly low at Tower Isle. And the list of things to do and see here is 
amazingly long. You can swim, fish, bask, dance, play volley ball and ping pong and 
shuffle-board and tennis and bingo and golf and croquet and horseshoes, watch goat 
racing and crab racing on the beach, try your hand at archery, enjoy native floor shows 
and on and on and on. You can do anything you wish—and a few things you never a 
you wished. Make it your business to take your business to Tower Isle in Jamaica, W. I 


TOWER ISLE HOTEL, JAMAICA 


| Representative for U.S.A. and Canada: Utel! International, Essex nen, once South, N.Y.,N.Y. 


at the 


HOTEL UTAH 


and 


MOTOR LODGE 


Convention Host at the 
CROSSROADS OF THE WEST 


Salt Lake City, Utah 


Make your next meeting 
a gigantic beach party 
on Galveston Island! 


GALVESTON 


e Outstanding facilities 

e Heart of the city location 

e Public rooms of various sizes to 
accommodate 14 to 500 

@ Magnificent auditorium seating 
1500 

@ Spacious exhibit hall 

e Air conditioned 


TEXAS 


onal CONVENTION 


CENTE The GALVEZ 


and VeLLA 


May we tell you more? 
Phone or write for free brochure. 


Iwo fabulous beach resort hotels flanking the outstanding Moody Convention 
Center 31,000 sq. ft. exhibit space with escalators to 2nd floor hall that 
seats 3,500 for 2,000 for banquets . . . completely air conditioned. 
700 guest rooms, swimming pools, exceptional foods. For brochure, write to 
P. O. Box 59, Galveston, Texas. 


Max Dean, Manager 
DAvis 8-91 14 Salt Lake City, Utah 


meetings, 
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Items to be considered in judging 


winners included: BEAUTIFUL NEW 10,000 oe Be) 
Ray-O-Vac Portable Lighting Cc FR U j Ss E Ss H \ P 


Center placements 


Refill activity Available for 1967-1962 


Dollar sales increase 


pe a CONVENTION 

Sales meetings held 

Seasonal promotions developed Cc 

er pe RUISES 
THE CARIBBEAN 


Special display promotions de- 
* Fully Air-Conditioned * Stabilizer-equipped for 


veloped and used 
Merchandising and advertising 
used 
Jobber salesmen motivated “y ’ ’ 
hile need cnsion wax Gein smooth sailing * Accommodations for 300 to 350 

up by regional or buzz sessions. In * Spacious exhibition areas * Superb international cuisine 
general sessions, advertising, products * Attractive conference rooms ¢ Full program of sports, games 

e Wide-screen movie theater and nightly entertainment 

¢ Duty-free shopping ¢ Fascinating shore programs 

LENGTH OF CRUISE, PORTS OF CALL, SAILING DATES ARRANGED TO YOUR SPECIFICATIONS 
For detailed information, mai/ your requirements to: 


and promotions were outlined in 
broad terms. 
BOX 89, SALES MEETINGS @ 1212 CHESTNUT STREET, PHILADELPHIA 7, PA. 


At smaller buzz sessions, salesmen 
discussed local and regional selling 
problems and how each product and 
sales promotion adapted to their par- 
ticular selling needs. 

Ray-O-Vac used a unique method Natalia ee en NE I NE Se ea OE Oe 
to get complete participation when it 
introduced its new 98c Falcon flash- 
light. 

Each sales representative was in- 
structed to submit the name of one 
of his customers who was not buying 
the short-end items that the Falcon 
represents. 


a a a a a ee eee 


a ee 


Cina lins 


No Embarrassment 


LPI OS NOW! Enlarged Facilities for 
uring buzz sessions, each repre- 
sentative nominated this account. On co N F E R E N Cc ia S$ & SA L c Ss M c ETI N G 4 


a blackboard he listed his reasons for : oA 
li he Fal he acc ® 3 Air-Conditioned MEETING ROOMS. 

not selling the Falcon to the account. (Largest Room seats 100 comfortably) 

His customer was then discussed by , @ New Air-Conditioned COCKTAIL LOUNGE. 

the entire group and each representa- @ Sleeping Accommodations for 175 Guests. 

tiv. 1d | his gestions and co @ Lobby and Main Dining Room Air-Conditioned. 

ive added His sugpesuons and com- |. © Year-Round Heated SWIMMING POOL. 

ments according to his similar experi- ay » Centrally located in Tri-City area. Near Exit 24 of 

ence. Groups were kept small so that - Y. Thruway and Northway. 


discussions were friendly. No sales , : . 

representative was embarrassed. — a AOM SAWYED 
“Questions asked and answered : 

tended to separate fact from fiction,” MOTOR INN & RESTAURANT 

says Vice-President Slauson, “and our 1444 WESTERN AVE. + ALBANY. N. Y. 

representatives were eager to accept ee wena ee 

comments and suggestions of their 

fellow sales representatives.” 
Although the chairman of these 


meetings had a prepared list of points ( / «o) Toul Tin 4 
to be covered, the idea was to get 7) of dion. My u 


them to come from the men. Items 


covered included: fer co ; : 
e Yearly volume of the account ool De 
Volume trend and sales 2g Mts crac a ee 


. 
‘ : : ¢ 12 conference rooms—!2-350 persons tennis—riding 
Sales meetings held with the cus- ® superb food from our own farms private swimming pool 
tomer ° 


modern facilities—old world service pro hockey—ice shows—theatre parties 


Merchandising helps offered and C - C2 
used : WM 
Ray-O-Vac “Dealer Days” spon- ; 
Fe - HERSHEY, PENNSYLVANIA 
sorea set in an amphitheatre of mountains 
Use of Ray-O-Vac’s “Retail Spe- Open the year ’round @ Telephone KEystone 3-2171 
cialist Crew ‘ ea 0 Turapike convensence Just 15: “amet New York City) 90 miles from Philadelphia; 200 miley from Pittsburgh 
Va ality M sractc > ober ° ournoyer ies from Washington, 85 mules from Baltimore 
vw and interests of the ieomeatnn Gheater F 7 meusines from Airpert and Rasireed Staten 
yuyer. 


Our o 
sleeping rooms, 90°% air conditioned. 4000 square feet of Exhibit Area 
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COMING THIS JUNE 


« « eA NEW GOLDEN ERA OF HOSPITALITY 


In June 1961, the Southeast’s most unique Convention Center will proudly 
ntroduce a new concept in old fashioned hospitality. GOLDEN is the word . . . 
in services and facilities. You will find none finer, none more complete — 
anywhere! 

Plan your next convention in dynamic Norfolk at the fabulous GOLDEN TRIANGLE. 
Write, wire or phone General Manager, Richard B. Keeley for information and 
a descriptive brochure. 


GOLDEN TRI{NGLE 


GPO 1999 PHONE 625-4343 NORFOiK, VIRGINIA 


meeting 


on your mind? 


Successful meetings, management con- 
ferences, sales training programs... 
all call for the luxurious and custom 
planned facilities of this famous private 
resort-estate. Groups from 20 to 500, 


Phone or write MAURICE PFURSICH, 
Sales Manager, for free Lido 
Convention Planning Kit. 

phone REgent 4-9000 


o 


HOTEL/BEACH CLUB/GOLF - 
Lido Beach, L. I., 
On the Atlantic sacha 
- . Only 30 miles from mid-Manhattan 
Open all year for meeetings and conventions 


We Have The RIGHT CLIMATE 
For MONEY MAKING! 


Faint sun ne'er won fair conventioneers! At The Nassau Beach Hotel, 

the outlook for groups is positively brilliant: blue skies, sunny beach, 

cool waters. A sportin’ life! 

Indoors, our public and banquet halls, air conditioned and fully equipped, 

comfortably accommodate 400 delegates at a sitting. Expert cuisine, 

native shows, entertainment. 
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Robert M. Souers, Managing Director 
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This type of active role playing, 
according to Slauson, has provided 
far greater sales results than planned 
speeches, question and answer ses- 
sions—meticulously outlined, labori- 
ously given and little remembered— 
that are a part of some sales confer- 
ences. 


Plan Board Sets Agenda 


Agenda for workshops was finalized 
by the company’s merchandising plan 
board. Plan board is made up of 
members of the merchandising de- 
partment and one representative from 
each of the company’s Eastern, Mid- 
Western, Southern and Western re- 
gions. New members are announced 
at the sales conference. Serving on 
the board is an honor and competition 
for positions is keen. 

Field members of the plan board 
are in daily contact with the remain- 
der of the field selling force. They 
represent the sales force when the 
sales workshop agenda is set. 

In addition, members of the plan 
board organize and supervise field 
tests and investigations on product 
introductions and applications. Mem- 
bers become discussion leaders at the 
annual workshop. 

Awards for outstanding selling and 
service are an important part of Ray- 
O-Vac’s annual conference. All 
awards are presented at breakfast. 
This insures complete early morning 
participation, and for those who re- 
ceive awards, it gets the day off to an 
exceptionally good start. 

Selling charts and other prepared 
sales aids are distributed and ex- 
plained during the workshop. 


Sessions for Selling Needs 


Regional and buzz sessions are 
adapted to particular selling needs. 
Most of this year’s selling helps were 
related to Ray-O-Vac’s successful 
Portable Lighting Center program. 
Portable lighting centers are complete 
headquarters departments of flash- 
lights, lanterns and batteries, placed 
as a department—complete with mer- 
chandiser—in dealer stores. 

Success with this program has been 
due largely to the close attention paid 
to customer needs, dealer demands, 
personalities and attitudes, according 
to Slauson. 

Sales representatives are given note 
cards that guide their practice pre- 
sentations. This insures that all im- 
portant aspects in the lighting center 
program are covered. After a few 
practice sessions, these become firmly 
entrenched in the sales representa- 
tive’s mind and he throws the note 
cards away. 
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Charts, books, graphs and broad- 
sides of dealer testimonials back up 
the sales presentation. Ray-O-Vac ad- 
vertising, publicity and promotions 
are explained and salesmen learn what 
is available and how to use it. 

Part of the Ray-O-Vac program to 
place portable lighting centers is to 
use Ray-O-Vac retail specialists. These 
travel with distributor house salesmen 
and sell to their accounts. When a 
placement is made, jobber salesmen 
are insured increased refill sales. 

To do this travelling, approval must 
be received from distributor house 
management. Getting this permission 
is also the job of the Ray-O-Vac sales 
representative. 


Practice Interviews 


Practice presentations for these job- 
ber motivation interviews are similar 
to those that sell Ray-O-Vac products. 

Company consumer tests all its 
products and sales promotions on a 
regional basis before they are intro- 
duced nationally. Only those that are 
successful are introduced. 

Good deal of the sales representa- 
tive’s training is directed at making 
sure that he is able to explain the pro- 
gram in detail, and that the a 
customer realizes the full profit poten- 
tial available. 


Concerned with Plans 


Any salesman—for his own security, 
if nothing else—is concerned with 
plans of his company and how he fits 
into them. Your satisfying this con- 
cern is a good way to motivate him. 

In everything that is said and done 
at the workshop, there is mention of 
a “plan for the future.” 

A. M. Anderson, merchandising 
manager, outlines past selling pro- 
grams and plans for the future. Vice- 
President Slauson talks of future sales. 
E. B. Ott, president, Ray-O-Vac and 
chairman of the parent Electric Stor- 
age Battery Company board, outlines 
the role of the sales force in the divi- 
sion’s future. E. J. Dwyer, president, 
Electric Storage Battery, talks about 
the future of Ray-O-Vac Division. 


No Doubt of Plans 


For any salesman who attends the 
workshop, there is little doubt that 
the company has big plans for the 
future, and that he is part of them. 

Increased sales of flashlights, lan- 
terns and batteries makes the future 
look good. Great deal of Ray-O-Vac’s 
past and future success, according to 
Slauson, can be traced to the com- 
pany’s succesful, national, sales work- 
shops—that work! @ 
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history situations became an effective selling aid. 


Beware a Lazy Booth 


With today’s costs, you can’t afford an exhibit that loafs. Every 


part of your exhibit must sell. Booth personnel must know what 


to do—especially how to screen inquiries for follow-up calls. 


By W. E. SCHNEIDER 


Advertising and Sales Planning Manager, LaSalle Steel Co. 


[TRADE SHOWS are hard work, as 
anyone who ever soaked his tired feet 
will agree. They are also expensive, 
as any marketing executive who ap- 
proves invoices after a show will 
idmit 

Real payoff at the cash register is 
ometimes hard to pinpoint, but you 
can evaluate some of the benefits im- 
mediately. Interest in new products, 
success in meeting and talking with 
responsible individuals you now sell 
or would like to sell, and the number 
of qualified sales leads obtained are 
all good indicators of results. 

After years of planning, working 
and justifying the investment in trade 
shows to managements, one rule of 
thumb stands out clearly: To have a 
successful trade show, you can’t have 
a lazy booth. Here are basic rules 
evolved through experience: 
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1. Cost per square foot of space 
and growing cost of exhibits and serv- 
ices force the careful exhibitor to de- 
termine first what he wants to accom- 
plish, then to plan well in advance 
how best to get the job done. 


2. A successful exhibit must be de- 


signed so that every part—background, 
demonstration, product exhibit and 
feature—clearly conveys the major sell- 
ing idea and product benefits. Here, 
I believe, simplicity is the key. 


3. Everyone who staffs a booth 
must know what is expected of him. 
There’s no room for tired, dull or 
bored individuals in your booth. Se- 
lect only those men who will work 
enthusiastically toward your objec- 
tives. 


4. Inquiries received at the show 
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must be working sales leads. People 
you talk to at a show must be care- 
fully screened. This requires advance 
planning, instruction of booth person- 
nel and careful follow-up. 

An example in point is the recent 
Production Engineering Show in Chi- 
cago. La Salle Steel Co. planned to 
introduce two new products to its line 
of high-strength steel bars. These new 
steels have customer benefits similar 
to existing products but with higher 
physical properties never achieved 
commercially, except by conventional 
quenching and tempering. 

Success of its two established spe- 
cialty products, STRESSPROOF and 
“FATIGUE - PROOF,” provided a 
sound base on which to build its ex- 
hibit story and introduce the new 
materials at the show. 

Experience at a number of shows 


SALES MANAGEMENT 


Intricate Exhibit 
arrives promptly... 
in perfect working order! 


U.S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
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This type of service isan every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 
money, call Mayflower, to move your valuable exhibits. 


Ask for "17 Reasons Why” Booklet... a practical exhibit guide 
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had indicated that something similar 
to “Highway Hypnosis” is developed 
by people who walk down an aisle at 
a trade show. Color, action, people, 
variety of products or services, noise 
and fatigue all work together to cause 
the individual to just “take in a 
show.” He may walk right past prod- 
ucts of great interest to him without 
being aware of that interest. 


interest in Histories 


Although no two shows are alike, 
experience had shown that displays 
of parts made from our steels by cus- 
tomers, and case history information 
on each, always attract considerable 
interest at metalworking shows. 

La Salle products—cold finished 
steel bars—appear to be like any other 
bars. They create little more than a 
casual interest until the passerby un- 
derstands their advantages—none of 
which are visible to the eye. So, the 
first problem was to gain attention. 
Any attention-getting device had to 
be dignified and be related to the 
products sold. Use of motion, sound 
or demonstration would be helpful. 

Any exhibitor at the Production En- 
gineering Show would be forced to 
compete with the more dramatic size, 
noise and action of various machine 
tools and accessories. Bar steels, of 
course, are usually machined in va- 
rious types of automatic metal cutting 
equipment. 


Use Electronic Sorter 


It was determined that the great in- 
terest at the Machine Tool Show 
would be in tape operated controls 
and other automatic devices. This 
prompted the idea to use an IBM 
sorter. The equipment was renamed 
“Electronic Fact Finder.” The ma- 
chine had action and motion. Sound 
of the machine in operation caused 

eople to stop and look around. It 

Pad novelty appeal and could be 
adapted to provide information on 
La Salle products. 

List of 36 key questions, which any- 
one engaged in making or specifying 
materials in a range of phy sical proper- 
ties might ask, was printed on an 8%” 
x 11” sheet. Everyone who stopped 
to see the machine operate was given 
a question sheet from which he could 
select any question of interest. The 
machine would then sort down the 
cards and eject the proper answer 
card. 

Each question and answer was 
printed on one side of an IBM card, 
along with the company name. Re- 
verse side of the card was imprinted 
with (1) an offer to send a sample 
bar and (2) an offer to send additional 
literature. Space was provided for 
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Coach your salesmen in 

winning ways... rally 

them in a sales meeting at 
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power plays up our sleeve. 
Enthusiasm-creating food . . . serv- 
ice featuring fast foot work . 
ideal surroundings . . . special 
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the man’s name, title, company and 
address. These cards were of a size 
which made it easy to carry in a coat 
pocket. 

The machine was operated by an 
office-type girl, who was both attrac- 
tive and personable, but definitely not 
a “model”. We did not want the girl 
to over-shadow the machine and the 
“idea”. 

The machine was in operation every 
time a group of men walked past the 
exhibit. It seldom failed to stop at 
least a part of the group. Many asked 


here a working staff was essential. 
When a man stopped to view the ma- 
chine, it provided the necessary op- 
portunity for a La Salle man to ask 
questions to qualify his interest and 
needs and to direct his attention to 
the materials on display. 

It had always been difficult to ex- 
plain briefly and understandably the 
benefits and uses of these rather 
unique steel bar products to men who 
were not familiar with the advantages 
of these materials (problem being that 
physical properties were usually de- 


lem, the entire right-hand portion of 
the back wall was converted into (1) 
a lighted billboard and (2) a sales 
presentation of customer benefits. 
All four La Salle steel bar materials 
have major customer benefits in com- 
mon, even though (1) they are made 
by different processes, (2) have dif- 
ferent strength levels and machina- 
bility ratings, (3) have different 
chemistries and (4) are priced ac- 
cordingly. Major benefits were 
suled into five large backlighted 


anels. 


for answers to be printed questions 


veloped in steels by conventional heat 
and carried away IBM cards. But 


treatment). To overcome this prob- 
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When a visitor stopped at the booth 
or was approached by a La Salle man, 
he was invited to step back to the 
product section. Here the salesman 
picked up an electrical switch on a 
long cord. Flashing panel lights were 
turned off, and the first lighted panel 


was switched on. 


Panel of Benefits 


Advantages which all four products 
had in common were discussed as the 
message painted on each succeeding 
panel was turned on. Each panel 
light remained on until all five benefits 
were discussed. Then the switch was 
turned back to automatic. 

Idea helped (1) get visitors out of 
the aisle and into the booth, (2) avoid 
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tional area. 


The Convention 


Bureau 

NORFOLK CHAMBER OF COMMERCE 
269 BOUSH STREET NORFOLK 10, VIRGINIA 
MAdison 2-2312 


AIR- 
CONDITIONED 
Less than 10 minutes 


to Airport or 
Union Station 


SALES MEETINGS/Part I| SALES MANAGEMENT 


distractions of other people, noise and 
exhibits, (3) focus attention on prod- 
uct benefits being discussed and (4) 
present a uniform sales story and cover 
all major sales points. 


Manual for Salesmen 


Much has been written about staff- 
ing an exhibit for the benefit of the 
marketing man, but little has been 
accomplished to tell the salesman 
what is expected of him. A complete, 
22-page manual called “Come to the 
Show” was prepared and mailed to 
every man in the La Salle sales or- 
ganization, whether he was scheduled 
to work at the booth or not. Manage- 
ment and key personnel in other com- 
pany departments also received copies 
for their guidance when they were at 
the booth and to create an enthusiasm 
for the effort. 

Explicit instructions on objectives 
were outlined in the manual. What 
to do, hours, dress, how to handle in- 
quiries, how to attract people into the 
booth, what to say, details on dis- 
tributing literature and how to follow- 
up inquiries after the show were 
covered. Little was left to chance. 

Results: Management was im- 
pressed with the way the men worked 
the booth. Salesmen and sales engi- 


neers like the suggestions and ideas, 
because they made their job more 
meaningful. Several mentioned that 
as a result, they actually enjoyed 
working a show for the first time. 
Booth personnel were carefully in- 
structed on use of inquiry cards. They 
were told not to try for numbers. This 
would only compound the cost of the 
show. It would take time away from 
calls on more interested prospects and 
increase the number of pieces of litera- 
ture mailed to uninterested people. 
General rule: Try to qualify every 
person by asking questions. Put down 
on each literature request card as 


much detailed information as it is 
possible to get. Consider what in- 
formation you would like to have if 
the inquirer were from your own terri- 
tory and work to get this information. 
For example, if a man wanted litera- 
ture and did not merit a sales call, 
this was to be noted on the inquiry. 
Information regarding a prospect's 
problems, material now used, pro able 
volume and type of application for 
our materials were all noted for the 
guidance of the salesman who makes 
the follow-up call. 

While it is much too early to evalu- 
ate complete results of the show effort 


iP ry = ¥ wy, 
(SOC Hills 
YOUR COAST-TO-COAST CONVENTION HOST 


NEW YORK 
Hore. Governor Clinton 


7TH AVE. AT 31ST ST. 


A step to everything. 1,200 guest rooms. 10 
beautiful air conditioned function rooms for 


10 to 500. Banquet service. Opposite Penn 
Station. PHONE: PEnnsylvania 6-3400. 
TELETYPE: NY 1-3202 


ST. LOUIS 


» 
has : 
ke ‘ 
di ‘ 


THE BIG SHOWS ALL COME 
To tHE lowe Yorke 


TRADE SHOW 
BUILDING 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 


in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 


obvious advantages and 
features of this outstanding 
show center: 

@ the finest in exhibit facilities 

®@ the ultimate in service 


® the central location 
® the greatest economy 


If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N.Y. ¢ LOngacre 4-4100 


4000 Fine Hotel Rooms located nearby 
COMPLETELY AIR-CONDITIONED 


“The Voy Beit iw Enbibit Facilitios 


tore Coronado 


3701 LINDELL BLVD. AT SPRING ST. 

_ Meet them in St. Louis. 18 newly redecorated, 
air conditioned function rooms for 10 to 600 
persons. Banquet service. Midwest's favorite 
restautants. PHONE: JEfferson 3-7700. | 

‘ TELETYPE: SL 287 : 


EXCELSIOR SPRINGS 
MISSOURI 


The Elms tore 


ONLY 28 MILES FROM KANSAS CITY 
America’s foremost spa! 5 air conditioned 
function rooms. Banquet service. All sports. 
Swimming pool. Mineral waters, baths. 

PHONE: MEdford 7-2181 


if 


=OLWN Mora gf 


e 
© 
% 


JANUARY 20, 1961 


Where business is 


° = . we i / 

. Z a pleasure: 
Impressions  @ < b | 
Heart of downtown Miami, 
spectacular views of Park and 
Ohio Displays are old hands ail “4 Bay .. . central to business, 
(since 1919) at the business of See: genet seman “Top 
; \ * the Columbus” restaurant, 
imagery. We can help develop liniem tea ie deat 
Three entire floors of public 


the graphic presentation of your 
creative selling objectives both rooms. Ideal for meetings and 
for trade show and point-of-sale. small conventions . . . one en- 
Custom Exhibits * Originators tire floor designed for them. 


of Self-Pak * Wrap-Pak Displays. Address inquiries to Robert A. 
: Smith, Convention Director. 


Request illustrated catalogs. 


on 
aad 
ome” Ohio Displays 
Fi fe 2206 W. Superior Viaduct Applied 
’ —— Cleveland 13, Imagery for 
of Ohio Creative Selling 


MIAMI’S FINEST 
Biscayne Blvd. at First Street 
Miami, Florida 


CONVENE AT 
BEAUTIFUL... 


Grand 
Fbotel 


; R suStS eeeee 
5, Maou Sts A) ie 


You'll get more done...then have more fun at a, ; oo. 4 
LAS VEGAS' COMPLETE CONVENTION HOTEL je 


* 13 Meeting Areas & Private Conference Rooms * 2 Giant Stages 
for Showmanship Demonstrations * Exhibitors Gallery 
* Meeting and Banquet Facilities for Groups from 10 to 1,200 
* Superb Cuisine * Fun ’Round the Clock 


1295 DELUXE ROOMS & SUITES: _ On Stage! BRAND NEW FROM PARIS! 
800 noous Frau 36 514; UE LIDO DE PARIS 267 Zone 


> LAS VEGAS 

Los Angeles DU 8-1151 Or contact 

San Francisco DO 2-2022 Detroit WO 2-2700 Miami PL 4-1667 Director of Sales 

Chicago MO 4-5100 Washington, D.C. EX 3-6481 New York MU 8-0123 Las Vegas DU 4-6350 


Nationally represented by The JohnA. Tetley Co. and Leonard Hicks, Jr. & Assoc. 


SALES MEETINGS/Part I] SALES MANAGEMENT 


in terms of sales, this much is known. 


1. It provided an opportunity to talk 
to hundreds of men that our salesmen 
would seldom, if ever, see on per- 
sonal calls. It would require months 
of intensive effort and prohibitive sales 
costs to contact such a large group 
personally in any other way. 


2. Interest at the show in new 
products quickly created many re- 
quests for information, test samples 
and personal calls among manufac- 
turers and distributors. This short- 
ened the time required to introduce 
the new products. 


3. Men who worked the show left 
for their home territories with an en- 
thusiasm for the products and the 
complete line that will carry over for 
some time to come. They did not con- 


sider that their time was wasted at the 
show. Their follow-up calls should 
be more productive because of the 
care taken to qualify inquirers. 


4. Management, Sales and Adver- 
tising now have more information on 
which to evaluate results, in terms of 
investments in the show. With profits 
had to come by and competition the 
order of the day, it is essential that 
every project, such as an exhibit at a 
trade show, be carefully planned and 
executed. 


Every Dollar Must Work 


Along with the exhibit, personnel 
and inquiries, every dollar invested in 
a trade show must be a working dollar. 
In other words, to be successful at a 
trade show, you can't have a lazy 


booth. @ 
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GRAND BALLROOM .. 
meeting capacity 1000 .. 
air conditioned ... lift from 
street for automobiles or 
heavy equipment. 


COLONIAL BALLROOM 
meeting capacity 500. 


IN ADDITION ... 
Dining and Meeting Rooms 


22 private 


accommodating 20 to 
200 guests. 


FIVE DISTINCTIVE 
PUBLIC DINING ROOMS. 


0% AIR-CONDITION 
Less than 999 lu» 


rooms 


adjacent parkin 


8 Minutes 
to Airport 


10 Minutes 
to Rai! Depot 


From Lobby 
2nd Guest 
Rooms by 
High-Speed 
Elevators , . 


DIRECT 
TUNNEL TO 


BOTH 
UNDERGROUND 
Garage 


MUNICIP 
AUDITORIUM. 


uehlebach 


frotel NM 
and MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Teletype KC 530 
M. F. Landon, Sales Mgr. 
For information, write direct or call 
New York, MUrray Hill 8-0123 
Washington, D. C., EXecutive 3-648! 
Atlanta. JAckson 4-3486 
Detroit, WOodward 2-2700 Chicago, MOhawk 4-5100 
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Inside Story of 
National Auto Show 


It took a year to plan and a new hall to hold it. Big surprise 


was public response. This huge integrated show had fewer prob- 


lems than you might expect—"“mostly tremendous triffles.” Com- 


mittees of auto-maker experts laid down policies, made decisions. 


By HAVILAND F. REVES 


BRILLIANTLY-PUBLICIZED and 
record-breaking National Automobile 
Show of 1960 was high point of insti- 
tutional sales promotion for America’s 
greatest industry. Here the giants 
pooled their activity in a massive, spec- 
tacular presentation of their wares to 
the American public. 

This is the story of organization 
work behind the show itself. Details 
of the show as seen by the general 
public have become familiar through 
virtual saturation coverage by all 
media 


First Time in Detroit 


This was the second show for the 
industry since before World War II; 
first ever held in Detroit, home of 
the industry; and first in modern times 
to give effective space for truck dis- 
plays. For the first time, supplier in- 
dustry groups—made up of individual 
giants such as U. S. Steel, Goodrich, 
Alcoa—could be included. Exhibit 
heer was 400,000 square feet, one- 
third more than available at the New 
York City show in 1956. Everything, 
including attendance, was on ‘a pro- 
portionately increased scale. Public 
acceptance was evident when the 
1956 record of 320,000 people was 
topped within 48 hours after doors 
were opened, with over a week still 
to go. Final count was 1,403,873. 

Nature of the automobile industry 
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in large measure suggests the type of 
basic organization used to produce 
the show. The industry consists of a 
relatively small group of generally 
very large manufacturers. Automo- 
bile Manufacturers Assn. board con- 
sists of the president or chief execu- 
tive of each of the principal com- 
panies. AMA itself is a typical trade 
organization with a staff. 

Organizational structure works 
through committees. Over all in this 
project was the Show Committee, a 
group of executives at vice-presiden- 
tial level, chiefly from advertising, 
public relations, and distribution in 
the various companies. This commit- 
tee was given authority for the gen- 
eral organization of the show. 

Two key subcommittees were set 
up under this general Show Commit- 
tee—Exhibits Committee and Promo- 
tion Committee. Members of these 
committees were selected from com- 
pany men in merchandising display, 
product promotion and_ publicity. 
Thus, active committeemen who 
worked on the show were generally 
working in a field with which they 
had special background. 

Under general supervision of this 
two-level committee structure, the 
AMA staff carried out committee-de- 
termined policies, under the guidance 
of Harry A. Williams, managing di- 
rector. AMA handled certain com- 
plete phases of the program, and also 
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served for liaison or coordination of 
activities carried on by individual 
companies. These large companies 
involved were able to bring vast pro- 
motional resources to bear upon seg- 
ments of the total program to make 
this an outstanding example of an in- 
dustry-wide exhibition and promo- 
tion. 


Plans Carried Out by Staff 


Plans and organization were car- 
ried out by the regular staff of Auto- 
mobile Manufacturers Assn. for the 
most part. Responsibility for these 
activities was shared by Williams, 
functioning as show manager; William 
F. Sherman as his assistant and as 
director of exposition; William B. 
Hankla, manager, AMA Public Re- 
lations Department, in charge of both 
advertising and publicity; and C. E. 
(Ed Howard, Jr., AMA Director of 
Promotion. There was considerable 
flexibility in the organizational struc- 
ture, so that assignment titles do not 
precisely indicate what each person 
did. 

Sherman’s regular assignment with 
the AMA, for instance, is as manager 
Engineering and Technical Depart- 
ment. But for the show he headed 
up the actual work of exhibition—as 
distinct from promotion. He has had 
important background experience in 
this field also, and is a past president 
of National Assn. of Exhibit Managers. 

Twelve regular AMA staff people 
were assigned to work primarily on 
the show, in addition to other as- 
signments. Their proportion of time 
devoted to the show ranged from one- 
third to two-thirds, except for three 
people who worked full time on the 
show during this = Five addi- 
tional people, including two secre- 


taries, were engaged to work exclu- 
sively on the show. About everyone 
on the staff of 83 was of course 
involved at some point, including both 
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OLDS automobile exhibit is one of many make cars visitors found on the first floor of Detroit’s new Cobo Hall. 
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the Detroit and Washington offices. 

Cunningham and Walsh Agency 
was engaged to handle the public 
relations program nationally. James 
W. Candless, heading a Detroit pub- 
lic relations agency, was engaged to 
supplement this activity locally. 

Most of both staff and committee 
members had previous experience 
with at least the 1956 show, some 
with earlier shows. Committee people 
further were generally experienced 
in working with various local and 
regional dealer shows for their own 
companies. 

All policy decisions were made by 
committees, either in advance or as 
the need arose. ' 

Key Exhibits Committee was a 
practical working group. Typical of 


Z v 
CORNER of 350-ft. stage is equipped with conveyor to take new cars over pool. Wheels of Freedom is basic theme of show. 


its members was Leroy E. Kiefer, who 
has designed Motorama exhibits for 
General Motors. 

Preliminary work for the Detroit 
show, with its new problems and 
size, was started a little earlier than 
in 1956. Impetus really began when 
the board approved the show program 
in June, 1959, but active work in 
volume was related to new model 
time, and dated from about March, 
1960. 


No Big Problems with Hall 


The location in a brand new $54- 
million building, Cobo Hall, being 
used for the first time, presented 
no serious problems—“mostly tremend- 
ous trifles,” Hankla puts it. Good 
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planning and construction helped 
here. Cooperation of AMA planners, 
such as Sherman, with civic officials 
and planners working on the concept 
of the new hall dates back about 10 
years. Decision was made to plan 
for a building big enough to house 
the Auto Show some day—or any 
other big show. It is the world’s 
largest exhibit building—although a 
Detroit newspaper exclaimed, “Cobo 
Hall is too small!” when the first Sun- 
day attendance figure hit 216,589. 
The 400,000 ft. of exhibit halls 
(300,000 in one, 100,000 in the lower 
level hall) had trouble holding the 
110,000 people who came for the 
invitational preview—instead of the 
25,000 anticipated. This hugh turn- 
out made it necessary to do retakes 


[Fre 
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modern car. 
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MAKE THE MOST of ob- 
stacles is lesson to be 
learned at power ex- 
hibit. Note how column 
is used to make most of 
normally “dead space.” 


for the network television show, so 
the cameras could find the cars. ) 

Exhibits Committee first met on 
Nov. 10, 1959, and decided (1) that 
a stage on the main floor was feasible; 
(2) architectural and decorative treat- 
ment of the new hall would require a 
minimum of decoration; (3) individ- 
ual displays would range up to 10- 
15,000 sq. ft; (4) information should 
be collected from major displays firms 
in Detroit and elsewhere. An im- 
portant factor in decorative treat- 
ment was the completely luminescent 
ceiling. 

Good planning had helped here— 
virtual absence of posts in the larger 
room, high ceilings, good light (130 
foot candles at floor level), ample 
power, good floor loadings, room for 
trucks to drive right into display 
areas. Much of this resulted from 
suggestions made by AMA people 
on the advisory committee for the 
design of the hall years ago. 

In 1956, the show paid a nominal 
fee to each of three Detroit and three 
New York city displays houses for 
a general design concept—with a 
rough cost estimate—and required de- 
livery in two weeks. Drawing on past 
experience, this design competition 
was avoided this time. Instead Sher- 
man visited some half dozen likely 
firms, and invited them to submit 
suggestions, together with brochures 
or pictures of their past performance 
when time was short. This latter fac- 
tor was significant, as evidence that 
the company could build some display 
which would be found, on opening 
day, to be required. 

Says Sherman, “We can be very 
proud that there are some very com- 
petent organizations in this display 
business—so it was not easy to choose.” 

Prime decorative contract went to 
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George P. Johnson Company, Detroit, 
winner of the 1956 contract also. 
This included construction, design of 
stage, Wheels of Freedom display 
which served as motif, and general 
decorations in Hall A-B-C which 
housed car exhibits. (Separate aspects 
of Auto Wonderland in lower Hall 
D, essentially supplier exhibits, will 
be described later.) 

Display concept was used through- 
out to the maximum. There was a 
general absence of talkers to present 
the message to visitors. Displays were 
designed to tell their own story, and 
did it effectively. Planning of the 
major car exhibit area was relatively 
simple. It was chiefly a matter, using 
professional assistance available, just 
putting together another good auto 
show. 


All island Exhibits 


The row-of-booths idea was com- 
pletely eliminated. Instead, this was 
an island type of exhibit, with aisles 
meaning nothing in effect. Visitors 
could walk from one exhibit right 
into the next, making it a well-inte- 
grated presentation. In some cases this 
created a problem, in advance plan- 
ning, since people tend to think of a 
show in terms of conventional booths. 
No rails or back walls were used here, 
except in a few places where they 
were required to protect displays. 
People walked around and actually 
into cars everywhere—only a few 
special ones were given extra protec- 
tion. 

Hanging signs and lights were 
eliminated in both exhibit halls—so 
there were no wires dangling from 
the well-lit ceiling. Aim was to build 
all identifications right into exhibits 
themselves. Large overhead signs to 


identify car exhibits generally were 
illuminated and fabricated, and built 
up, not suspended. 

“This was probably the first show 
in history where the rules did not 
say, management will provide a stand- 
ard sign with your name,” comments 
Sherman. Each was, instead, invi- 
vidually developed. 

No uniform colors were used in 
Hall A-B-C. Ben Johnson, chief de- 
signer, George P. Johnson Co. (but 
no relation to the founder) , developed 
use of different wall colors— pink, 
blue and magenta—to break up the 
hugh room. Walls were covered with 
fabric stretched over frames. 

AMA members were canvassed in 
advance to determine approximate 
space requirements—which turned out 
to be about 10-15,000 sq. ft. each 
for cars, 5,000 for trucks (Ford and 
Chevrolet trucks ran 10,000 each, 
however). Actual allocation followed 
a traditional procedure in committee 
meeting—first choice going to the 
leader in dollar sales volume for the 
preceding 12 months, and on down 
the line. Considerable mutual ac- 
commodation was made after initial 
selection of space, and no waste space 
resulted. These companies are used 
to appearing side by side—and there 
is only a small number of major ex- 
hibitors. 


Space at $5 per Ft. 


Rental fee was $5 per sq. ft.—with 
all facilities in one package. About 
200,000 sq. ft. were rented in A-B-C. 
Remaining 100,000 was used for aisles 
and stage areas. Exhibit rental fees 
essentially underwrote the cost of ad- 
vertising, stage show and incidentals. 

There were 13 car and eight truck 
exhibits, with about 300 vehicles dis- 


61 


played. Overnight changes of display 
vehicles was often made—as a general 
sales manager might come in and de- 
cide his exhibit needed a new touch. 
Or cars would be damaged by the 
crowd—people stood on top of them 
to see the stage show, and there was 
some theft of knobs, cigarette lighters 
and the like. 

Value of products exhibited cannot 
be determined. One commentator 


| Sane 


estimated it at $20 million with an 
equivalent amount in the forward- 
planning exhibit of military vehicles, 
largely experimental in nature, which 
served as an overflow exhibit on the 
entrance way to the hall. 

Labor problems were handled by 
a bit of advance planning which func- 
tioned very effectively. Several unions 
involved and management representa- 
tives worked out an agreement that 
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EYE APPEAL of this aluminium 
exhibit catches visitors’ attention. 
Exhibit is described by auto 
show planners as “arresting.” 


any problems that arose would be 
worked out by discussion between 
them and hall management—and that 
they would not result in any work 
stoppages, even in cases of jurisdic- 
tional disputes. A special room was 
set aside by management for these 
conferences, and used as necessary. 
Typical was the question whether 
riggers or some other group should do 
(continued on page 134) 


Wonderland was ‘Editorial’ Feature 


ON LOWER LEVEL of Cobo Hall, 
1960 National Auto Show presented 
a complete innovation—a basically 
exhibit built chiefly 
around supplier exhibits. Named Auto 


Wonderland, this phase of the show 


educational 


proved of outstanding interest, prob- 
ably far outranking on a strictly square 
foot basis the car exhibits themselves 
in popular appeal. 

Suppliers used to participate di- 
rectly in the old auto shows of many 
years ago—manufacturers of tires and 
tubes, engines, headlamps, and othet 
component parts. But as the industry 
grew, older general custom of assem- 
bling cars at the main factory was re- 
placed by a more integrated manu- 
facturing process. Suppliers dropped 
out of national shows—and they have 
been missing for decades. Now they 
are back—as an essential part of the 
industry's new concept of total pro- 
motion 

Auto Wonderland was the import- 
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tant new ingredient in the 1960 Show. 
Right from the start, it appeared to 
attract more attention from publica- 
tions than the show itself. Essentially, 
it might be defined as the presenta- 
tion of the integrated story of what 
goes into making of a car or truck 
from the standpoints of (1) final man- 
ufacturer, (2) suppliers of basic ma- 
terials, and (3) suppliers of com- 
ponents. This is something new. 


Not Typical Show 


Auto Wonderland was a planned 
and systematically - organized show, 
not the typical booth show for sup- 
pliers. General planning was done 
by Automobile Manufacturers Assn., 
with major assistance in this case from 
Society of Automotive Engineers and 
Automotive Safety Foundation. 

Much attention was devited to con- 
sumer aspects of the automobile—use 
of cars and trucks, story of highway 
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development, safety, touring, recrea- 
tion and other factors. General de- 
sign of the show was under the super- 
vision of George P. Johnson Co., De- 
troit. Basically, it was one of the two 
key segments of National Auto Show, 
and in preparation and policy followed 
the over-all pattern. But there were 
some important and significant in- 
dividual variations. 

Auto Wonderland had, in view of 
AMA people, the objective to tell 
the kind of comprehensive story that 
would be presented at a world’s fair 
—on a scale that no smaller industry, 
such as rubber or steel industry, 
could present by itself. 

An incidental aim was to acquaint 
younger visitors with career opportun- 
ities in automobiles and in allied in- 
dustries. Presentations of job open- 
ings in each industry were given as 
a major part of the public image cre- 
ated by the show. 

Most exhibits in Auto Wonderland 
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Van Lines 


Solver 


EXHIBITORS’ 
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“SAFE-GUARD™ 


“MOVING SERVICES 


Meeting trade show deadlines can be a headache .. .but it 
needn’t be! 

United Agents, using coordinated scheduling and 
specially-designed vans, expedite your shipment to get it 
where you want it... when you want it and with no 
sacrifice in gentle care. 

For a single show or a cross-country tour, SAFE-GUARD 
service gives exhibits “top priority.” Extra economy, 
too, because costly crating isn’t needed. Call your 
dependable United Agent for modern SAFE-GUARD service 
today. He’s listed under “Movers” in the Yellow Pages. 


United Van Lines 


MOVING WITH CARE EVERYWHERE, 
INTERNATIONAL HEADQUARTERS + ST. LOUIS 17, MISSOURI 


Plan Your Next Convention 
at the 
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PLAN YOUR NEXT CONVENTION AT 


CONVENTION HALL 


and AUDITORIUM 
Covering nearly 5 acres « Largest in the South * Completely air conditioned 
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a om ~~ Complete convention 
services—at the world-famed Wisconsin Dells— 
facilities to house, serve and entertain all types 
of business meetings, from 50 to 500 persons. 


Swimming, golf, fishing, boat trips, charter tours, 
bridge tournaments and many other recrea- 
tional activities combine vacation pleasure with 
business. Special group convention rates. 


The Dell View is easily reached by auto, bus, 
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north of Madison. Write for further 
information, rates and brochure SM-60. 
In Chicago, phone MOhawk 4-5100. 


= = Pep... 


Lake Delton, Wisconsin 


The new Miami Beach Convention Hall has an over-all floor area 
of 200,000 square feet and seats up to 15,000 people at one time 


¢ Centrally located ¢ Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas 
Parking for 3,500 Cars ¢ Expositions « Conventions ¢ Trade 
Shows Sales Meetings « Ice Shows ¢ Announcement Showings 
¢ Automobile Shows ¢ Sports Events 


For further information, 
write or wire 


CLAUDE D. RITTER 

Auditorium and 

Convention Hall Manager 
or 


THOMAS F. SMITH 


Director Convention Bureau 
A 1700 WASHINGTON AVENUE 
el Pa a! il Ba MIAMI BEACH 39, FLORIDA 


For Chicago Meetings 
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Infor 
Meetings Successful in the 
CONNECTICUT BERKSHIRES 
Only 2'/2 hr. drive (99 miles) from N.Y.C. 
© Facilities for 

a 7s FOR FURTHER 


INFORMATION 
Full range of WRITE — THE 


sports CONNECTICUT 
activities BERKSHIRES * 


Excellent a Opening early 1961 
Food and . another EXECUTIVE HOUSE 
Service Washington, D.C. 


Season— AKEVILLE, CON "ee, a 
Year Round -E~ 
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Drive-In Parking « Restaurant and Lounge 
Private Meeting and Banquet Rooms 
Write for colorful brochure 
EXECUTIVE HOUSE 
Dept. SM, 71 E. Wacker Dr., Chicago, III. 

Financial 6-7100 
A. M. QUARLES, General Manager 


were presented by the industry con- 
cerned as an institutional, cooperative 
effort, through an association or special 
group. Typical trade associations in- 
volved were American Iron and Steel 
Institute, and Rubber Manufacturers 
Assn., which actually manufactured 
special “RMA” tires right on the spot. 
General policy was to have these ex- 
hibits sponsored by such groups, not 
by individual suppliers, which meant 
that such giants as U. S. Steel and 
Aloca came into Wonderland only as 
members of their industry group. 

In some industries, no association 
which fitted readily into the special 
purposes of Auto Wonderland seemed 
available, and AMA encouraged for- 
mation of an industry-wide ad hoc 
committee for the purpose. Such a 
special creation was made by the 
joint effort of eight bearing com- 
panies to present their story, for 
instance. 


Cooperation of 3,800 


Cooperation of some 3,800 in- 
dividual companies that supply parts 
and materials was enlisted in this 
total project. This represented effec- 
tively the 40,000 individual firms 
which supply the auto industry—a fac- 
tor that was stressed in showing the 
dependence of the automobile business 
upon a broad section of American in- 
dustry, and in turn the dependence of 
much of our economy upon the auto 
industry. 

In approaching these companies for 
participation, AMA stressed that this 
was to be an institutional and educa- 
tional show, not a selling show. Com- 
panies would participate through their 
own trade group, and receive in turn 
only a credit line in show displays. 
Some of the biggest firm names were 
actually hard to find and smaller 
firms tended to come out equally well 
with the giants. But response to this 
opportunity from industry was “ter- 
rific’, and AMA reports “no lost 
space.” 

Exhibits presented in the smaller 
hall (D) on the lower level were laid 
out on a walk-through basis, so that 
the flow of traffic wound past every 
exhibit. Typical stories presented in- 
cluded the quest for new sources, 
research, investment in production fa- 
cilities, training and skills of employes, 
economy, quality, comparison with 
products of the past, and projections 
for the future. 

Participation was on an invitational 
basis, with space rates designed to be 
sustaining. Position of exhibits was 
assigned by AMA, so that proper 
continuity could be achieved to pre- 
sent the industry story as vistitors 
went through. About 25,000 sq. ft. 
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Imagination is the fourth dimension of 
advertising. It is the final measure of creative 
effectiveness. In the three dimensional media 

it is imagination that successfully relates design 
and materials to create a vital selling force. 


The important corollary of imagination is 
impression. And lasting impression is the truest 
measure of an effective exhibit. Whether 

you seek to project a corporate image or sell a 
product, imaginative treatment of your 
exhibits will produce superior results. 


At Bertell Inc. imaginative design and execu- 
tion is the fundamental force in our business. 
We would welcome the chance to put our 
imagination to work on your exhibit program. 


BERTELL tne. 


CREATORS» PLANNERS» FABRICATORS 
OF EXHIBITS FOR INDUSTRY 


40 EAST 49rnm STREET. NEW YORK 17. N. Y.* PLAZA 9-6122 
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of net paid space was rented in this 
hall, with a considerable part of ex- 


hibit space assumed directly by AMA 
I 7 Ni CW O rleans _ ’ because of the nature of the presenta- 


. ‘ . YY, tion, such as public service exhibits. 
America’s Most Interesting Cily vA, Auto Wonderland was subject of a 


. . CEG: special preliminary promotional effort 
your convention business Sf 172) MEA AON = AMA. which hie new ground. 
isa pleasure at the ' Me cas hen A special brochure was distributed to 

A | RE ed prospective exhibitors, to acquaint 
them with the project. It outlined the 


. ay ny Ftp # ob 4 
% 4 . tt | ' 
if +. eae general background of the show and 
| UMS neue is “| ; the Wonderland aspects, and included 
ee an inset copy of the comprehensive 
100% AIR-CONDITIONED THE YEAR ‘ROUND Cobo Hall Fact Book. Thinking be- 


hind this new feature of showman- 
%* 14 comfortable meeting rooms, seating 25 to 2,250 ship was expressed: 
persons 


7 The center of business, civic and social activities New Kind of Visibility 
in New Orleans 


* Home od Sp Some Boe Room for dining and “It will give members of participat- 
anci ° 


ono , Coffee Sho ing industries a new kind of visibility 
* ie eae fee ont Plantation for their public relations and merchan- 
; Atma dising problems. . . . The contribu- 
tion of component manufacturers to 
the Wheels of Progress through the 
years is widely recognized within the 
automotive industries themselves. 
Auto Wonderland offers a potent 
means of getting that story across to 
A. C. BELLANDE millions outside the industry. 
Moneger “. .. The story of Auto Wonder- 
land will go to those who pay the 
taxes that build the roads their new 
cars will roll on. . . . Anything that 
can be said of show visitors may be 
repeated, with even greater force, 
about the millions who will read, see 
Ss on Re V | C a or hear the Auto Wonderland storv 
through one or more of the national 
is why America’s = ; aoe me 
is important to understand ob- 
top companies meet at jectives and marketing background for 
Auto Wonderland: In recent history, 
“Detroit”—to use the popular but in- 
accurate shorthand term for the in- 
dustry—was known as the arsenal of 
democracy, with the basic know-how 
of production. But this also requires 
much research, design, engineering, 
time, tooling, talent, money—in order 
to produce a new car. 


SEYMOUR WEISS 
President and Managing Director 


SERVICE is what Manger sells—not just rooms and 

facilities! Service-—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 

proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, ak Reins dite Win sti: Chak il 
projection and other arrangements as requested—all ith onk-i the pr es Sais ane 

on time, without last-minute makeshift changes and ge: “ * 

: 2 p required on the parts of some 40,000 
compromises. And all this goes along with some of santana Manes, cmuaies Uae sellin dainty 
the finest meeting-room facilities in the country. ne I to hi eg jer aialiieiiaies aca 

So check with Manger before your next meeting a fi ae hig P : 
‘ a selbeltl het mn" sible. William F. Sherman, director 

N —see the difference real SERVICE makes! of exposition, put it: 

= — “In Auto Wonderland, in a way, 
Convention Department, Manger Hotels we are making clear that, if there is 
4 Pack Avenues, Mow Verh, 0, ¥. (Dept. A-t) | a problem in a rather remote area— 
| a tax, or a strike in a mine or foundry 
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dependence of the American economy. 

‘The other thing we hoped to make 
very clear was the tremendous career 
opportunity wherever you turn—be- 
cause the steel industry or the people 
making fuel pumps offer career oppor- 
tunities—just as in the research labo- 
ratories of the auto industry itself.” 

Sherman appropriately compares 
the function of Auto Wonderland to 
the editorial content of a periodical, 
with the direct commercial exhibits in 
the upper level serving as advertising 
content. Incidentally, a quite satis- 
factory ratio of 75-25 is achieved upon 
this metaphorical basis. 

There were 65 displays in all in 
Auto Wonderland. Principal classi- 
fication included: basic materials, 10; 
component parts, 12; allied interests, 
nine; special purpose truck exhibit, 
eight. 

In planning Auto Wonderland, 
several display firms made general 
no upon invitation, as they did 
or the larger car exhibit—separately. 
Johnson firm’s proposal for the general 
display concept was accepted, and it 
built backgrounds, and did all of the 
display construction in three of the 
five areas: engineering, research, and 
style; special vehicles (large special 
purpose trucks); and highway and 
allied interests. In the two other 
areas—materials, and components— 
both Johnson and other companies bid 
separately for displays presented by 
several exhibitor groups. 


Company Committees 


AMA selected perhaps the most dif- 
ficult method to work out preliminary 
planning for Auto Wonderland, but it 
was a method that gave assurance of 
the most satisfactory results. This 
was simply to ask the companies in- 
volved to appoint a committee con- 
sisting of the educational specialists 
from each firm—people who regularly 
work with schools. This committee 
reviewed in detail the general plan- 
ning for Wonderland, and gave some 
expert advice to make it better. 

After this basic planning stage was 
finished, AMA asked the Detroit Sec- 
tion, Society of Automotive Engineers, 
to furnish a committee, because of 
the many technological aspects in- 
volved. This consisted of about a 
dozen engineering and research peo- 
ple—mostly experts experienced in 
making presentations of technical ma- 
terial to management. Chairman was 
H. Richard Steding, executive engi- 
neer in charge of programing, Chrys- 
ler Corp. 

Engineers, true to custom of their 
profession, literally picked the plan 
apart and in fact spelled out in de- 
tail what the individual components 
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of the exhibition should do—what story 
each of the five principal segments 
should tell. 

This phase of the planning work 
literally, and perhaps not unexpect- 
edly, proliferated. Engineers are ac- 
customed to working together, and 
this resulted in a growth of commit- 
tee work, until there were about 150 
engineers from the various car, truck 
and supply companies right in the De- 
troit area, all working together on 
these details. They formed into five 
committees—one for each of the five 
sections of the exhibits. 

At this point, the display company 
(Johnson) assigned one of its own 
designers to sit in with each of these 
five committees. As the engineers 
worked out the ideas to be presented, 
the designer went into action to trans- 
late it effectively into terms of a dis- 
play. 

With the general concept of what 
should go into the show completed, 
and basic mechanics of presentation 
“under the belt,” AMA was in a posi- 
tion to go to outside groups whose 
support was to be enlisted—such as 
American Iron and Steel Institute— 
Society of the Plastics Industry, and 
American Petroleum Institute—various 
trade associations and ad hoc com- 


mittees mentioned. 

In the components area, there were 
no sponsoring associations as such, 
with committees serving instead. This 
phase of course required additional 
preparatory work through AMA chan- 
nels. Participating companies in these 
groups ranged from four companies 
in the lighting industry, up to about 
15 in others, according to the nature 
of the industry. 

Among major exhibitors were two 
basic utilities that supply the area-- 
The Detroit Edison Company and 
Michigan Consolidated Gas Company. 
They presented their story as sup- 
pliers of services—basic energy which 
goes into the finished product. 

In Hall D, under the larger main 
exhibit hall, a series of columns spaced 
on 60 foot centers presented a prob- 
lem that was generally solved by 
building them right into displays 
whenever possible. First, right at the 
entrance, was used for a large con- 
structed display to present the theme 
of Wonderland. Exhibits were built 
right around the next four columns, 
and also around two others. Four 
were built right into the temporary 
dividing walls erected. Other col- 
umns remained naked, but only one of 
the 21 really created a problem. ° 
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TV and night club comic Ronnie Schell plays “Mr. Average 
Consumer” in two-way, conversational film with Burge- 


meister executive. 


Film gives fundamentals of market- 
ing in annual wholesale distributor meeting, San Francisco. 


Two-Way Film Tells Basics 


Brewery retells marketing fundamentals to its distributors with 


“live” and film conversation. Finds technique no more costly 


than others it has used at meetings. Single actor is on film. 


BURGEMEISTER Brewing Corp. 
called its 1960 annual wholesale dis- 
tributors meeting a diagnostic session. 
It made “doctors” of its distributors, 
and with aid of a film in which “Mr. 
Average Consumer” talked back to 
those who were probing him, made of 
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By ELSA GIDLOW 


the event a highly dramatic occasion. 

The 175 distributors present called 
it one of the most interesting sales 
meetings they had ever attended; 
W. D. McAfee, Burgie general sales 
manager, and L. D. Mullins, advertis- 
ing manager, found it highly effective 


to drive home their points and were 
pleased that it cost no more than any 
ordinary meeting. 

The brewery faced a slight problem 
when it was making ready for this 
year’s meeting. The meeting was be- 
ing held much later than usual. Be- 


71 
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cause of the late date, much of the 
timely information normally passed on 
to distributors about such things as 
advertising plans, package changes, 
production improvements, and other 
developments relied on to provide 
news interest had already been sup- 
plied to them, at least in skeleton 
form 

This meant that the sales depart- 
ment was left with only its perennial 
theme: fundamentals of marketing 
which the wholesalers must keep in 
mind if they are to enjoy continued 
Problem, 
therefore, was to find an interesting 


success in selling Burgie 


way to retell these fundamentals. 
Many subjects would have to be cov- 
ered: message of Sales Manager 
McAfee; Les Mullins’ detailed presen- 
tation of the forthcoming advertising 
program; some hard facts on sales 
control from Marketing and Public 
Relations Manager R. G. Thomas; 
latest news on quality control from 
plant production personnel and brew 
master; and a good hard look at the 
years just ahead for the market where 
most of Burgermeister activity is con- 
centrated. 

About a month and a half before 
the meeting date, after some pre- 
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liminary discussion, the men named 
above got together, joined by the 
brewery advertising agency repre- 
sentatives, Lou Rolle and Jim Burch 
of Batten, Barston, Durstine & Os- 
born. 

Early in the discussion Burgie exes 
decided to hold the meeting at The 
Village, a unique San Francisco estab- 
lishment which (once a night club) 
specializes in sales conventions and 
similar events. From previous meet- 
ing at The Village, the men knew 
that it was equipped with a complete 
stage, a motion picture screen and 
sound facilities. 


Low-Pressure Theme 


Burgermeister and BBD&O men 
agreed upon the necessity to make the 
meeting interesting but not high- 
pressure. They decided on the theme: 
to ask distributors to consider them- 
selves as doctors who would diagnose 
their previous success and apply the 
lessons learned from this to their 
future activities. 

A search was started at once for a 
source of some 200 toy stethoscopes 
which could be issued to distributors 
—from the brewery’s entire 10-state 
marketing area—as they arrived at the 
meeting. Ararngements were made to 
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have an outdoor sign company pro- 
vide a large poster to show the little 
Burgie man trade-mark character say- 
ing “Hi doc” to welcome distributors 
to the meeting. 

To get across the message, to hold 
the interest and make the points 
stick, it was decided to embody the 
substance of the meeting in a com- 
bination movie, slide and live presen- 
tation. This would take roughly four 
hours with time out for a coffee break. 

To maintain the low pressure at- 
mosphere and avoid all suggestion of 
“preaching” at distributors, the device 
was adopted to tell “Mr. Average Con- 
sumer” the message and let the audi- 
ence of wholesalers look on, see and 
hear what was being told to this Mr. 
Average Consumer. 

The men who would be principals 
at the meeting were asked to jot down 
the salient features of their remarks. 
Armed with these facts the agency 
then began to shape a rough script 
for the meeting. 

To play the key role of Mr. Average 
Consumer the agency selected Ronnie 
Schell, a rising young television and 
night club comic. Schell was chosen 
for three reasons: his ability and avail- 
ability (he was currently appearing at 
the Purple Onion, a San Francisco 
nightclub); because he could also be 


woven into the entertainment portion 
of the meeting later on, after the dis- 
tributors had enjoyed luncheon; and 
because he was an “outsider” who 
would not be identified by distributors 
as a member of the brewery or agency 
staff but could conceivably and be- 
lievably be Mr. Average Consumer. 

Summary of the meeting will best 
give its atmosphere and flavor: 


Given Stethoscopes 


Distributors were greeted at the 
door of The Village by Burgermeister 
officials and presented with their toy 
stethoscopes, making them immedi- 


ately a part of the “diagnostic” theme 
of the meeting. Ushered into the main 
auditorium of The Village, distributors 
could look up and see a stage, a mo- 
tion picture screen, and two speaker 
podiums, one on either side of the 
screen. When the meeting began, the 
house lights went down and the film 
started to roll. 

Silent film was used for the first 
part of the program. It consisted of 
random clips of various shots to show 
people doing common, every dav 
things: shopping at markets, enjoying 
picnics, looking in store windows 
Sound for this portion was provided 
by a tape recording which explained 
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that the people shown in these candid 
shots actually composed the market 
which Burgermeister distributors must 
sell. Cleverly interposed in the series 
was a shot of Ronnie Schell simply 
reading a newspaper and acting like 
any average citizen. 

At a certain point, after Ad Man- 
ager Mullins, speaking live, had dis- 
cussed the problems of reaching these 
consumers, he suggested that the dis- 
tributors join him in taking a closer 
look at a typical consumer—Mr. Aver- 
The film rolled; the 


age Consumer 


audience saw Schell. On cue, Schell 
put down the magazine he was read- 
ing and looked apparently at Mullins. 
From this point on actual two-way 
and at times three-way conversations 
were carried on between the char- 
acter of Mr. Average Consumer on 
the screen and the speakers on the 


stage. 
“Consumer” Realistic 


Mr. Average Consumer was so 
closely woven into the pattern of the 


meeting to make of him a realistic 
character that he even called the 
coffee break; at another point he 
actually handed a plastic reproduction 


of a human skull to Mullins. This 
immick was worked out by havin 
the “live” Mullins step back stage an 
then appear on the screen dressed in 
the same suit he was wearing at the 
meeting; whereupon Schell handed 
him the skull. The “live” Mullins then 
stepped out of the curtains again 
carrying the same skull. 
Point so graphically illustrated here 
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and cogently brought out in the script 
was that before Burgie could get its 
share of Mr. Average Consumer's 
stomach—the market—it had to get its 
share of the attention of his brain 
. . . What was inside of his “big, fat, 
collective skull,” as Mr. Average Con- 
sumer himself phrased it, adding: 
“and a lot of people with a lot of 
things to sell are trying to get in there 
. . . Smart people, too.” 

This led naturally into other films 
to show Burgermeister television com- 
mercials, major magazine advertising 
and outdoor advertising. 

Three different aids were used by 
the Brewery for the meeting besides 
the physical facilities of The Village. 
These aids were: a 16mm sound pro- 
jector for the motion picture film; 
a 35mm, slide projector for slides to 
show market statistics and such 
Burgermeister advertising as its out- 
door and painted bulletins; and a tape 
recorder, used both for the opening 
and silent portion of the film and to 
play various Burgermeister radio 
spots. Only other prop was a “sales 
control” book used by Marketing 
Manager Thomas. Procured from a 
novelty store, this book actually burst 
into flames when opened. Idea of 
this was to dramatize and demonstrate 
that sales control was the hottest thing 
the distributor could use to build up 


his own market. 
Two “Secrets” 


If there are any secrets in producing 
a meeting of this type, the agency 
and client believe that they lie in two 
main points: first, is close codrdination 
and codperation between the people 
involved in the production; and, 
second, adequate time for rehearsals 
both before actual filming and after 
the film itself had been produced. 

When Mr. Average Consumer’s 
portion of the program was being 
filmed, the Burgermeister executives 
who would be talking to him during 
the meeting actually were on hand, 
stationed on either side of the mo- 
tion picture set. They mouthed their 
lines silently and cued Schell so that 
he could begin talking when they 
were through and would be looking 
at them in approximately the same 
position that they would be in on 
the stage during the actual meeting. 


Five Rehearsals 


Some five rehearsals were held 
after the filming, using a work print 
that had the sound on it. These re- 
hearsals familiarized Burgermeister 
executives with their cues and en- 
abled them to tighten up or revise 
their talks to fit the film. No further 
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Miami 


Convention? 


Put your travel plans in 
Delta’s hands for complete 
“Personalized 


Convention Service” 


Delta’s extra special services will get your 
convention off to a flying start... help 
you get better attendance, too! Check the 
following Personalized Convention Service 
features: 

Convention Specialists Signs 

Personal Calls Films, Publicity 
Telephone Contacts Material 

Post Convention Trips Tags, Mailing Pieces 
Group Reservations Transportation Booth 


Fly the world’s finest airliners on Delta’s 
deluxe Royal Jet Service, thrifty Royal 
Scot Jetcoach, or other fast Delta services. 


For complete details, call your local 
Delta Sales Office, or write to Convention Bureau, 
Delta Air Lines, Atlanta Airport, Atlanta, Ga. 


DELTA 


the air line with the BIG JETS 


editing was done on the film as this 
would have been too costly. One way 
in which costs were kept down, in 
fact, was to have “live” speeches on 
hand before the film portion was 
made. Besides making the resulting 
production more believable, it obvi- 
ated any costly editing or toying with 
the sound track later on. What slight 
changes were required were made 


ad lib 
Eye on Costs 


Everyone kept his eyes on cost 
Brewery executives figure that, all 


told, the method used tor this meet- 
ing cost just about the same as 
Burgermeister had spent for previous 
meetings. Use of the film technique 
eliminated need for special sets, ex- 
pensive props, or hiring of additional 
outside actors as the company has 
done often in the past. 

Because of the number of persons 
expected in the audience, a dual 
system sound and film were used to 
give greater fidelity. (If an audience 
were smaller, magnetic sound on film 
could have been used. This latter is 
an inexpensive way to get a sound 
movie made.) 
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Puerto Rico’s Most Interesting Luxury Resort Hotel 


La Concha offers exciting newness, spectacular beauty 
—against a backdrop of foreign enchantment! 


Old-world charm, exotic, foreign flavor—fascinating places to go, new things to do 
—plenty of sun, ocean fun! These are the rewards of meeting away from the ordi- 


nary ...in the Caribbean . 


. in Puerto Rico! 


And because Puerto Rico is a part of the United States, you'll feel right at 
home here—with American conveniences, American cuisine to suit your mood, 


and no language or currency problems to bother you. 
conventions are being held in Puerto Rico. . 


Today, some of the biggest 
. where you're at home abroad! 


The magnificent la Concha is located on its own ocean beach, in the fashionable 


Condado section of San Juan. 


Facilities for your enjoyment include cabana 


club, king-size pool, two main dining rooms, night club, three cocktail lounges. 


Tennis on premises. Golf privileges. 


Completely air conditioned. 


250 rooms. 


No passports, visas, or vaccinations necessary for U. S. citizens. 


La Concha was designed—and staffed—with the handling of conventions, 
sales meetings, and other groups in mind. The grand ballroom will accommodate 


700 persons. . 
groups. 


. other meeting and banquet rooms adapt themselves to smaller 
La Concha is completely equipped to provide sound, projection, and 


lighting equipment—and other accessories—as well as photographic, publicity, 


and secretarial services. 


Attractive convention rates! 


Send for Colorful Convention Brochure! 
If you like your meetings with a dash of the unusual, send for your free copy 


of la Concha’s beautiful and comprehensive convention brochure. 
General Manager, Hotel la Concha, San Juan, Puerto Rico. 


Organization, Representatives. 


Write to: 
William P. Wolfe 


HOTEL, BEACH & CABANA CLUB 
SAN JUAN, PUERTO RICO 


AN ASSOCIATED FEDERAL HOTEL «+ Cecil Mills, President 
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Advantages of the two-way meet- 
ing technique described, besides 
added drama and effectivesness with- 
out added cost, are that they gave 
the brewery a new way to reframe 
the fundamentals of marketing that it 
considers so important, and per- 
mitted presentation—in an interesting 
way—of advertising and production 
plans. 

Both Mullins and McAfee feel that 
Burgermeister meetings generally fall 
into one of two classifications, as do 
those of most large companies: a work 
meeting —kind planned for small 
groups where each member of the 
group is asked and expected to par- 
ticipate; and general sales meeting— 
which should be stimulating and must 
concentrate on a few memorable (if 
oft-repeated) points that distributors 
can take home with them. Technique 
described gives punch to the latter 


type. 
Anyone Could Adapt 


Jim Burch of BBD&O believes that 
the technique used could be adapted 
by any sort of company. He says, “A 
professional actor is not absolutely 
necessary for the job. Most companies 
have some executive with a streak of 


For your 


SPRING — SUMMER — FALL 


CONVENTION 


New England's largest—most famous Resort 


Vpourl’ 
Wishing lla 


All Inclusive Rate ... No Extras! 


These special features can make your 
next gathering the best ever! 


¢ 10 separate meeting rooms ¢ exhibition 
hall ¢ 800 capacity dining room ¢ 18 hole 
golf course * 5 tennis courts ¢ 2 olympic 
heated pools * unusual entertainment ¢ 
lake fishing * boating ¢ water skiing ¢ 
outdoor buffets © lobster roasts ¢ bar- 
b-q’s. 

TWO FAMOUS SPECIAL LADIES’ 
ORCHESTRAS PROGRAMS: 
Antique-ing Trips .. . 
Franconia Tour . . . See 
Old Man of the 


Mountain . . . Cannon 
Mt, Aerial Tramway. 


Nightly Floor Shows 
Write today for color the 
brochure, programs, 
menus and special rates. 

Ben Harrison, Director of Sales 
The Mount Washington Hotel 
1 East 57th Street New York, N, Y. 
PL 5-7640 
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ham in his make-up who could take 
the part and perform more than ade- 
quately.” Also, Burch points out, the 
two-way technique could be used suc- 
cessfully for a series of meetings in 
different areas. This could be accom- 
plished with one man traveling to a 
scheduled series of meetings, either 
district or regional. The method could 
actually simplify such meetings. An 
actress (or actor) on the screen while 
the live speaker gave his verbal pres- 
entation, could be used in close-ups 
to spot features of the products de- 
scribed, or provide visual impact for 
fine points. Carrying props, products, 
and arranging for demonstrations 
might thus be by-passed. 


“Live” Remarks Brief 


Two things should be borne in 
mind, according to the principals in 
the Burgie production: live speaker’s 
remarks are best kept brief and con- 
versational so that the dominant fig- 
ure on the screen is not left for long 
periods with nothing to do, since this 
actor is the focal point of visual at- 
tention. In addition, the screen char- 
acter should take note of the audience, 
something that intensifies the illusion 
of reality and immediacy. This was 
done almost from the opening sen- 


tences of the Burgie script when Mr. 
Average Consumer Schell looks 
straight at the audience of distributors 
and asks: “Who are all those guys?” 

Les Mullins replies: “They're beer 
distributors.” To which Schell cracks: 
“Beer distributors? Huh . . . no won- 
der they look so well-fed and happy. 
Two Cadillacs in every garage, huh?” 
“Well, not quite,” Mullins replies, and 
gets into his business with Mr. Aver- 
age Consumer. 

Burch emphasizes that, “as a 
person works more and more with 
the film in the manner described, he 
learns the resources of the technique 


better and is able even to ad lib or 
interrupt the speaker on the screen 
and thus get a still more natural feel- 
ing into what is going on.” 


Follow-up Diploma 


The Burgermeister team did not 
intend the dramatic action of the 
meeting to evaporate with its termina- 
tion. As follow-up, each distributor 
was sent a diploma to certify that he 
was a “Doctor of Burgie-ology”—in 
this manner to remind him once again 
of the lessons learned at the meeting. 
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The perfect setting for 
successful conventions 
.. . large or smail. The 
BERKSHIRE HILLS, 

site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 

and art galleries. 


Ideally located... 
135 miles from 
NEW YORK 
and BOSTON. 


for complete information on group meet- 
ing facilities in the Berkshires, write 


CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
100 NORTH ST., PITTSFIELD, MASS. 


YEAR-ROUND CONVENTION-LAND! | 


space to spare 


J 


/ DECIDE ON 
DALLAS 


.. . 842,000 square feet of it! 


Six permanent buildings like this one ... provide over 


342,000 sq. ft. exhibit space.. 


.at your convention 


“home” in Dallas’ beautiful State Fair Park! Also, three 


auditoriums seating 200 to 4,000, free parking for 


12,000 cars! Just 10 minutes from downtown Dallas 


noted for its different and interesting night clubs and 


restaurants, exciting theatrical productions, world- 


famous fashion shops, excellent hotels. Write for details 
to State Fair Park, P. O. Box 7755, Dallas 26, Texas. 


STATE FAIR PARK 
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LIGHTING 100-year-old “Wide Awakes” signals the start 


Robert Wagner (left) and Gov. Nelson Rockefeller (second 
of “Elections of Yesteryear” exhibit. New York City Mayor 


from right) light torch as other notables join dedication. 


Chrysler Exhibit Nets PR Bonanza 


Auto maker stages exhibit of old-time political campaign gear 
in New York City showroom. At time of national election, ex- 
hibit sparked newspaper, radio and TV coverage. League of 


Women Voters tie-in adds to community relations benefits. 


By VINCENT HEPP 
Manager, Promotional Services, Chrysler Corporation 


COMPANY’S showroom exhibit can exhibit also is coordinated with a Chrysler Corporation took advan- 
get added publicity mileage when it civic group, the event truly attains tage of the fine news peg offered by 
is geared to a news event. When the _ the summit. the national election by exhibiting 
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CARTOONS, songsheets, portraits, ribbon and buttons exhibit, trimmed in red, white and blue, capture election atmosphere. 
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an American Express vacation trop / 


All over the nation, successful executives are award- 


ing travel prizes in their sales contests. And what a 
powerful stimulant travel is! It’s everyone’s dream 
to see Europe, Hawaun, South America, the Carib- 
bean . . . everyone’s longing to pack a bag and head 
for a faraway shore. Reward hard work with the 


pleasure and relaxation of an expenses-paid tour! 


If your company has not used travel as incentive 
y pan) 

prizes, now is the time todo something about it. What- 
ever your time limit, itinerary or budget, we’ll be 


sure to create a trip to suit your needs as well as your 


pocketbook. For the address of your nearest American 
Express office, call Western Union by number, and 


ask for Operator 25, or fill out the coupon below. 


American Express, 65 Broadway 
New York, N. Y., Att: Group Travel Unit 


Dear Sir: Please send me literature on Sales Incentive Travel. 


Name 


Address 


American Expbress Travel Service 


Group Travel Unit, 65 Broadway, New York, 
JANUARY 20, 1961 


New York 
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ICA CUTS FARES... 


NEW RATES ARE LOWEST TO AND ACROSS CANADA! 


TCA reduces fares to the lowest level ever offered by TCA, and 
makes the most sweeping reduction ever offered by any airline 
serving Canada. New Economy Service to Canada is as much 
as Verd below First Class Fares! Also—new, even lower Excur- 
sion Fares in Canada are the lowest on the North American 
Continent! What’s more—TCA does not charge for en route 


e New economy services on all 
routes to Canada! 


e New excursion fares — lowest 
fares in North America 


stopovers! There is no jet surcharge! 


Next time you travel to or 
Trans-Canada Air Lines 


throughout Canada, fly via 
the airline that gives travelers the 


service they want, at a price they can afford. 


TRANS-CANADA AIR LINES 


e Free baggage allowance to be 


more generous! 


AIR CANADA 


Elections of Yesteryear” in its New 
York City showroom (Chrysler Salon) 
n the Chrvsler Building. 

Exhibit, a rare collection of elec- 
tion mementos from 19th Century 
litical campaigns and their flam- 
bovant torchlight 
tionably had excellent publicity value. 

With the addition of the League 
Women Voters, who set up a 
voters’ center on the 
ground floor of the salon, the event 
moved into the more exalted realm 
f community relations, with success 
virtually assured 


parades, unques- 


information 


Initiating and carrying through on 
the project for Chrysler was the New 
York public relations firm of Don 
Gerald Associates, which concen- 
trates on special events. In addition 
to procuring the entire collection and 
handling publicity, Don Gerald also 
acted as catalyst to bring together in- 
dustry and community organization. 


Space at a Premium 


How to display the exhibit was now 
the problem, for floor space was at a 
premium. Chrysler’s full line of 1961 


cars had recently been placed on dis- 
play, and these had to remain for 
public viewing. This meant that 
Bryan-Elliott Company, the display 
house, had to confine its planning 
almost exclusively to wall space. The 
hurdle was overcome, however, 
through a colorful display in which 
the 300 exhibit items were mounted 
on panels and meaningfully grouped 
along 220 feet of wall space. 

Only one of the displays took up 
appreciable floor space. This was the 
restaging of a torchlight parade with 
torches, torch helmets, protective oil- 


A COMPLETELY INTEGRATED EXHIBIT SPECIALIST FOR TRADE SHOWS, SALES MEETINGS, SPECIAL EVENTS AND CARAVANS 
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cloth capes, banners and costumes 
worn by the famous “Wide Awakes” 
of Lincoln’s time. However, this time 
“paraders’ were very nonpartisan 
mannequins. 

Key items of the collection were 
described in bulletin-size type on 
neat, acetate-covered cards. Topping 
each panel was a scalloped curlecue 
in red, white and blue, which gave 
the exhibit the perfect election at- 
mosphere. 

Election atmosphere was further 
heightened by a carryover of the 
same colors to the stanchions pro- 
tecting the collection items from han- 
dling. 

On the salon’s street floor, mean- 
while, the information center of the 
League of Women Voters also took 
shape. Two long, picnic-type tables, 
draped with bunting, served as dis- 
pensing point for fact sheets and oral 
information supplied by members of 
the League staff. 


Voting Machines on Display 


Flanking an actual voting machine, 
which was available to the public for 
practice, were two panels of photos 
and newspaper pictures of Suffra- 
gettes in action a generation ago. 

A feature of the League’s display 
was a mannequin attired in the “uni- 
form” most commonly worn by Suffra- 
gettes—long white dress, sailor straw, 
yellow sash and yellow parasol. 

To open the exhibit, Governor 
Nelson Rockefeller and Mayor Robert 
Wagner teamed up in true nonpartisan 
fashion to light a 100-year-old “Wide 
Awake” torch. 

As the double-wicker flared, a gang 
of photographers and TV cameramen 
crowded in to catch the novel and 
exciting opening. 

Mrs. George Vietheer, president of 
the League, greeted these officials, 
their wives and many other dis- 
tinguished guests. A tour of the ex- 
hibit followed, after which the official 
party paused for coffee and TV and 
radio interviews of the governor and 
mayor. 


Heavy News Coverage 


Photos of the torchlighting cere- 
mony appeared in the New York 
Times and other dailies and the event 
was covered by NBC (Gabe Press- 
man) and Telenews. Following day, 
many of the exhibit items were shown 
on the Dave Garroway Show. 

This was by no means the end of 
special events. Later in the week, 
UN Day was observed in the salon, 
with many visitors from foreign lands 
enjoying their first opportunity to view 
an actual voting machine and also to 
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MOST MAJOR EXHIBITORS 


know the extra "'sell" and savings by 


showing in AMERICA's heart-land .. . 


exhibitors and conventioneers know that the 
savings in travel by using Chicago's great 
Amphitheatre . : . plus the convenience of 
adequate hotel facilities . . . make budgets 
stretch farther and produce more dramatic 
sales results! 


There is No Reason Why... 


Road Builde 


and ot 


home of the 
internationally famous 


SIRLOIN ROOM 


““where the steak is born"’ 


Private dining rooms and 
meeting rooms 
Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
private meetings 

Saddle and Sirloin 

Club facilities 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


International 
Amphitheatre 


Chicago . . . the convention city . . . is the 
natural spot for your next meeting. The Inter- 
national Amphitheatre has the facilities to 
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acc 


and exhi- 


gs,- con 


bitions of any size. 


585,000 Sq. Ft. Exhibit Space 

Air Conditioned Arena Seats 13,500 

New Public Address System 

Parking for 7,500 Cars 

Individual Halls 4,000 to 180,000 Sq. Ft. 
15 Minutes from the Loop 


Direct Your Inquiries To 
M. E. Thayer, General Manager 


Many Smaller Rooms 
Available . . 
Adjoining Nationally 
Famous Restaurants 


Adjoining the Amphitheatre . . . 


Stock Yara Inn 


ing some of the world’s 
a famous restaurants. yo 5 facilities for sales 
meetings, banquets and special dinners for groups of 
25 to 800. It will pay you to write for literoture, 
plats and bonquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


42nd and Halsted © Chicago 9, Illinois 


nternational AAmphitheatre 
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IN THE HEART OF 
DOWNTOWN Mi N N EAPOLI S TOM FITZGERALD, Sales Manager 


Teletype— MP 423 
700 air-conditioned guest rooms and suites .. . ball- 
room banquet facilities for 1,780 guests . . . conference 2 
facilities for 3,255 . . . 24,138 square feet of exhibition S 
space 750 car connecting garage . . . most outstand- 4 


ing convention facilities in Upper Midwest. 


For information, write direct or call 
MINNEAPOLIS, FEderal 3-2181 «© NEW YORK, MUrray Hill 8-0123 MINNEAPOLIS 
WASHINGTON, D.C., EXecvutive 3-6481 © ATLANTA, JAckson 4-3486 


DETROIT, WOodward 2-2700 « CHICAGO, MOhawk 4-5100 On Seventh St. between Nicollet and Hennepin Ave. 


Meally located... 


Nothing comes | 
you andl the - = 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


ee 
Complete convention facilities . . . audio-visual aids . . . Meet- 
ing rooms for any size group from committee to full convention 
... 250 rooms ... For brochure and complete details, write 
Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 
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browse through “Elections of Yester- 
year,” which reflected a great deal 
of American political history and 
democracy in action. 

League members were interviewed 
by Voice of America in connection 
with UN Day for rebroadcast to 
English-speaking countries of Africa. 

Another big publicity feature came 
in the second week of the exhibit, 
when the League observed the 40th 
anniversary of voting privileges for 
women. A 40-candle cake was the 
piece de resistance, and on hand to 
light the candles were “First Ladies” 
Mrs. Nelson Rockefeller, Mrs. Robert 
Meyner, wife of New Jersey’s Gover- 
nor, and Mrs. Robert Wagner. 

Both the New York Times and the 
Herald-Tribune gave the League 
ceremony extensive coverage, and the 
candle-lighting was shown on NBC’s 
Family Show. 

There followed a “Foreign Students’ 
Day” during which several groups of 
collegians were given an opportunity 


to try the voting machine and to hear 
a summation of the American voting 
system from League women who 
staffed the information center through- 
out the exhibit. 

That same day the British Broad- 
casting Company did a special elec- 
tion telecast from the salon for elec- 
tion-eve use in England. 

On Election Day, the Chrysler ex- 
hibit drew its largest crowd. Also on 
that final day the League staff, at 
the request of the State Department, 
demonstrated the voting machine to 
a number of high-ranking foreign 
officials, among them president of the 
Brazilian House of Deputies and vice- 
president of Indonesian Pafliament. 

In conclusion, Chrysler’s scrapbook 
has taken on new, rather bulging 
proportions, its community relations 
rating is several notches higher—and 
who is to say that the company did 
not play some small part to help get 
out the record vote of this past 
Nov. 8. ° 


Pittsburgh Hall Nears Completion 


PITTSBURGH’S $20 million Public Auditorium is on schedule toward 
completion in June. With the largest retractable dome roof in the world, 
the new hall will offer an arena area that will seat 9,280 and an 
exhibit area of 50,000 sq. ft. Two meeting rooms to seat 350 each, two 
for 200 each and one for 500 each complete the facilities. The roof, with 
six leaves that fold back, is actually an oval 415 ft. long and 405 ft. 
wide. Building is air conditioned and has a stage, 119 ft. by 64 ft. 
Exhibit area will have overhead utilities which will include electricity, 
water, steam, compressed air and natural gas. Drains are in the floor. 
Idea behind stainless steel roof was to permit open air events in summer 
and not be concerned should it rain (roof closes tight in less than three 


minutes). 
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“We're meeting in 


PRINCETON 


again this year... 


... it’s secluded, relax- 
ing, close to New York 
and Philadelphia, 


and it has the 
Nassau Inn’”’ 


HAT’s the consensus of a 
"ik pone number of confer- 

ees, in groups of 10 te 200, 
who have had meetings at the 
Nassau Inn. And for good reason, 
too. All facilities and services for 
meetings are, in a word, ideal. 

In the words of one planner, 
“We especially were pleased with 
the meeting-room facilities ... and 
with the private dining rooms you 
made available to us. The food and 
service was of the highest quality. 
This was our first visit to the Nas- 
sau Inn... I can assure you that it 
will not be our last.” 

Write or phone now for your 
free copy of our Conference Check 
List (a most helpful document in 
any event) and complete informa- 
tion on meeting and banquet facil- 
ities. Contact George Washko, 
Manager. WAlnut 1-7500. 


NASSAU 


INN 


ON PALMER SQUARE 


PRINCETON *N.J. 
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“SAWSMITH” is operated by power products salesmen for TV (top) and 
audience (bottom) at Cincinnati department store. Seven were sold on-the-spot. 


Demonstrations 
Sell” Salesmen 


On farm, in store and in TV studio, salesmen learn values of 


good product demonstrations and get chance to practice. Five- 


day meeting for Yuba Power Products keyed to demonstrations. 


IMPACT! Vivid, convincing impres- 
sion is created in the salesman’s mind 
when demonstrations replace words 
and charts. Proof of this was shown 
at a recent five-day sales meeting of 
Yuba Power Products, Inc., in Cin- 
cinnati. The company manufactures 
Shopsmith and Sawsmith woodwork- 
ing power tools, Choremaster power 
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tillers and Mighty Moe electric gar- 
den tillers. 

Yuba’s sales management, headed 
by Vice-President J. A. Hallett, took 
an imaginative approach to formu- 
late an effective presentation to his 
50 salesmen of new product lines, 
sales tips and techniques, new prod- 
uct literature, and Fall selling pro- 
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grams. Winning approach featured 
live demonstrations of all products— 
in a television studio, a store, and 
company test farm. It drove home to 
salesmen, in a convincing way, salient 
selling points of each tool. 

Meeting began with an address to 
a joint session at Carrousel Motel, 
Cincinnati, by John L. McGara, presi- 
dent, Yuba Consolidated Industries, 
Inc., parent corporation. McGara’s 
talk was keyed to a salesman-to-sales- 
men theme. Aim was to reach out 
to each man and create rapport to 
light the spark of enthusiasm that 
would remain throughout the unusual 
sales training program that followed. 


Grouped by Specialty 


Salesmen formed into groups, ac- 
cording to their product specialty, 
and attended clinics where they wit- 
nessed live product demonstrations. 
Particular and exclusive selling fea- 
tures were emphasized during these 
demonstrations, and salesmen were 
shown how best to present them. For 
example, a group gathered at the 
company test farm to see and operate 
a completely new Choremaster tiller. 
This tiller has a unique feature — re- 
versible tines that convert from pick- 
type (for heavy-duty work) to sweep- 
type (for normal cultivating) — which 
could be _ effectively demonstrated 
only by having salesmen operate it 
themselves. 

In the studios of Cincinnati’s 
WCPO.TV, a live, closed-circuit tele- 
vision program was shown which fea- 
tured a Sawsmith demonstration. 
Salesmen watched the action in the 
studio for an insight into how they 
could perform a TV demonstration in 
their sales territory, and also viewed 
the show on a monitor to see just 
how it would look on living-room TV 
screens of potential customers. Fol- 
lowing the show, a panel consisting 
of a representative and technician 
from WCPO-TV; Carl Wicklund, a 
Yuba Power Products salesman with 
considerable experience in TV dem- 
onstrations; Joe Ludwick, Sawsmith 
sales manager; Woody Sehm, Yuba 
sales consultant; and Bob Sanders, of 
the Yuba Corporate Advertising staff, 
answered questions by attending 
salesmen regarding technical details 
and costs of producing and _ pro- 
moting TV demonstrations. 

One of the highlights of the week’s 
proceedings was a “sawdust party” 
(live product demonstration by a 
dealer to an invited audience), held 
at Cincinnati's largest department 
store, Shillito’s, which also happens 
to be a Yuba dealer. Previous to the 
event, the party had been promoted 
by direct mail and newspaper adver- 
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AMERICA’S LARGEST 
HOTEL EXHIBITION 
FACILITIES at the famous 


where you get more 
done while you have more fun! 


More meeting rooms than any other hotel: Air 
Conditioned meeting and exhibit rooms, 10 to 3,000 
capacity. Private dining rooms where conventioneers 
discuss and fraternize. Plus 41,550 sq. ft. of unobstructed 
air conditioned floor space; 79,500 sq. ft. of single-level 
“drive-in” exhibit space, unlimited floor load; 60' x 60' 
elevated stage for heavy equipment displays. A// meeting 
and exhibit facilities are yours at no extra charge when 


you meet at the Concord Hotel! 


Every resort facility including: Two golf courses. 

Year-round, all-weather swimming, ice-skating, sun- 

bathing. Health clubs for men and women. All-star 

5 : Imperial Room; up to 3,000 capacity. 
stage shows, three orchestras for dancing. All sports —s 

and activities. Modern shops. Over 1000 twin bedrooms. 

75 executive suites. Dining room accommodates 2800. 

Nearby airport. Open all year, 90 minutes from New 

York City. We know how to keep your men (and their 


wives) busy, happy ... and available for meetings! 


The biggest and best come back year after year, 

including: Air National Guard. Gulf Oil. Allstate 

Insurance. Motorola TV. American Road Builders 

Assn. Dejur-Amsco. Philco TV. Metropolitan Life 

Insurance Co. National Lead Co. Ford. Mutual of 

Omaha. Westinghouse Electric Corp. National Theatre se 
Owners Assn. N.Y.S. Kiwanis. N.Y.S. Wholesale Executive Bedroom with TV and two bathrooms. 


Liquor Assn. Chrysler Motors. THE CO NCO 
For more information and new, illustrated Convention RD 
Booklet, call, wire or write Dept. SM. HOTEL 


Kiamesha Lake, N.Y. 
Ray Parker, General Manager * Jay Cohan, Convention Sales Manager 


CONVENTION OFFICE, 41 EAST 42ND ST., N.Y.17,N.Y., YUKON 6-5910—OR CALL MONTICELLO (N. Y.) 1840 
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For your next meeting, choose a tropical island paradise! 


2 NASSAU te BAHAMAS 


Wide range of accommodations and meet- 
ing facilities — including convention halls 
with ample seating capacity, display facili- 
ties, etc. 


and Arttlye 


RESTAURANT 


Ue Cocke 


MOTOR INN 


Ideal climate, numerous sports, shopping 
and sightseeing for the whole family. No 
passports needed for American or Canadian 
citizens. 


Over 150 flights weekly to Nassau, non- 
stop from both Miami and New York, plus 


ship cruises direct from these cities. 


For complete information: 
BAHAMAS DEVELOPMENT BOARD 


Miami, 608 First National Bank Bldg. 
Chicago, 1230 Palmolive Bldg. 

New York, 307 British Empire Bldg. 
Dallas, Adolphus Hotel Arcade (1406) 
Los Angeles, 515 S. Olive Street 
Toronto, 707 Victory Bldg. 


CONVENTIONS - BUSINESS GROUPS 
SALES MEETINGS 


Modern Motel Early American Inn 
Delicious Food Cocktail Lounge 
All Conveniences for Large 
or Small Groups 
Studio Conference Rooms 
Switchboard Phones 
Complete Privacy Individual Attention 
For Special Rates or Further 
Information Write 
Roland Dionne 


Seabrook, N.H AAA Carte Blanche 


OVERHEARD AT LOS ANGELES AIRPORT: 


P “We're meeting at 
PY The Beverly Wilshire /” 


Small wonder! The big-city 
sales meeting facilities and 
the vacation resort life are 
naturally attractive to groups. 


Whether you need the privacy 
of Lanai suites . . . the open-air 
appeal of our pool-side terrace 

. the convenience of one of 6 
fully equipped, air-conditioned 
meeting rooms, you'll agree 
that The Beverly Wilshire is... 


HARD SELL... THE EASY WAY 


At the incomparable Claridge, you'll 
get more accomplished — more com- 
fortably. We're particular about the 
important details . . . accommoda- 
tions, service and facilities for your 
organization. 

Seventeen meeting rooms—for groups 
from 25 to 950—plus 12,000 square 
feet of exhibit space, served by heavy- 
duty elevator. 

400 spacious rooms, each with fresh 
and sea water and free 21-inch TV. 
Unexcelled ocean-front location. Sun 
decks and health baths. Superb cui- 
sine. Music for dancing twice daily in 


the Mayfair Lounge. For a real suc- 
cess story... try The Claridge Touch! 


“Best in the West”’ 
for all functions. 


For full details, write or call: Sales Department 


BEVERLY WILSHIRE 


Wilshire Boulevard, Beverly Hills, California, CRestview 5-4282, TWX: BV 6644 
IN NEW YORK: 


, 7 i 4] ? 
The Gotham, 5th Ave. at 55th St — 
The Stanhope, 5th Ave. at 8lst St. Cyl, lie thle 
ON UPPER SARANAC LAKE, NEW YORK: 


Saranac Inn EVELYN SHARP PRESIDENT 


The Place to Meet in Atlantic City 


Experienced sales staff at your service 
George B. Bruni, 

Vice President & General Manager 

Ada Taylor, Director of Sales 
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tising. A crowd of 300-people turned 
out to watch a Yuba salesman put a 
Sawsmith through its paces. After 
the demonstration, Yuba salesmen cir- 
culated in the audience and made on- 
the-spot sales and also took several 
future orders. Here was “on the job” 
sales training in its most effective 
form. 

Rick Young, Cy Young Hardware, 
Kansas City, Mo., a Yuba Power 
Products dealer, instructed Yuba 
salesmen in his successful method of 
setting up “woodworking schools.” 
Here was a switch. Salesmen wit- 
nessed from a dealer how they (sales- 
men) should approach dealers about 
conducting woodworking schools and 
aiding the dealer with details of set- 
ting them up. 

Final meeting was a joint session 
and banquet which featured a talk 
by Robert L. Feemster, chairman of 
the executive committee, Wall Street 


Journal. Feemster’s shock-treatment 
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speech lit a fuse in every salesman 
in the room. He opened by inviting 
all those salesmen who didn’t want 
to double their income within a year 
to “... take a 30-minute walk... .” 
He then added, “I want to have a 
serious session with those of you who 
remain.” Following the session, one 
salesman, making the most of the 
week’s experience, made his way to 
the speaker’s table and arranged with 
Feemster a private demonstration of 
Yuba power tools. 

Action was the main theme of the 
Yuba Power Products’ sales meeting, 
salesmen reacted with intensive inter- 
est. Excitement stemmed from par- 
ticipation, not to mention from posi- 
tive consumer reaction at a sawdust 
party. They returned to their terri- 
tories with a fresh approach to the 
sale of their products, and a renewed 
respect for a management that prac- 
tices what it preaches: “Demonstra- 
tions sell!” 


Passport to Convention 
YOU'LL NEED A PASSPORT to attend conventions of National Assn. of 


Tobacco Distributors from now on. 


Association is issuing 10-year 


“business passports” to its membership to show “citizenship” in the 
organization. Members will send in their passports with hotel reserva- 
tions for a convention. Passnort will be validated and will serve as 
registration for the hotel. When delegate arrives, he merely picks up his 
hotel key and registration material at a special desk. At next meeting 
in April, Conrad Hilton Hotel, Chicago, a special booth will be set up to 
take pictures for the passports. Next year NATD plans to add seals to 


passports which cost 78 cents each. 
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Bermudiana 


Bermuda’s 
Newest, Finest 


CONVENTION HOTEL! 


Convenient location right in the 
heart of Hamilton, the new, mag- 
nificent BERMUDIANA...the multi- 
million dollar investment in 
gracious Island living that’s slated 
for 1961's most successful conven- 
tions. Choice dates are now open 
... write today for full information. 


Carroll FE Dooley, Mgr. Dir. 


Convention Groups to 400. 


* 

% 3 spacious Meeting Rooms, plus 
Committee Rooms, Complete Sound 
and Projection equipment. 


Swimming Pool, Private Beach Club 
. .. Moongate and Sunken Gardens 
Nightclubs. 

Completely Air Conditioned, indi- 
vidual control . . . most rooms with 
terrace or balcony. 


Unlimited hot and cold fresh water. 


ROBERT REID ASSOCIATES, INC. 
Representatives 
610 Fifth Avenue, Rockefeller Center 
New York 20 PL 7-2444 


CHICAGO « HOLLYWOOD e MIAMI 
TORONTO 
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SEMANTICS conference starts with registration, aan leis and kisses (island custom) at Hawaiian Village Hotel. 


How Do Semanticists Communicate? 


What goes on when a group of communication specialists hold a 


convention? What ideas could you pick up that you could use? 


Among other things, you’d discover 12 good tips for a speaker. 


IF YOU have ever scratched your 
head over a puzzling personal encoun- 
ter and asked yourself, “Did he mean 
what he said? Is there more to this 
than meets the eye?” you know that 
it takes more than words to communi- 
cate ideas. And it may come as a 
pleasant surprise that simple human 
communication problems like this oc- 
cupy the International Conferences on 
General Semantics. 

Few people have more interest in 
conferring on human communication 
problems than general semanticists. 


*Conference Coordinator, San Francisco 
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By CHARLES LOUIS SCHAFER* 


Often experts in other fields of learn- 
ing, they consciously concern them- 
selves with the way people use words 
as well as symbols to communicate. 
They study how words, gestures, 
sights and sounds combine to unfold 
the whole meaning of human be- 
havior. They try to avoid jumping to 
conclusions until they analyze the 
facts. 

For these reasons their international 
conferences are of extraordinary in- 
terest to all who concern themselves 
with communication in the world to- 
day. Conferees go not only to have 
ideas communicated to them by ex- 
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pert communicators: they also go to 
learn as much as possible in a short 
time about what a new country or 
area can communicate to them. These 
purposes were reflected in the 1960 
conference theme to express total 
communication in “The World and 
Words Around Us.” 

Over 200 conferees, among them 
internationally recognize specialists 
in the field of general semantics, and 
interested laymen from half a world 
away, went to Mexico City in 1958 
and to Honolulu in 1960 to take tours 
together and hear papers on topics 
that ranged from “General Semantics 
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and Language Therapy for the Brain- 
Injured Child” to “Creativity” and 
“Problems in Physician-Patient Com- 
munication.” They included univer- 
sity professors and grade school teach- 
ers, artists and photographers, scien- 
tists and printing salesmen, manufac- 
turers and lawyers, psychologists and 
psychiatrists, businessmen and house- 
wives, to name a few. All were inter- 
ested in doing a better job of com- 
municating with others in the home, 
at work, and in the community and 
world at large. 


Success Evident 


As the 1960 conference closed, the 
success of the “total” communication 
technique was evident: attendance 
increased as the days passed. Last 
session was better attended than the 
first; 125 wanted so much to share the 
sessions that they registered as “ab- 
sentees.” ; 

To call conferees, Arrangements 
Committee, co-chaired by me and my 
wife, working with Andrew W. Lerios, 
official tour and travel coordinator, 
issued four promotional letters. These 
were mailed to 5,000 general seman- 
ticists from Afghanistan to Venezuela 
who read ETC., a review of general 
semantics, or the general semantics 
Bulletin. These “sales” letters sup- 
plemented formal notices and editorial 
comment in ETC., The Bulletin, Be- 
havioral Sciences and The Humanist. 

Hosts to the conferences—Mexico 
City College in 1958 and University 
of Hawaii in 1960—have been con- 
scious of the “total” communication 
idea toward which general seman- 
ticists work. 


LAST DAY semanticists 
explore subjects of spe- 
cial interest in informal 
workshops. Workshops 
are limited to 15 so that 
everyone can _ partici- 
pate in the two and a 
half hours of discussion. 
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Have you been to conferences and 
been too busy to enjoy the place in 
which the conference was held? This 
didn’t happen at the conference on 
general semantics in Hawaii. Arrange- 
ments Committee wanted participants 
to have a chance to enjoy Honolulu, 
the climate, island life and each other. 
Business sessions were held each 
morning for three and a half hours in 
the Long House of Hawaiian Village, 
with time off for a short coffee break 
in the meeting room. All afternoons 
were free, except for optional sight- 
seeing tours. Evenings were devoted 
largely to festivity. 

The committee, in making these 
plans, was guided by serious consid- 
erations. From past conferences, they 
had learned that unplanned and spon- 
taneous discussions that occur among 
old friends and new are among the 
most important results of their meet- 
tings. The committee, therefore, tried 
to attain a more even balance between 
“structured” and “unstructured” gath- 
erings than is usually found at Jearned 
conferences. For this reason, also, the 
committee found it very important to 
plan pre-conference tours. 


Hasten Communication 


Get conferees to know each other 
in an enjoyably informal social setting 
and you have one of the best methods 
to hasten interpersonal communica- 
tion at a conference. On a general 
semantics outing, a bus can be a trav- 
eling demonstration of this method. 

Four buses took conferees on the 
Island trip. As during the Mexican 
tours, conferees traveled on the same 
bus throughout the trip. While the 


driver provided a public-address com- 
mentary about places of interest, dur- 
ing pauses I took the initiative to intro- 
duce myself on the bus and then 
started at the front of the bus (but 
without insisting) to invite each mem- 
ber of the group to take the mike and 
tell about himself, his work, and his 
reason for attending the conference. 
The completely informal, unforced 
spirit of the sharing relieved the anx- 
ieties of those who had never handled 
a mike. 


“In-Group” Feeling 


This bus developed an “in-group” 
feeling because. the interpersonal ex- 
changes were lively and satisfying. 
Passengers thought of themselves as 
being on “the best bus.” On the other 
buses on which interpersonal com- 
munication was static or limited be- 
cause mikes were “not good” or be- 
cause no leadership developed, passen- 
gers thought that the day had been 
long. They had only gone for a ride 
together; they had not shared experi- 
ences together as friends. On the other 
hand, before the trip was half over, 
the “best bus”, spontaneously led by 
a doctor’s wife, was singing “My Dar- 
ling Clementine” with Hawaiian non- 
sense verses and developing a com- 
radery that lasted throughout the con- 
ference. 

Technique used on the “best bus” 
didn’t stop with introductions. Asked 
for feedback information about their 
predecessors, succeeding members 
who introduced themselves sharpened 
their recall and the repetition made 
everyone on the bus an identifiable 


personality, not just a passenger. 


EAUVILLE 


CELEBRATES ANOTHER RECORD BREAKING YEAR! 
THE REASONS ARE CLEAR 


35,000 SQUARE FEET 
THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advance OF EXHIBIT SPACE 
design, architecture and decor, offers the perfect setting for smoothly functioning con- : 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, . 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is an 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 
The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstructed 
floor space, comfortably seating 3,500 people theatre-style ... accommodating 2,500 
people banquet-style. Sound-proofed sliding walls can be partitioned into two or three 
more areas for smaller groups. 
AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 
“Projectioneered” for conventions, SUPER-abundant for the most demanding 
display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage. 
12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 60 OR MORE. 
20 SPECIAL ROOMS FOR SMALLER GROUPS. 
NUMEROUS Press Rooms‘and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities. 


‘ Write, wire or phone 
PLANNED FOR PLEASURE DICK ELTERMAN 
‘swimming pools, and 550 feet of private ocean beach— : 
Cabana Colony, putting greens and sun decks... for Director of Sales 
‘un in the sun! 
magnificent night clubs, featuring great name bands 
nd stars of Broadway and Hollywood! 
Miami Beach's only indoor ICE SKATING RINK...one 
f the many DEAUVILLE pleasure exclusives! 
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ON THE OCEAN AT 67th STREET © MIAMI BEACH, FLORIDA 


true or false? 


Jamaica is the place to hold your next sales meeting 


2 % . 
aie Jamaica offers superb facilities for meetings large nin Jamaica has 1001 things to do and see when business 


or small —the business part of meetings run like is finished. Jamaica defies anyone to be bored. 
‘ lo« kwork. 


ain Jamaica offers free port shopping with outstanding 
[| Jamaica is an exciting, “foreign” place to be — the bargains in fine merchandise from all over the world 
“pleasure” part of meetings is unforgettable. 


— watches, cameras, perfume, liquor, etc. Meetings 
aes ; . P in Jamaica have an incentive plan built right in! 
J Jamaica is not expensive — people are ill advised J P 8 
to hold their meeting just anywhere when they can ‘ain Jamaica is the place pirates used to hold their own 
hold it somewhere — and for no more! sales meetings in days of yore. Pirates could go any- 
er ; : é where. They came here. 
| I] Jamaica is old-fashioned in the sense that it really y 
wants to please people, and doesn’t just pretend to. ain Jamaica has tourist offices in major cities. They'll 
The difference is apparent instantly. bend over backwards to make any sales meeting a 
, ; rouser. So will any travel agent. 
aig Jamaica enjoys dependable weather. If the weather- y ™ 


man himself had to schedule a sales meeting, he [JE] Jamaica is mere hours away 
would probably schedule it here. by air — even closer by jet! 


[| | You should come to Jamaica because it’s no place like home. 


If you have marked all the above statements ‘true’ , which they all are, 
then you need no further convincing. If not, better see for yourself. 


JAMAICA IN THE WEST INDIES + Jamaica Tourist Board, Kingston, Jamaica, W. 1. *« New York « Ch 


Jv ago « Miami « Toronto + Los Angeles * San Francisco 
SEE ANY T 


ial airlines serve Jamaica. Also, regular sailings from New York, Miami and New Orleans. & 


90 SALES MEETINGS/Part I| SALES MANAGEMENT 


When I opened the mike to questions 
from the bus floor, a young woman 
just out of school asked for a definition 
of general semantics “in 25 words or 
less!” She got it from a consulting psy- 
chologist in 15 words: “General 
semantics is the study of the human 
art of understanding and of being 
understood.” 

To help conferees get together, 
1958 and 1960 conferences issued 
official rosters as well as formal biogra- 
phies as part of the program. It was 
necessary to make many other efforts 
to get conferees to know each other. a 4 7 ye 
Invitation to the group as a whole to , 4 
introduce themselves during plenary 
sessions helped. An alert committee 
will notice those who will require 
being taken in hand to make intro- 
ductions. In the opening session in 
Hawaii, as well as in Mexico, members 
were identified, too, by the states or 
the countries from which they came, 
by the distances they had come, and 
by the size of delegations from a single 
place. 

Best conference speakers are well 
aware of and employ those general 
semantics principles that insure maxi- 
mum communication. As conference 
speaker Mel Thistle, public relations Winter Scene at Waikiki 
head of Canadian National Research 

— “UT . = . ‘ . 

Board puts it. W hen a speaker steps World 's Finest Convention Spot 
to the microphone, his delivery reflects 

a lifetime of character and experience, 
not just a few hours of soagien” Most A Great Sales Incentive Package 
general semanticists also will agree 
that the following tips will not only 5000 Medern Hotel Rooms 
improve communication but also be , , aaieiai 
easily used by public speakers: Ample Auditorium Facilities 
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Tips for Speakers 


1. Involve vour audience: Present 
ideas that engage the audience im- 
mediately in hearing, seeing, feeling 
(emotionally and physically), doing 
and thinking along with you. Chal- 
lenge them.’ Touch their self interest. 
Ask questions. Give them a pre »blem 2051 Kalakava Ave., Honolulu; 212 Stockton St., San Francisco; Wrigley Bidg., Chicago; 609 Sth Ave., N.Y.C. 
to solve. Request opinions. Don’t be 
a mere information giver: get infor- 
mation. Change your audience's 12 Function Rooms, Seating 25 to 1,000 


opinions. Let them evaluate and re- ° 
evaluate inferences and facts. F “it v qi ag 3 The Better Place ad All 


Write for information to HAWAII VISITORS BUREAU 


In Honolulu, Dr. Sanford Berman, PITTSBURGH for 


seminar leader for National Advanced 


Management Institute, showed how IN ee e SALES MEETINGS 


unprecise communication on the job Sales Executives stay at and recommend 

oan be by involving members of an z S CONVENTIONS 
“executive methods” workshop in such HOTEL BANQU ETS . SHOWS 
a demonstration. We proved that any WEBSTER HALL 

oral instruction volunteered by mem- 600 AIR COND. ROOMS 
bers of the workshop could be mis- Your Gracious Host in Pittsburgh WITH T.V & RADIO 
understood by asking members of the 4415 Fifth Ave.,Pittsburgh 13, Pa. — 


group to give him commands. Four MAy flower 1-7700 12 Air Conditioned Function Rooms 
imes he acknowle > arstood Tt — ; 

times he acknowledged he understooc ra Henry J, Huemrich V.P. & Geni, Mgr. 
without acting on the command to 


sf ha Florence Rittinger, Sales Mgr. 
“Touch your head”. Finally, the im 150 lB Ra les i he orence Rittinger, Sales Mgr 
portance of the fourth dimension of 


ome 
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Le Reine Clyabeth = The Queen Clyabeth 


THE LATEST WORD IN ERVICE FOR CONVENTIONS! 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States. 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel. 


PT Tes EEL id EL! 
‘faaudans 


THE QUEEN ELIZABETH 


MONTREAL, CANADA’ (aC.N.R. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 

agg amen SEREKE treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 

Astoria, New York 22, N.¥Y.—Tel. MUrray Hill 8-2240. 


TO SELECT GROUPS FROM 16 TO 600... 


For a truly different, more productive meeting or convention, plan yours 


within the privacy of the spacious 15-acre Roney Plaza—the most con- 
veniently located Miami Beach convention hotel. 


The Roney’s unique facilities are conducive to tensionless meetings... 
freedom from noises ... absence of neon and commercialism. Instead, subtle 
architecture and magnificence in the air conditioned suites and rooms, exhibit 
and meeting rooms, even outdoor meetings can be arranged. There are 
acres and acres of relaxing enjoyment ... the expansive (3 blocks long) 
ocean beach... racing size swimming pool . . . vast tropical gardens 

the rare-to-find tennis courts and putting greens... superb 
cuisine And famed Roney Plaza personalized hospitality. 


For complete information and exclusive location benefits 

/ (within walking distance of Miami Beach Exhibition Hall and 
Auditorium ...in the very center of every attraction) 
write Armando W. Castroverde, Director of Sales. 


— 


— 
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time occurred to a member of the 
group who altered the command to: 
“Touch your head now!” Dr. Berman 
then obliged. 


Next, Dr. Berman proved that mem- 
bers of his audience could draw in- 
correct inferences from a very simple 
short story which he read aloud and 
then about which he asked six ques- 
tions immediately after the reading. 
Members of the group wrote their 
answers down. Then Dr. Berman re- 
read the story so that each could 
check how accurate or inaccurate he 
had been in receiving facts. 

Dr. Berman further demonstrated 
how difficult it is to describe simple 
sensations. He asked each one to 
press thumb and forefinger together 
and then describe what he felt. By 
all these involvements, he had his 
workshop completely absorbed. He 
fulfilled his opening challenge that 
“everyone in the audience will know 
less at the end than he supposed he 
knew at the beginning of is work- 
shop.” 

2. Maintain “live” contact: Look 
into the eyes of your audience to see 
how they are taking what you are say- 
ing and to convince them that you 
care about what you are saying to 
them. This gives you an immediate 
feedback of audience reaction. Dr. 
William Pemberton, consultant in 
executive methods, was never out of 
touch or out of reach of his audience 
as he spoke on “The Continuing Amer- 
ican Revolution.” Because of this 
lively two-way contact, he drew tre- 
mendous applause and attracted a 
highly motivated group of people to 
_ table at the luncheon that same 

ay. 


3. Make frequent, dramatic use of 
props: Gloria Smith and Shirley Wil- 
lingham, librarians of general seman- 
tic information center, San Francisco, 
gave an actual demonstration of how 
the miscrofilm reader-printer operates. 
Speakers who really engaged the audi- 
ence put things into the conferees 
hands. Dr. Thomas Weiss, associate 
professor of education at Arizona State 
University, asked his audience to get 
out pencils and try to solve the nine- 
dot-test which he used to develop the 
thesis that social adjustment shows a 
relationship to problem solving. 

Vernon Volland, Chicago manufac- 
turer and trade association executive, 
made a presentation to illustrate the 
fallacy of believing that everything is 
black or white, right or wrong. 
Demonstration was entirely dependent 
upon a spinning wheel called the 
“Whoopsit.” Volland had a_ large 
model whoopsit on the stage and gave 
out small models to all members of 
the audience. The whoopsit is a half 
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TRAVEL INCENTIVE PROGRAMS 


Tailor-made to your objectives... 


Cut to fit producers 


Why use a “canned” incentive program when you can 
have one engineered to solve YOUR marketing 
problem. Your investment is no greater in a tailor- 
made incentive program than in a rehash of what 
somebody else did. 


America’s most knowledgeable sales incentive users 
call on Martin B. Iger & Co., as they have for more 
than 28 years, for precise analysis of marketing objec- 
tives and design of an incentive program that tops 
those sales goals. 


What’s Different About Iger 
A trained staff goes to work for you to: 
. Isolate your market problem 
. Research your distribution personnel 
. Develop a custom-made incentive program 
. Build a promotion campaign to excite interest 
. Arrange kickoff meetings for impact 
. Line up best available facilities for winners 
. Plan all transportation and handle details 
. Build entertainment program just for your group 
incentive contests or have never 9. Deliver a “package” that spells re$ult$. 
oan pra andar bd soe wrod and most important 
incentive engineering by lger can 10. |GER WILL NOT ACCEPT A TRAVEL ORDER UN- 


mean to your sales curve. Simply LESS CONVINCED THAT THE BASIC MERCHAN- 
write or call and learn why DISING IS SOUND. 


America’s “blue chips’ call Iger 
for incentives 


Free facts, no obligation 
Whether you've staged dozens of 


wonruorwnrr 


® PLEASURE-PLANNED MERCHANDISING 
\ 


\ ye 
MARTIN B.IGER & CO. a 


SALES MANAGEMENT CONSULTANTS TO INOUSTRY AND GOVERNMENT 
TRAVEL INCENTIVE PROGRAMS +--+ COMPLETE CONVENTION SERVICE 
= - 


TIMES BUILDING, 1475 BROADWAY, NEW YORK 36, Wisconsin 7.0740 
A WELL PLANNEO INCENTIVE PROGRAM CAN: [!) give you @ lerger shere of on existing market) (2) incre 


crease seles 
dispose of obsolete products: (4) strengthen distribution channels: (5) combat price cutting: (6) increase soles outlets 


Convention headquarters in the heart of Dixie accom- 
modating groups from ten to six hundred 


All air conditioned sleeping rooms and function rooms 
SOUTHERN STYLE 


Write for Rates and Brochure to 


THE MAXWELL HOUSE 
Fourth and Church Streets Phone ALpine 5-2112 


NASHVILLE, TENNESSEE 


In NEW YORK CITY 


Two Sound Solutions to Convention Requirements 


tr PARK-SHERATON HOTEL 


in the Coliseum zone 


Heart of the city location at 7th Ave. and 56th St.—one block 
from Coliseum, short walk to Radio City, Times Square, 
Fifth Ave. shops, and theatres. 

Grand Ballroom accommodates 800 for meetings and 
banquets. 

10 other function rooms to choose from—capacities up to 400. 
Over 1600 guest rooms and suites. Hotel completely air- 
conditioned. 

Superb exhibition facilities and services. 

Famous banquet cuisine plus Coffee Shop, Dining Rooms 
and Cocktail Lounges. 


For complete information, contact Jim Flanagan, Director of Sales, 
Park-Sheraton Hotel, 7th Avenue and 56th Street, New York City 
Reservations: Ci 7-8000 - Teletype: NY 1-2715 


the @HERATON-ATLANTIC HOTEL 


in the Penn zone 


Convenient location at Broadway and 34th St. 
Close to business sections, theatres, stores. 
Convenient to Penn Station, Grand Central, Airline Terminals. 
$4,000,000 renovation program completed. 1500 newly 
decorated rooms, with air-conditioning. All with bath, 
radio, and TV. 
15 well-appointed air-conditioned function rooms accom- 
modating 15 to 500. Exhibit space available. 

e Tour Department organizes outside activities at no charge. 


For complete information, contact Steve Sandstrom, Director of Sales, 
Sheraton-Atlantic Hotel, Broadway at 34th Street, New York City 
Reservations: PE 6-5700 - Teletype: NY 1-2715 
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When your company’s sales experience joins 


with the Claridge’s meeting experience (and e 
excellent facilities) a top notch sales meeting 
is assured. That’s why B. F. GOODRICH, 


CHEVROLET, QUAKER OATS, and many MEMPHIS 
others return to the Claridge year after year. 

May we add your name to our growing list HOME OF THE FAMOUS 
of satisfied clients? BELL TAVERN 
SCOTT J. STEWART, Managing Director 
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which, when spun, appears to different 
people as white, gray, and even brown 
or blue. 

4. Draw diagrams to _ illustrate 
points! Mel Thistle made a graphic 
comparison of the amount that any 
one person can hope to communicate 
to another by drawing two slightly 
overlapping circles on the blackboard. 
Circle to the left represented all of the 
speaker's background, experience and 
understanding; and circle to the 
right represented the listener’s back- 
ground, experience and understand- 
ing. “Neither speaker nor hearer can 
appreciate nor explore either’s back- 
ground during the short time they will 
be together,” explains Thistle. “They 
can only share and communicate a 
small part of their experience repre- 
sented by the area where the two 
circles overlap.” 

5. Project vivid pictures: Scheduled 
as part of the conference program was 
a “film festival” of semantically ori- 
ented films to illustrate solutions to 
communication problems. In Mexico 
City, conferees saw a world premiere 
of three films—one an experimental 
color-sound cartoon to deal with the 
international problem of total war; 
other two from S. I. Hayakawa’s tele- 
vision series “Language in Action,” 
now released by NET Film Service 
Audio Visual Center, Bloomington, 
Ind. In Honolulu, conferees saw such 
films as “The Small World of John 
J. Pennyfeather,” a training film pre- 
pared by Employees Mutual Insur- 
ance Co. of Wausau; “Communica- 
tions Primer,” produced by Charles 
Eames who explores all avenues of 
communication; “Just What is Gen- 
eral Semantics?” a 30-minute black 
and white kinescope produced by the 
late Irving J. Lee of Northwestern 
University for NET TV. There was 
also “Production 5118” — a mature 
study of personal communications pre- 
pared by public relations department, 
Champion Paper and Fibre Co., Ham- 
ilton, Ohio. 

6. Make meaningful use of hands 
and arms: No sementicist at either the 
Mexico City or Honolulu conferences 
whom I saw had mastered the art of 
gesture or employed his most expres- 
sive visual props—his hands and arms 
—to extend action, limit meaning, en- 
courage audience response, pound 
home points he wanted to make. 
Nearly all lacked the variety of move- 
ment which can intensify meaning. 
The hula dancers and Maori war- 
riors who performed during the Ha- 
waiian conference communicated a 
great deal better with their gestures 
than did conference speakers. The 
entertainers had mastered muscular 
tension, posture and facial expression. 
It was unfortunate that even Miss 
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Selver who spoke on “Body Image” 
and described a completely non-verbal 
form of communication read her paper 
without giving a demonstration. 

7. Give detailed examples: Stanley 
Krippner, co-author with Arthur Hast- 
ings of “Expectancy Set and ‘Pol- 
tergeist’ Phenomena,” and assistant di- 
rector of Psycho-Educational Clin‘c, 
Northwestern University, loaded h’'s 
presentation with fascinating, con- 
crete examples. Although he read his 
paper, he personalized situations, ex- 
periences and anecdotes by telling 
them in the first person. He pulled 
out and referred to a full-page news- 
paper clipping to show how news- 
paper reporters had ignored certain 
facts in telling about ghostly occur- 
rences. 

8. Distribute handouts: Reinforce 
your words, gestures, examples, props, 
diagrams and pictures by distributing 
copies of drawings, charts, illustra- 
tions, or other related materials. Help 
your audience follow your talk on 
technical or complex subjects by pro- 
viding outlines or copies of your 
speech in advance. Give them a 
record that clarifies your points. 

Put as much thought into prepa- 
ration of such materials as in their 
distribution. Print more than an ade- 
quate number of copies. Be efficient: 
put them into the hands of a well- 
organized corps of strategically-placed 
ushers well ahead of time. If distri- 
bution is best during your speech, 
minimize distraction with a planned 
system that operates on cue. Leave 
extra copies for pick up at the door. 

Conferees at the 1960 conference 
received complete copies of speeches 
by S. I. Hayakawa and Anatol Rapo- 
port. Buryl Payne, an engineer in the 
Biophysics Unit, Space Medicine Sec- 
tion, Boeing Airplane Co., Seattle, dis- 
tributed diagrams to illustrate his 
paper on “General Semantics and 
Structure in Mathematics.” 

Importance of distributing materials 
was demonstrated in Hawaii when re- 
cently published materials by confer- 
ence experts were offered for sale. 
Conferees, keyed up by their partici- 
pation in the meeting, wanted every- 
thing they could lay thier hands on 
and eagerly snapped up materials on 
sale. Some handed over the price of 
the publications, asking without wait- 
ing for an answer, “What is it? I'll 
buy it!” 

9. Know what you sound like: Tape 
record your speech and listen to it 
alone, with family, with friends, with 
experts who can criticize it. This 
helps you cull the “ers” and “ahs”; the 
harsh sibilants, awkward speech man- 
nerisms, mispronounced words, bad 
timing. This also helps you to pick 
more colorful adjectives, more active 
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Capitalize on Thruway-Turnpike 


Convenience 


TREADWAY Tw-INNS 


There is no limited access to the accomplishment features 
for meetings at these new Treadway Inns. Your group gathers 
quickly, meetings run smoothly. No detours, no red lights to 
agenda progress. Modern new facilities, Treadway service 
and know-how speed you to meeting objectives. 
you have time for relaxation, recreation and good cheer 


and, 


TREADWAY INN 
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40 minutes to Buffalo 
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(Lebanon-Lancaster Exchange) 
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30 minutes to Harrisburg 
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Complete meeting facilities 
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For a meeting with everyone’s approval, the 


TE i: 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


*K Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
for a “meeting with everyone's approval!” 


YE dl 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 


Seven meeting rooms for groups of 10 to 500 
50,000 square feet of choice exhibit area 
Sunlit pools, cabana and play areas for 
outdoor fun and meetings 

Complete inventory of equipment 

FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT. OF PRIVATE WHITE SANDY BEACH 
2 POOLS « 100% AIR CONDITIONED 


For complete information and newly published 

free copy of our FULL-COLOR GUIDE TO THE 

SEVILLE write Joseph Carbone 

A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach Director of Sales 
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The Hotels that Hospitality Built 


HOTEL 
JoHN MARSHALL (ua 


Spacious . . . complete, and in 
the middle of things, Hotel John 
Marshall offers an ideal, in-city 
convention site, close to business 
and entertainment. Five hun- 
dred private rooms with private 
bath, 1,000 capacity Virginia 
Room; and 500 capacity Roof 
Garden make the Hotel John 
Marshall your best in-town bet 
for convention success. Rates 
from $6.00. 


CHAMBERLIN HOTEL 


Old Point Comfort—Fort Monroe, Virginia 
Magnificence beside the sea... away from it all yet convenient to Norfolk 
and Richmond. The Chamberlin Hotel offers special convention features! 
Indoor and outdoor heated pools; 300 spacious rooms; excellent foods, tap 
room, dancing. There is no more modern hotel on Virginia’s Eastern 
Coast ... nor one more reasonable. Rates from $6.00. 


For reservations and information contact— 
Director of Sales 


Richmond Hotels, Inc. Richmond, Va. 
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verbs, and eliminate words the mean- 
ing of which can be lost because they 
contain sounds that are fugitive in a 
large meeting room. By listening to 
yourself, you will see where you can 
add punch and variety to your voice 
by changing volume, rate and pitch. 

10. Rehearse your speech: You 
should deliver your speech at the 
rate of 150 to 180 words a minute. 
Correct timing until it is right. Prac- 
tice delivery until gestures and voice 
match your ideas. Make pauses ef- 
fective. Give the conclusion drive 
and power. Paul L. Latham, legal 
counsel for Continental Assurance 
and Continental Casualty Companies, 
Chicago, in speaking on “Propositional 
Functions in Law” illustrated good 
timing, careful delivery. And who 
would forget his conclusion: “When 
you put the focus on the locus, un- 
certainty is a lot easier to handle.” He 
handled a very technical legal subject 
with such a simple and clear manner 
that his audience was more conscious 
of what he was saying than how he 
was saying it. 

11. Cut loose from your paper: If 
your head is down and your eyes 
pinned to your paper, you can never 
effectively communicate with your 
audience. Best conference speakers 
use no notes or refer only to a brief 
outline. This frees them to speak to 
not read at the audience. Dr. Edwin 
Shneidman, Los Angeles, clinical psy- 
chologist and co-editor of Clues to 
Suicide, lectured on suicide without 
referring to his paper. He was so well 
acquainted with his subject, his ex- 
amples and _ illustrations that he 
seemed to be communicating in the 
middle of his audience, not from the 
podium. In the same way, Mel Thistle 
spoke with such poise and compelling 
punch, such warmly human under- 
standing that his communication 
touched off a standing ovation. 


Not Tied To Script 


There are, however, a few speakers 
who can scane their written speeches 
without giving the impression that 
they are reading a manuscript word 
for word. S. I. Hayakawa, for in- 
stance, has developed a technique of 
speaking from a manuscript without 
being tied to it. His pacing, voice pro- 
jection, modulation, emphasis, use of 
hands and gestures, free interpolations 
of text depending upon his audience— 
all this and his evident enthusiasm 
transform his “reading” into a lively 
sharing of ideas with his audience. 
This was characteristic of his reading 
of his paper on “Communication with 
the Soviet Union,” which was de- 
livered in the Kaiser Dome. This pa- 
per was a preview of his article that 
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For Philadelphia... 
A NEW ADDRESS 
OF DISTINCTION 


3BOC-room Marriott Motor Hotel 
OPENING SPRING '61 
—will be ideal setting for Business Meetings of all sizes 


SPECIAL CONVENTION FACILITIES Five private meeting and 
banquet rooms offer maximum flexibility of seating and catering for groups 
up to 700 persons. Public address systems and exhibit facilities, of course. 
And three luxury restaurants—including the Kona Kai, an exotic Polynesian 
room—will offer outstanding food and drinks for all tastes. 

RELAXING RESORT ATMOSPHERE New $5-million MARRIOTT 
Motor Hotel will combine informal convenience with luxurious surroundings 
and services. 300 Guest Rooms and Suites, year-round air conditioned for your 
comfort. Free swimming pools in summer, outdoor ice skating in winter. Drive-in 
registration, parking for 500 cars. Free TV and hi-fi. Direct distance dialing 
from phones in all rooms; special message service in guest’s absence. Full hote! 
services. , 

LOCATION PAR EXCELLENCE 10-Acre Resort Setting, just off 
Schuylkill Expressway on City Line Avenue, places a Marriott guest within 
5 minutes of Philadelphia’s Convention Hall and 30th Street Station. Only 
12 minutes from Airport; 15 minutes from Pennsylvania Turnpike. 

FOR COMPLETE INFORMATION Prior to Opening, please contact 


J. Lloyd Larkins, Resident Representative, 125 City Line Ave., Bala Cynwyd, 
Pa., or call TRinity 8-6600. ; 


Marriott 


MOTOR 
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New York's Newest...HOTEL 


EDISON 


Executives 
ideal facilities for 


Sales Meetings 
Conventions 
Incentives 


Consider the advantages of 
the Edison’s newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices...con- 
veniently located in midtown 
Manhattan. 


Accommodations for 20 to 1000 
For Reservations call Mr. Charles Tierney Circle 6-5000 
A Personalized Hotel in the Heart of the 


Theatre District ond Rodio Cit ROOMS * TV + AIR-COND. 


4éth to 47th Sts. yfJust West of B'way 


Milton J. Kramer, Pres. 


AN IDEAL CONFERENCE CENTER 
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CONVENIENTLY ee 
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For complete information call or write Teletype Number DE-1062 
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DELLWOOD CONFERENCE CENTER — NEW CITY, N.Y. 
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appeared the following day in the 
New York Times Magazine section 
under the title “Formula For Peace: 
Listening.” 


12. Be familiar with the micro- 
phone: It is an absolute necessity to 
know how to use public address: the 
mike is your basic tool to hold an 
audience. There was one speaker 
who flew 10,000 miles at close to the 
speed of sound to reach Hawaii and 
then stumbled over the last 12 inches 
—distance between him and the mike. 
His important message never really 
reached his audience because he had 
not mastered the microphone, while 
the difficulties he was having with 
the mike were communicated per- 
fectly. 

In using the mike, turn away only 
to cough. Maintain more or less equal 
voice level. Back off a little when 
you raise your voice. Avoid fiddling 
papers. 

In Hawaii, those who use the micro- 
phone professionally and appear fre- 
quently as speakers, wore the lapel 
mike casually, checked to see that all 
could hear them clearly, and then 
launched into their talks. Some 
speakers were obviously uncomfort- 
able with the mike and their delivery 


suffered as a result. Dr. Lawrence 
Kasdon, Hawaiian educator, made 
good use of microphones by introduc- 
ing a playlet to explain pidgin Eng- 
lish. He had two women read sen- 
tences to each other over adjoining 
mikes as he interpreted their words. 
His explanation, a sentence at a time, 
enlivened and interpreted a language 
which is being studied by seman- 
ticists and linguists. 

For general semanticists, success 
of communication depends upon the 
kind of evaluations the audience 
makes of what it has heard and seen. 
For this reason, the most important 
aim of a speech, as a learning situa- 
tion, is not so much to transfer facts 
as to change the attitude of listeners 
regarding those facts. Dr. Earl Kelley, 
one of the experts at the 1960 con- 
ference and author of “The Workshop 
Way of Learning” and “Education for 
What Is Real,” says: “Attitudes are 
all important because they release the 
energy needed to translate knowledge 
into power. They reveal the line of 
unique purpose for any individual.” 

Depending on your attitude now, 
you will attach more or less value to 
the list of speech presentation tips. 
The meaning you bring to these tips 
is what counts. @ 


|| SALES MEETINGS 


“Since this is where most of you delegates have spent your time, we 


felt it fitting ... ” 
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MAGNIFICENT NEW) WINDSOR BALLROOM 


f rn j 


Ask for details. 


FAMOUS GRAND BALLROOM 


Floor seating capacity of 1500 — 
New York’s largest. 


2 OTHER BEAUTIFUL BALLROOMS 


Each accomm 


u 1 ¢ ‘ 
Grand Ballroom 


MANY PRIVATE SUITES 


Ideal for small meetings, 
luncheons and dinners. 


COMFORTABLE AIR CONDITIONIN 
All public and function rooms 
most guest rooms air conditic 


2000 MODERN GUEST ROOMS & SUITES 


All outside with radio and 
private bath; most with TV and 
air conditioning. 


ALL TRANSPORTATION AT DOOR 


Close to Rail and Air Terminals 
Right at Grand Central, a few bloc 
from Easts 


de Airlines Termina 
MOST CONVENIENT MIDTOWN LOCATION 


Between the U.N. and Theatre 
Districts; minutes from the Coliseum; 
on direct subway to Freedomland. 


DELIGHTFUL RESTAURANTS 
Fine food at reasonable prices 


Famous Cafe-Bar, Lower Lobby F 


® 


PRIVATE MOTOR ENTRANCE 


Easy to Reach by Car... 
uncongested, traffic-free. 


os Qua pores MUrray Hill 6- 


Liberty Products - 


THREE VIEWS and floor plan of first place exhibit design by college student. 


Where Are Our Future Designers? 


Exhibit Producers and Designers Assn. stages contest for college 


students to stimulate interest in exhibit design. Aim is to de- 
velop flow of bright, new talent into exhibit field. Results of 


first contest show excellent potential exists in our art schools. 


HOW CAN WE make sure there will 
be a supply of creative talent to fill 
growing industry? This 
problem faces many facets of market- 
ing. It confronts the exhibit industry, 
so it has done something about it 
First annual National Collegiate 
Exhibit Design Competition was cre 
ated by Exhibit Producers and De 
signers Assn. to stimulate college 
students to consider a career in ex- 
hibit design 


needs of 


Results have prompted 
in expansion of the competition 


Competition for Seniors 


Just completed, the design competi- 
tion for college seniors in art schools 


100 


shows remarkable 


preception by 
students and 


indicates that there 
should be a steady flow of competent 
design talent to meet the industry’s 
growing needs. 

Of the entries of college students 
that reached final judging at EP& 
DA’s recent convention in Los 
Angeles, every entry received at least 
one vote. This indicates that the more 
than 30 finalists each had recogniz- 
able merit. 

Problem for college seniors was to 
design an exhibit, 20 ft. by 20 ft. to 
promote products of a 
materials manufacturer. Fictitious 
company, Liberty Products, Inc., 
needed an exhibit to tell its story of 


building 
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reliability, research and competitive 
price. Students who entered the con- 
test were given product information 
from Johns-Manville Corp. to use to 
develop background for their Liberty 
Products, Inc. 

Each student submitted a drawing 
and many included photos of a model 
which they constructed from their 
drawings. ‘While construction of a 
model was not required, it indicated 
the interest and enthusiasm generated 
by the contest among college students. 


Give Cash Awards 


Cash awards were given to top 
three student designers. First place 
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NOVELART has moved 


to a new and larger plant 
In SAN FRANCISCO 


OVER 35,000 SQUARE FEET 
TO HOUSE THE SKILLS AND 
FACILITIES TO DESIGN, 
PRODUCE AND SERVICE 
EXHIBITS AND DISPLAYS 


EXHIBITS 
BUS sHowrooms | :,. | 


= Hi i\d = 
INTERIORS = Hatha = 
DISPLAY COMPANY INC. DESIGNERS MODELS as ee 


as DIORAMAS ecsaiy, 
BUILDE INSTALLATION —“—— 
- SERVICES 


1420 CARROLL AVENUE 


San Francisco 24,Calif. 


VA 6-7400 
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Added Attractions That Will Build Added Attendance 


S A T 
San Antonio has everything needed to blended a modern dynamic city of over an n oniod 
make i 


your convention, sales meeting or half a million. Everywhere are interest- 
trade show a huge success ing things to see and do — 
Last year 200 meetings were held added attractions that will 
here with an attendance exceeding ya tfl) build added attendance for 
104,250. Many of these groups have ae any meeting. The famed 
selected San Antonio consistently i? Alamo; Mission San Jose, a 
year-after-veat —C National historic site . and 
; three other ancient missions—the charm 
HOTELS are unexcelled and can pro- reap: . 
: : of restored La Villita and the Spanish 
vide 2,560 air conditioned rooms. Also re : : 
Governors’ Palace—air might displayed at 
some of the finest motels in the nation , ‘ 
; Randolph, Kelly, Brooks and Lackland 
offering another 1,300 rooms. ; . ; 
2 a teh ‘ ae Air Force Bases : parks and 
ENTERTAINMENT that 1S distinc- plazas — interesting old homes and un- 
tively different can be staged indoors Of usual museums. 
at one of San Antonio's Side trips can be planned to nearby 
x< outdoor theatres. dude ranches, or to old Mexico. 
Out of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today. 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Navarro St. 2 San Antonio, Texas 


Arena- Concourse 
Other Covered 


WHERE LIFE 1S DIFFERENT 


3 Solid Reasons Why 


YOUR MEETINGS WILL 
BE MORE PRODUCTIVE 
AT THE KEY BISCAYNE 


1. LOCATION: Although 18 minutes from the 
heart of Miami over the famous Rickenbacker 
Causeway, the seclusion of The Key Biscayne 
and its many self-contained diversions assure 
unusually high attendance at all meetings. An 
Island Paradise flanked on one side by beautiful 
Biscayne Bay,on the other by the broad Atlantic. 


2. FACILITIES: Ideal meeting rooms and 
modern equipment; Superb food in charming 
dining rooms; World’s finest Pitch ’n Putt golf 
course; 9-hole golf course on the island; 2 
swimming pools; tennis courts; 2% miles of 
ocean beach; Hotel and Villas air-conditioned, 
heated, beautifully appointed. 


3. PERSONNEL: Our staff is widely known 
for its experienced and capable planning and 
handling of groups from 25 to 250 persons. 


HOTEL AND VILLAS Send for FREE four-color brochure which answers 
701 Ocean Drive « Miami 49, Florida « Tel. EMerson 1-5431 all your questions. Simply write Dept. S. 


NATIONALLY REPRESENTED BY ROBERT F. WARNER, INC.—NEW YORK © CHICAGO © WASHINGTON ® BOSTON ® TORONTO, CANADA 


102 SALES MEETINGS/Part I1| SALES MANAGEMENT 


EXHIBIT designs, submitted by college students, are runnerup entries in E.P. & 
D.A. contest. Assignment was to create exhibit for fictious building materials 
manufacturing company. Second (top) and third (bottom) place winners won 
cash prices. Delegates at E.P. & D.A.’s 1960 convention judged entries. 


earned $500; second place, $300; 
third place, $100. 

Design entries were judged on the 
basis of merchandising effectiveness 
and originality of design. All dele- 
gates to EP&DA’s 1960 convention 
judged entries. On their secret ballots 
they listed their first, second and third 
choices. Points were tallied from all 
ballots and resulted in these winners: 


First place: Leland Page, Layton 
School of Art. Milwaukee. 


Second place: Peter Allard, Uni- 
versity of Bridgeport, Bridgeport, 
Conn. 


Third place: Edward Lazzerone, 
Layton School of Art, Milwaukee. 
Objective given to each student de- 
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signer was to “dramatically illustrate 
the virtues of the company’s products 
over competitive brands and to aid 
the salesman communicate the virtues 
of his line.” (This assignment was 
similar to that faced by professional 
designers every day.) Audience for 
Liberty Products exhibit, students 
were told, were to be a national 
group of home builders and con- 
tractors. 


Packet of Facts 


Cornplete packet of facts and back- 
ground material was made available 
to all entrants. This included reprints 
of articles and brochures produced by 
EP&DA. Every effort was made to 
give entrants as much information as 
possible to provide a realistic founda- 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 © 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool ¢ 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1961 
TO 1965. 


For information write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
Murray Hil) 4-0004 
or 
Jo Anne Burgess, Convention Secretary 


. 
Clifford R. Gillam, General Manager 


Atlantic Avenue, 


Rt. 129 on —_ 
Marblehead-Swampscott line. 
LYnn 3-6600. 


Ideally. located on the Atlantic 
ao : 3 it Ocean. A perfect setting for 
I hey cOny ened here 200 years ago sales cunttnen aad sem 
In Colonial Williamsburg, two centuries and more ago, the ferences, nam ,and 
gavel brought to order many an historic meeting. And today training programs 5-minute 
pe AO MBA resisted ga =’ ri drive from the Boston airport. 
conferences of many kinds continue this time-hallowed tradition. New England's most distinctive 

Now, air-conditioned meeting facilities and modern hotel year-round hotel. Meeting room 


rooms add a 20th Century flavor to the pleasures of doing busi- a from six to 
ness. There’s plenty for the ladies to see and do in historic ersons. Dining room, cof- 
pica sage too. And after business—tennis, golf, and swim- = ng cocktail lounge, swim- 
ming for everyone, and sightseeing in the famous buildings ming pool. 
and shops of the restored colonial city—a living pageant of 
American history. 

Set your next convention here. At the Williamsburg Inn, 
Lodge and The Motor House, 535 rooms, superb facilities, 
and the atmosphere of leisurely charm, form an ideal setting 


for meetings of 10 to 400 persons. ™ She se 
Dearborn -Srn 


| Colonial Homes 
(Lomi WA and 


Motor House 
VIRGINIA ( 


INN* LODGE*+ THE MOTOR HOUSE _— 
For booklet and information write: William E. Bippus, Manager ii Here in a suburban setting, 
of Hotel Sales, W illiamsburg, Virginia, or call New York—PLaza for 20 minutes from downtown 
1-9747, Washington—EXecutive 3-6481; Chicago—MOhawk 4-5100. Detroit, 15 from 


Your Next _ Metropolitan 


Airport, are the 


services of a 
° Conference gracious Inn 
pay ¥ The /argest and loveliest hote/ in the Bahamas with every 


api TSK TAR GRAND BAHAMA GLUE | | oF Grow See 


‘ag Ps and banquets for 
WEST END, GRAND BAHAMA, BAHAMAS Meeting 


up to 350... 
An Island Paradise! 360 air conditioned guest 185 beautifully- 


rooms with TV. The finest deep sea or pier in the me cenepet gs 
fishing in the world. Every known sport and 


4 e two restaurants, 
game, including golf, swimming and olympic Detroit 


cocktail lounge, all 
pool, bowling, tennis and skeet and trap shooting. air conditioned. 


if ; fal May we send brochure? 
Three large meeting rooms: Auditorium; Grand Ball- @a Richard D. McLain, 
room, which seats 500; East Ballroom, which seats 


General Manager 
630; plus exhibit space for 100 booths. Dearborn, Mich. LO 5-3000 Twx DE 380 


Angie Barker, Sales Manager Neighbor of 
BTCREYA Mon Notional Baik Building, Atlanta 3, Ga., Tel. 525-3586 RE NS ey ae nee ere 
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tion to build a creative design. 

Because of the interest shown in 
the contest by art schools and students 
and because of the high caliber of 
entries, EP&DA will broaden promo- 
tion of its contest and offer more time 
for entries in its second contest 

Current plans are to put winning 
entries on exhibit around the country 
to further stimulate art students to- 
ward choosing exhibit design as a 
career. 

Future contests again will give 
plenty of leeway for creative talent 


to emerge. In first contest, area chosen 


for exhibit of fictional company was 
an island exhibit that could make use 
of cubic content up to 16 ft. tall. 

National Collegiate Exhibit Design 
Competition is one of several projects 
sponsored by EP&DA to raise the 
standards of exhibit design. Previous 
design contests were held for pro- 
fessional designers to spark more 
creative approaches to the problem 
of marketing through three dimen- 
sional presentation. 

Students’ design competition was 
directed by EP&DA’s Educational 
Committee. @ 


Award for U. S. Exhibit in Spain 


AMERICAN PAVILION at 1960 Barcelona Samples Fair, Spain, garnered 


an award for The Displayers, 


Inc., New York City, for outstanding 
design and outstanding international exhibit. 


For first time in any 


American fair abroad, this exhibit featured only one product—cotton. 
Building and exhibits within were designed and supervised by The 
Displayers. Demonstrations included a shirt manufacturing assembly line 


provided by Singer Machinery Co., 


picture theater. 


Inc., a fashion show and motion 


f 


BRYAN-ELLIOTT 


COMPANY 
27-01 Bridge Plaza, North 


Long Island City, N. Y. 
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For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
IMPRINTED 


1000 lots . . . less 6e each 
3 inch Circle, Square or 
Triangle, 10 day service. 
Send copy. Guaranteed. 


FIRM NAME 
GOES HERE 


KEN MORRISON 


DATE and PLACE 
MEETING 
FREE SAMPLES — Glad to send them 


Order from Frank D. Jackson, 
Koasas City, M 


‘STICK-ON BADGES 


JACK-BILT, i Central ,, “taro Vi 2-5068) 


The WANDERER 


on 
Fabulous JEKYLL ISLAND 


Former Playground 
of Millionaires 
on the Golden Isles 
of GEORGIA 


600 Air-Conditioned Rooms 


Meeting rooms from 


20 to 2500 
NEW CONVENTION HALL 
Seating Capacity — 2500 
On the Atlantic Ocean 


LARGEST INDOOR POOL 
in the Southeast 


Championship GOLF COURSES 


Experienced Convention 
Know How 


Write or Call: 
JOHN ASTARITA 


The Wanderer 
Jekyll Island, Georgia 
NEptune 5-2211 


OO 


\Z 


7) 
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. 


| Dartmouth 
where 


business groups 
return regularly 


“Just far enough away for a 
close understanding.” Special 
group services for 15-150. 
For your meeting, clinic, 
convention, exhibit, school 

or conference. Transportation 
excellent by train, plane or car. 
Popular with businessmen, 
engineers, medical and 
educational groups. 
Literature on request. 


me HANOVER INN 
¢ MOTOR LODGE 


Hanover, N.H. - Tel. 410 
TWX - Hanover, N.H. 283U. 


RRR KREGER RECESS 


ERRNO 


MODEL Sally Hill beats the heat of the long, hot summer 
with shower of snow from company’s snow thrower. 


SECRECY highlighted plans for a 
meeting of sales representatives held 
in June at Forest Hills Country Club, 
Richmond, Ind., home of Moto- 
Mower Inc., producer of reel, rotary 
ind riding power mowers and lawn 
ind garden equipment 

Seventeen sales representatives from 
ill over the United States and Canada 
vere invited to attend what everyone 


thor 


ight would be a routine session 
ited to polishing up sales tech- 
he two-day affair began with an 
mal breakfast, after which Don- 


ld H. Hartmann vice-president and 


Surprise Takes 
Meeting Out 
Of Ordinary 


Snow in June, police siren entrance, real dol- 


general manager, Moto-Mower, led a 
discussion of ways to overcome sales 
resistance in the field. 


Interrupted by Sirens 

Discussion was interrupted, how- 
ever, by wail of approaching sirens. 
To a man, those present rushed for the 
main entrance to see what was dis- 
turbing the calm decorum of the club. 

Up the driveway roared a squad 
car with a motorcycle escort of Rich- 
mond policemen. As the amazed 
group of sales representatives stood 
gaping, the car screeched to a halt; 
the doors flew open; police with 


lar-bill boutonniere, combine for exciting in- 


troduction to new finance plan to offer dealers. 


drawn pistols descended; and out 
hopped pert Sally Hill, “Miss Moto- 
Mower Money Bags.” She was cut- 
fitted in a blouse made of ersatz 
thousand-dollar bills. 

Flanking Sally were William H. 
Nolan, Moto-Mower director of sales, 
Richard Clark, sales promotion man- 
ager, and Robert Urlaub, secretary- 
manager of Dura Finance Company. 
Both Moto-Mower and Dura Finance 
are subsidiaries of Dura Corporation. 

Nolan, Urlaub and Clark each 
carried regular bank moneybags, chock 
full of fake long green, to emphasize 
vividly that what ostensibly had 


i, 


POLICE and money men escort “Miss Moto-Mower Money Bags” to meeting to dramatize financial aid available to dealers. 
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THESE 
GROUPS 


ENJOYED THE 
PERSONAL 
TOUCH 


The outstanding groups listed to the right have discovered what makes a conven- 
tion so memorable at the Shoreham Hotel and Motor Inn in Washington. It’s our 
personal touch —the expert, individual service that we give every group, large 
or small, 


You'll find no stiff rule-book attitude at the Shoreham. Whether you want to “move 
a wall” or change a salad, our convention staff are always ready to give you their 
immediate personal attention. 


And we've the finest facilities for groups of every size: 700 beautiful air-conditioned 
guest rooms for conventions in the hotel and motor inn, accommodating 1400 persons 
. 25 meeting and banquet rooms accommodating any number from 35 to 1000... 
outdoor swimming pool...and 44,000 square fect of drive-in exhibit space, For 
complete Convention Portfolio, write John E, Mc Murtagh, Director of Sales. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. ¢ ADams 4-0700 


New York Office: 60 East 42nd Street « YUkon 6-3048 


Representatives: Leonard Hicks, Jr. and Associates, Inc. « Chicago, MO 4-5100 
Detroit, WO 2-2700 « Atlanta, JA 4-3486 « Miami, PL 4-1667 
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PRES LAR ARAL 


Peaeeeee 


A FEW OF THE ORGANIZATIONS 
WHO HELD THEIR CONVENTIONS AT 
THE SHOREHAM DURING 1959-60 


ASSOCIATIONS 


Air Transport Assn. of America 
American Alumni Council 
American Bar Association 
American Industrial Bankers Assn. 
American Medical Association 
American Pharmaceutical Assn. 
American Public Power Assn. 
American Society of 

Testing Materials 
American Trucking Assn., Inc. 
Assn. of Industrial Advertisers 
Milk Industry Foundation 
National Assn. of Broadcasters 
National Association of 

Mutual Savings Banks 
National Association of 

Photographic Manufacturers 
National Automobile Dealers Assn. 
National Candy Wholesalers Assn. 
National Electrical 

Manufacturers Association 
National Food Brokers Assn. 
National Lumber 

Manufacturers Association 
National Travelers Aid Assn. 


INDUSTRY 


The Coca-Cola Company 
Esso Standard Oil Company 
Ford Motor Company 
International Business 
Machines Corporation 
Johnson and Johnson 
Lever Brothers 
Norge Sales Corporation 
Parke, Davis and Company 
The Pepsi-Cola Bottlers’ Assn. 
Piggly Wiggly Corporation 
Ralston Purina Company 
Sperry Gyroscope Company 
Sylvania Electric Products, Inc. 
U. S. Gypsum Company 


INSURANCE 


General Insurance Co. of America 
Great Central Life Insurance Co. 
International Union of 

Marine Insurance 
Liberty National Life Insurance Co. 
Metropolitan Life Insurance Co. 
Mutual Insurance Agency Assn. 
Peoples Life Insurance Company 
Prudential Insurance Company 
Shenandoah Life Insurance Company 


CLUB AND FRATERNAL 
Alpha Sigma Tau Sorority 
Beta Chi Sorority 
Daughters of America 
General Federation 

of Women’s Clubs 
P. E. 0. Sisterhood 
Phi Gamma Delta Fraternity 
Rotary International Club 


OTHER GROUPS 


American Forest Products Institute 
American Rocket Society 
Chamber of Commerce of the U. S, 
Fifth International Congress 
on Nutrition 
Fourth Marine Division Assn. 
National Council, Boy Scouts 
of America 
National Institute of 
Governmental Purchasing, Inc. 
National Recreation Congress 
9th Infantry Division 
95th Infantry Division 
Tax Executives Institute, Inc. 
Tax Foundation, Inc. 
U. S. Savings and Loan League 
United Steel Workers of America 


SD Mateete 


EDGEWATER GULF HOTEL 


EDGEWATER PARK, MISSISSIPPI 


On the Gulf of Mexico, Midway between Gulfport and Biloxi 


Open all year — 700 acre estate beautifully land- 
scaped with age-old oaks, draped in moss — colorful 
azaleas — wide lawns. Championship 1|8-hole golf 
course — Winter Pro, Johnny Revolta — large fresh 
water swimming pool, playgrounds for children, 
cabanas for sunning. The Polynesian Room, the Coast's 
newest and most unusual Cocktail Lounge. 3000 feet 
of wide sandy beach on the Gulf of Mexico. 


Convention facilities include new convention Hall, The 
Garden Room, seating up to 800 persons, Ballroom 
seating 400, 12 smaller meeting rooms, and a staff 
skilled in making you welcome in the hospitable "Old 
South" manner. 


A complete city under one roof; space, equipment and 
service for your sales meetings and conventions. 100°/, 


air-conditioned. 


Reginald G. Nefzger 


General Manager 


Phone — Gulfport, Mississippi, UN 4-1312 


Nan Meisner 
Convention Manager 


started as a routine meeting was ac- 
tually an affair to demonstrate the ex- 
tra profits available to dealers through 
Moto-Mower’s new consumer-credit 
plan, which the sales force was hear- 
ing about for the first time. 

“Stunned” is the best word to de- 
scribe reaction of salesmen who 
viewed the dramatic entrance. “Suc- 
cessful” is the word used by Bill Nolan 
to describe the arrival which was de- 
signed to achieve maximum impact on 
the sales force 


Back inside the club, Nolan intro- 
duced the new finance program, first 
to be offered in the “sggend came 
industry. Dealers who participate in 
the program, he explained, obtain 
benefits of trust-receipt floor-planning 
without cost to themselves, and at the 
same time are able to offer their own 
customers economical time-payment 
terms for a minimum downpayment of 
as little as $5 on purchases under 
$300. 

“Over-all effect is to broaden sub- 


stantially the consumer market for 
Moto-Mower products,” Nolan told his 
audience. 

Morning meeting concluded with an 
explanation by Urlaub of the me- 
chanics of the program, which is be- 
ing administered for Moto-Mower by 
Dura Finance. 

A break for lunch gave the sales 
representatives a chance to consider 
carefully the operation of the credit 
plan and attendant advantages for 


dealers and consumers alike. During 


Glad to GREET you 
With complete facilities that assure 
@ successful carefree meeting 


With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 


With personalized attention to 
good service and come-back-sgain 


puiHERTZ 


in your convention plans 


Hertz rents new Chevrolets and other 
fine cars, trucks and special equipment — gages 
anywhere in the world. 


hospitality 

90 miles from Phila. & N. Y. C. 

For information call our offices in: 

N. ¥.—LO 5-1115 « Phila.— Ki 6-1937 
or write: EDWARD C. JENKINS 


me SKYLINE INN c= 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


X —s 


For further information write: 
Mr. W. J. Jann, The Hertz Corporation, 


660 Madison Avenue, N. Y. 21, N. Y. RENT A CAR 
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“MISS Moto-Mower Money Bags” pins on another money boutonnierre (genuine 
currency) as New England sales representive, shows some embarrassment. 


the meal, model Sally Hill visited each 
salesman to decorate his lapel with 
one of her “money-bags” bouton- 
nieres, made of carnations and real, 
honest-to-goodness dollar bills. 

In the afternoon session, the sales 
force was invited to pose questions. 
Resulting discussion was again led by 
Nolan and Urlaub. 

Referring to a number of charts, 
crayon boards and _ merchandising 
pieces, Urlaub showed that “by adopt- 
ing the consumer-credit program, a 
dealer acquires a favorable competi- 
tive-sales position, because of the 
terms and payment schedules he is 
able to offer customers.” 

Fired up by the morning activities, 
the sales group dreamed up every 
conceivable problem. Nolan and Ur- 
laub, having successfully fielded each 
objection, adjourned the meeting in 
time for a buffet dinner. 

Part two of the meeting occurred 
the following day, with introduction 
to the salesmen of three tillers and a 
snow thrower from Moto-Mower’s 
1961 product-line. During the morn- 
ing session each machine was ex- 
plained in detail by members of the 
engineering department, with special 
emphasis on new features and im- 
provements over 1960 models. After 
lunch the sales force gathered out- 
doors for field trials. 

Vivacious model Jeanne Pyle joined 
Sally Hill to demonstrate to the men 
that Moto-Mower’s power products 
are easily operated by the weaker sex. 
Then each of the salesmen tried the 
machines for himself. 
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Careful advance planning by Nolan 
and his staff was necessary to assure 
success of field tests. 

“It’s pretty difficult to demonstate 
effectiveness of a snow thrower on a 
sultry afternoon in June,” comments 
Nolan. “Nobody is going to be greatly 
impressed by such a machine cperat- 
ing on a rich, green lawn.” 

To overcome that obstacle, Moto- 
Mower officials imported more than 
three tons of shaved ice and dumped 
it on the grass beside the 18th green, 
where it provided a dandy substitute 
on which to try out the snow-removal 
equipment. 

Why the razzle-dazzle? 

“With introduction of our consumer 
finance plan, we felt we were taking 
a bold step forward in the power- 
equipment business,” Nolan explains. 
“We realized that such a step required 
an equally bold presentation for our 
sales representatives. With the won- 
derful cooperation of the Richmond 
Police Department, we were able to 
develop the ‘money-bags’ presenta- 
tion.” 

Was the meeting a success? 

“We think so,” says Nolan. “Im- 
mediate result was that our sales 
people stayed up burning the mid- 
night oil to discuss and digest me- 
chanics of the plan. Since the meet- 
ing, we have experienced a tremend- 
ous upsurge of interest in the plan by 
our distributors and dealers. We be- 
lieve that this is due largely to the 
enthusiasm generated by the sales 
representatives who attended our 
Richmond meeting.” ® 


Does a 


convention 


have to be 


conventional? 


Not if you try someplace new— 
like Las Vegas, or Lake Louise, 
or Phoenix, or Salt Lake City, or 
Mexico City. They’re places that 
can make your convention—and 
they’re so easy to reach on West- 
ern Airlines! For the facts about 
the West’s Conventionland, write: 
Betty West, Convention Bureau 
Manager, Western Airlines, 6060 
Avion Drive, Los Angeles 45, 


California. No obligation, just 
service! 


| 
| WESTERN AIRLINES 
| 


Convention Bureau 
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AUNIQUE SALES INCENTIVE 


The Hollywood Beach Hotel/Golf 
Club — in conjunction with Happi- 


ness Travel Service — announces its 
“Plan-It-Yourself”’ Incen- 
tive Program, a revolutionary idea 


Vacation 

that allows a sales executive to de- 

sign his very own vacation incentive 

package — and watch it become a 
sure-fire SALES STIMULANT! 

For a complete kit describing 

this new idea in sales incen 

4 — tives, merely write or call — 

BEN GETZOFF 

Manager/Incentive Division 
Happiness Travel Service 

6 E. Monroe Street/Chicago/STate 2-4900 
or “ROBBIE” ROBINSON 

Vice President & General Sales Manager 

Hollywood Beach Hotel/Golf Club 
Hollywood Beach /Florida/WAbash 2-1545 
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FOOD products are displayed with such items as: apothecary jar, bird cage and cake. Plexiglass domes (left) hide lighting. 


Exhibit ‘Nets’ 70% of Audience 


General Foods gets 70% of home economists at convention to reg- 


ister in booth (ostrich plumed pens available for the purpose). 


Exhibit exaggerates basic design elements to convey image of 


company and products; can be set up with dime as screw driver. 


NEW General Foods Kitchens’ ex- 
hibit registered a whopping 70% of 
people who attended the June Con- 
vention of American Home Econom- 
ics Association, in Denver. Unusual 
design and clever props attracted 
visitors in scores during the four-day 
exhibition, where the exhibit made its 
debut It is the work of industrial 
design firm, James Valkus Inc., which 
designed the General Foods Kitchens 
in New York City and White Plains, 
N. 

Display consists of seven towers 
topped with graceful illuminated 
domes. Panels with bright, bold, fig- 
ures and homey writing dramatize 
and explain the work of the kitchens, 
while pedestal tables, winding through 
the space, support General Foods 
products in association with such 
things as a huge egg-timer, for “min- 
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ute rice”; and a bird cage, for “Birds 
Eye Frozen Foods.” 

A cluster of ostrich plumed pens 
are for registration, and inviting white 
wicker chairs for relaxation. 


“Look” No Accident 


“Look” of the display, like the 
kitchens, is no accident. It is based 
on a design philosophy created for 
General Foods by James Valkus. He 
explains his approach this way: “We 
have tried to make the exhibit look 
like the basic concern of General 
Foods Kitchens: ‘food.’ Food is a nec- 
essary element of life. Food is an 
enjoyable experience. Our first food 
is given to us, with the result that 
it is associated with abundance, gen- 
erosity and pleasure. These are the 
key words that have been translated 
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into the designs we have done for 
General Foods: abundance, generos- 
ity, pleasure. 

“By exaggerating the basic ele- 
ments of design — line, color, space, 
texture, and proportion — we have 
tried to produce an exhibit that looks 
like the company, and its work and 
research. For instance, colors are 
bright, intense, chromatic. Proportions 
are deliberately overscaled and vo- 
luptuous, like the domes of the towers. 
and figures on the panels. There is 
a feeling of space — generous space. 
All packages are seen in association 
with the food they contain; in gen- 
erous proportions, of course. With 
all these elements in combination we 
have tried to make General Foods 
look like the thing it does — feed the 
nations. And of course, it’s fun for 
the visitors.” 
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THE TRUE STANDARD 
OF FINE INNKEEPING 


1S PROUDLY DISPLAYED AT 


DIN KLE 
HOTELS 


Your guarantee of the finest in modern. innkeeping, 
tempered with tradition-rich courtesy and service. 
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IN ATLANTA 
The Dinkler Plaza 


IN BIRMINGHAM 
The Dinkler-Tutwiler 


IN NASHVILLE 
The Dinkler-Andrew Jackson 


There's a Dinkier Motor inn 


IN ATLANTA 7/he Be/vedere & /ce Rink 


Carling Dinkler, President 
Carling Dinkler, Jr., Exec. V.P. 


Immediate reservation confirmation 
via Teletype at no charge 
through any Dinkler hotel or representative. 


NEW YORK: MUrray Hill 8-0123 
WASHINGTON: EXecutive 3-6481 
CHICAGO: MOhawk 4-5100 
DETROIT: WOodward 2-2700 
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Hosts to businessmen 


Experienced managers of business meetings, 
Roger Smith Hotels are preferred for their 
dignity and attentive personalized service. 


Meetings are efficiently arranged. Modern 
guest rooms, restaurants and complete facili- 
ties provide the highest standard of value in 
comfort and hospitality at moderate rates— 
throughout the year. 


ROGER SMITH HOTELS IN: 


WASHINGTON, D. C. 
NEW BRUNSWICK, NEW JERSEY 


NEW YORK CITY 
ROGER SMITH HOTEL 
HOTEL PARK CRESCENT 


WHITE PLAINS, NEW YORK 
STAMFORD, CONNECTICUT 

WATERBURY, CONNECTICUT 
HOLYOKE, MASSACHUSETTS 


unCONVENTIONally 
informal .. . 


"Coenge 


golf and beach club 
on Rose Hill overlooking Olde 


ST. GEORGE'S, BERMUDA 


Small group or large, they'll get more 
from your next convention ... at the 
ST-GEORGE. Before and after business 
sessions there's a free play on our pri- 
vate 9-hole golf course, fine tennis 
courts, private beach, all-weather pool 

. and more. Every imaginable facil- 
ity for your business sessions, of course. 
Plan now for bookings in Spring . . . at 
the ST-GEORGE, minutes near the air- 
port, yet wonderfully calm and quiet 
and informal. 


“= ASTELL INTERNATIONAL 
J ESSEX HOUSE + NEW YORK 19 
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Practicality hasn’t been overlooked. 
Whole exhibit could be set up using 
only a dime, as a screw driver, for its 
25 screws. Most of the pieces are 
held together by gravity, and the 
towers will stand perpendicular on 
the most uneven floor. It will fit an 


area of convention space as small as 
four feet by eight feet, or as large 
as 20 feet by 20 feet, simply by using 
different combinations of the seven 
towers. In successive years panels 
can be redone to promote different 
products and new themes. ® 


N.Y. World's Fair Seeks $$ 


Fair issuing promissory notes to raise $67.5 million. Plans go 


forward despite rebuff from Intl. Bureau of Expositions. One plan 


advanced for exhibitors who cannot build their own building. 


PLANS FOR New York World’s Fair 
in 1964-65 continue to grow despite 
the rebuff from International Bureau 
of Expositions in Paris. IBE’s mem- 
bers were told not to consider the 
New York fair. (IBE gave the nod to 
Seattle’s Century 21.) Recommenda- 
tions from IBE are not binding on 
members although they are a strong 
influence on decisions. 

Russia, while an IBE member, has 
indicated it will be an_ exhibitor. 
Other governments said to be plan- 
ning exhibits are Vatican City, Mexi- 
co, Italy, Bulgaria and Nationalist 
China. To participate in the fair, 
each will have to build a building. 

(One of the reasons IBE turned 
thumbs down on New York is that 
space for governments must be of- 
fered free according to IBE charter. 
New York offers free space to no one, 
and will build a building for no one.) 


New Plan Offered 


Because New York will build no 
buildings to house exhibits, potential 
exhibitors have to plan on building 
their own (and dismantling them 
after the fair). This leaves smaller 
companies or even large companies 
without big promotional budgets on 
the outside. To lick this building 
erection “must,” Edward H. Burdick 
Associates, Inc., New York City, has 
come forth with a new plan. 

“Community of Interest” plan set 


forth by Burdick proposes to build 
one or several exhibit buildings at the 
fair. Burdick would rent out space 
to companies that don’t want to in- 
vest in building construction but do 
want to participate in the fair. Bur- 
dick’s plan is to design, erect, main- 
tain and ultimately demolish “one or 
more special theme buildings.” De- 
signer of the building or buildings 
probably would be Edward Stone. 


Building with “Home” 


First theme building in Burdick’s 
plan is to be designed around the 
“American home of better living.” 
This building would be divided into 
sections to cover construction, serv- 
icing, protection, health, food, fur- 
nishing and recreation. 

If Burdick’s plans get favorable 
reaction from industry, other theme 
buildings would be designed to house 
exhibits in these categories: science, 
recreation, health, finance, transpor- 
tation, communications. While the 
fair refuses to build any exhibit build- 
ing itself, it looks with favor upon an 
outside organization’s grouping of ex- 
hibitors and building an exhibit hall 
for them. 

Yearly rental, under Burdick’s plan, 
is reported to be from $20 to $30 a 
square foot on an annual basis. Final 
rate will not be set until plans are 
further along, says Edward Burdick. 
Right now he is soliciting “letters of 
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BANFF SPRINGS HOTEL, playtime show place of Western Canada, nestling mile-high in the awe-inspiring Canadian Rockies, 
has 600 rooms, ballroom, meeting rooms. Recreation activities: fishing, riding, hiking, golf, swimming, shuffleboard, dancing. 


Get more done, have more fun at 


BANFF and LAKE LOUISE 


in the Canadian Rockies 


Nestled in North America’s most spectacular tall 
country, these world-famous resorts are ideally 


> 
> 
© 


os 
. 
> 


located and equipped for an unusual and memorable 


convention. Both offer full accommodations for gath- 
erings large and small during June and September. 


They are easy to reach, too, via fast, comfortable 
Canadian Pacific diesel trains. For information and 
reservations contact: Convention Traffic Department, 
Canadian Pacific Railway Company, Windsor Sta- 
tion, Montreal. We will be happy to handle all details 
and preparations for you, for the most successful con- 


vention you’ve ever staged. 


awa rs pd i ° effe 
CHATEAU LAKE LOUISE with 400 rooms, offers mountain climbing, boating, Crnadian Pacific 
swimming, hiking and trips to famous glaciers. Only 40 miles from Banff. 
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Stampede Yore 
Next Meetin to... 


DEN 
wn WEY 


In The Heart 
Of The Adirondack: 


< 
Conventions 


Sales 
Meetings 


. Conferences 


Groups of 20 to 150 will find conducive 
quarters for conventions, meetings or 
conferences, plus personalized service 
and the wonderful free fun of the 
East's finest dude ranch. Excellent 
cuisine, full entertainment program, 
sports, riding, heated pool, sun deck, 
boating. All inclusive rate $!1-$14 per 
person. Season: Spring: May, June; 
Fall—Sept. Oct. Write, wire or phone 
for complete information. 


HIDDEN VALLEY 


Lake Luzerne, New York Tel.: 696-2131 


“6 “WHY ARE WE MEETING 


AT OXFORD HOUSE ?” 

“Newest hotel in Chicago.” 
"Convenient Loop location.” 

“Free inside parking.” 
“Pull facilities.” 
“AND THE LARGEST, MOST LUXURIOUS 
HOTEL ROOMS IN ALL CHICAGO.” % ® 


( 


: 


jlegant decor, 

fabulous furnishings (even “day-long” 
chairs) and customized service make } 
group meetings at Oxford House 
both memorable and productive. b 
Write or phone for full information. @ 


E. J. TOOLE, General Manager 


2 oF 
c Ix{< ord Hlouse ' 
225 North Wabash ~»* 


44585 . 


Chicago 1 


TWX €G2334 


Finoncia 


interest” to find out how many com- 
panies would consider exhibiting in 
the fair if a building were built to 
house more than one company. 


> New corporation, Power & Light 
Exhibit, Inc., ha; been formed to han- 
dle the electric industry’s participa- 
tion in the fair. V-E-K Associates, 
Inc., New York City, has been ap- 
pointed to create the design concept, 
theme and programming for the pro- 
posed exhibit building for investor- 
owned electric companies. 

V-E-K was formed jointly by Van- 
deburg-Linkletter Associates, Ebasco 
Services and Walter Kiddie Construc- 
tors. According to C. M. Vandeburg, 
president, V-E-K is “equipped to as- 
sume the complex task of dramatizing 
an image, product service for any 
client or cooperative group desiring 
to participate in the world’s fair.” 

Original plans for electric indus- 
try’s participation in the fair had been 
announced by Edison Electric Insti- 
tute. 


At this moment, biggest activity tor 
the fair is to raise money. Fair is now 
offering 6% promissory notes due 
Feb. 1, 1966. Funds are needed to 
finance pre-opening construction and 
operating expenses. Notes subscribed 
for in excess of $100,000 are to be 
paid by subscriber on a staggered 
basis: 40% on closing date (Mar. 31, 
1961), one-third of balance on Jan. 1, 
1962, Jan. 1, 1963, and Jan. 1, 1964. 
When a subscription for notes is less 
than $100,000, amount is to be paid 
by the subscriber in full on closin 
date (not later than Mar. 31, 1961). 

This note issue has not been reg- 
istered under Federal Securities Act 
of 1933 “since in the opinion of bond 
counsel to the corporation, the notes 
are exempt from such registration.” 
On the bottom of the advertisement 
to announce the issue is this line: “In 
view of the nature of the enterprise 
these notes should be considered 
speculative security.” Total cash 
sought with the notes is $67.5 mil- 
lion. @ 


1 Me 
ala 
——_ 


World's Smallest, Fastest Meeting 


WHEN A STRIKE closed The Greenbrier, White Sulphur Springs, W. Va., 
last summer, a meeting was held anyway. James C. Nunnery, Roanoke, 
Va., journeyed to the mountain spa to open, conduct and close a board 
meeting of Allied Van Lines, Inc. To keep proxy votes, which named 
The Greenbrier as locale for the meeting, entirely legal, Nunnery, v-p 
and secretary, Pitzer Transfer, Storage and Fuel Corp., was elected 
secretary of Allied Vans. He opened the meeting at the closed Green- 
brier at 10:00 a.m. Eastern Daylight Time, voted the proxys for the 
board of directors and amendments to the by-laws and then adjourned 
the meeting to reopen at 10:00 a.m. Central Daylight Time at the 
French-Lick Sheraton, where the Allied convention of 470 delegates had 


been transferred. 
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MODELS, male and female, demonstrate face shapes and fitting quality of 
glasses as Ralph Drew (left) explains fashion aspects to fashion editors. 


‘ i’ 
BEAUTY editor Lucile Kirk, Parent’s Magazine, discusses eyewear styles with 
Liberty Optical Co. Gen. Mgr. Joseph Bianco; Anthony Di Chiara, president. 


To Reach the Consumer: 


Session for Editors 


Liberty Optical uses persistence to get fashion editors together 
for 25-minute session on eyewear. About a day’s work went into 


every minute of eyeglass fashion show—short, sweet, successful. 


By ANTHONY S. DI CHIARA 
President, Liberty Optical Co. 


ONE of the most difficult tasks that 
face a manufacturer of an ethical 
product is to present it to the public, 


without bypassing the professions who 
dispense it. Although 80 million peo- 
ple wear eyeglasses, sales of optical 
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hold 
your next 
MEETING 


Teletype CG28 


* Complete facilities adaptable to any 
type of function 

%* Personalized attention to every detail 

* Convenient to railroad terminals 

* Located in the center of 
downtown Chicago 

* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


Allan, Stubbins 


W. Fred Puffer 
Gene i 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
small conference rooms—250 exqui- 
sitely appointed rooms—complete 
air conditioning. 
PLUS...Recreational facilities, includ- 
ing an Olympic-size swimming pool, 
tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
OF PALM SPRINGS 


Write or phone for information 
or reservations 
Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 


Palm Springs RIVIERA 


1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 


DAYTONA BEACH’S 
OCEANFRONT 
CONVENTION HOTEL! 


ayTona 


aZza A CRAIG HOTEL 

Conduct your next meeting at ‘‘the world's 
most famous beach.'' Guarantee record- 
breaking attendance and productive busi- 
ness conferences! Accommodations for up 
to 500 delegates . . . air conditioning .. . 
banquet rooms for 1000. Complete facili- 
ties, superb service, professional conven- 
tion staff. Large or small, your meeting 
will be more successful at the Daytona 
Plaza. Write for details: DAYTONA PLAZA 
HOTEL, DAYTONA BEACH, FLORIDA. 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room 


2nd Floor expressly designed for your 
needs—especially equipped conference and 
dining rooms 


Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment 


ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 

Gorage & parking facilities adjacent. 


®@ for illustrated brochure write: 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 


products are confined to approximately 
28,000 members of the eye care od 
fessions: optometrists, ophthalmo- 
logists and opticians. 

In recent years, however, a new fac- 
tor has entered into the optical busi- 
ness, that of style, or fashion. More 
and more people buy two or three pair 
of glasses, not merely for everyday 
wear, but for formal and casual as 
well. Since a professional man’s pri- 
mary function is to provide correct 
vision, Liberty Optical Co., Newark, 
N. J., manufacturer of high-style eye- 
wear, felt that it would be entirely 
proper to publicize the fashion aspect 
of eyeglasses, without infringing on 
the professional's prerogative of pre- 
scribing. 


Four-Fold Enigma 


First step was to call in the Edman 
Co., publicity consultants, Putnam, 
Conn., whose president, L. E. Edman, 
had many years’ experience in cases 
that involve ethical problems. Study 
of the situation revealed a four-fold 
enigma: to present a single product 
(eyeglass frames) on a small budget 
to the most people without incurring 
professional wrath. Solution was 
found in a press preview of eyewear 
styles to a select group of top editors 
with a total circulation of over 100 
million readers. 

On paper, this seems to be a simple 
answer; just gather the most impor- 
tant editors together, and show eons 
eveglasses. In practice, it is a difficult 
thing to do. Liberty did it success- 
fully, through scrupulous attention to 
detail, and reaped inestimable bene- 
fits in trade prestige and consumer ac- 
ceptance. 


15-Minute Talk on Fashion 


It was decided that the emphasis 
for the preview would be on the style 
aspects of eyewear, rather than par- 
ticular Liberty frames. A noted op- 
tician and optical style analyist, Ralph 
Drew, was engaged to deliver a 15- 
minute talk on face shapes and the 
frame that suited them. Naturally, 
Liberty frames were used as examples 
to illustrate the lecture, but it was the 
fashion aspects upon which the talk 
was based. 

Paul Roth, fashion features editor 
for Esquire Magazine, and the man 
who staged the Moscow fashion show 
two summers ago, was retained by 
Edman to handle the show’s format 
and production. Upon Roth’s advice, 
the entire performance was not to ex- 
ceed 25 minutes. 

To obtain the proper setting for the 
preview, New York City’s Plaza Hotel 
was chosen, and its Crystal Room re- 
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convention 

to life 

at the 
"world’s most 

famous beach” 


e FINE ACCOMMODATIONS-— 
SMALL OR LARGE GROUPS. 

e FINE RESTAURANTS— 
EXCELLENT CUISINE. 


e LOTS TO DO— 
YEARROUND GOLF, TENNIS, FISHING. | 


e BEAUTIFUL AUDITORIUM— 
SEATING 2700, EXHIBIT AREAS. 
e AREA COOPERATION— 
HELPFUL CONVENTION COMMITTEE. 
“my bp acl 
= eat AL! then < 


. >. 


FLORIDA'S «= i 


~ DAYTONA 
BEACH 


RESORT AREA 


FOR THE COMPLETE STORY 
WRITE TO: 
THE CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


ed Ynn 


“For Sure” 


You can be sure of successful sales 
meetings, conventions, and golf out- 
ings by selecting Shawnee Inn. 
Conveniently located only two hours 
from New York or Philadelphia. 
Capacity (230) invited May, June, 
September and October. Executive 
groups up to 100 in July and August. 
Call HAmilton 1-1500, ask for 
Sales Manager, Ed Sweet 


5 J - 
% ! i 
Fi) f 


SHAWNEE IN 
Shawnee-On-Delaware, Pa. 
“MEETINGS AND 

GOLF CAPITOL OF THE EAST” 
BROCHURES AND RATES 
ON REQUEST 
Nationally 
represented by 
Robert “6s Warner, 
ne. 
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served for a four-hour period in mid- 
October, between two and six in the 
afternoon. Starting time for the pre- 
view was set for 4:30 PM, with cock- 
tails and hor d’oeurves served before 
and after. This allowed two hours 
to set up displays; the showing, cock- 
tails; and ample time to dismantle. 


Pick Date with Care 


Date selected was chosen with care. 
The fashion calendar, “bible” of New 
York editors, was consulted to avoid 
conflict with any other major show- 
ing. Fall previews were over in mid- 
October, and the week was generally 
considered a dull one. The day, Tues- 
day, avoided Wednesday matinee 
crowds, and followed the usual Mon- 
day back-to-the-office turmoil. 

List of 35 leading fashion and 
beauty editors from consumer publica- 
tions was drawn up, and in early Au- 
gust, two and a half months before 
the preview, Edman started to call 
on each personally. Every one was 
given an informal invitation to the 
showing, as well as informational ma- 
terial put out by Liberty for the opti- 
cal professions. Many editors may 
have thought that an invitation almost 
a quarter of a year in advance was fan- 
tastic, but they remembered the date. 


Engraved Invitations 


At the end of September, formal, 
engraved invitations were sent to con- 
firm the original call. As a reminder, 
one of Edman’s personal cards with 
a note was included, and fastened to 
the invite with a golden clip, in the 
form of an eyeglass frame. All invi- 
tations were hand-addressed. 

Four days before the showing, per- 
sonal telephone calls were made to 
each editor by Edman, as an addi- 
tional reminder. Although this may 
sound like harassment, it must be re- 
membered that the three invitations 
were spread over a period of 12 
weeks. 

In the meantime, salient points 
from Drew’s speech were being trans- 
formed into press releases. Seven 
were created, ranging from a call for 
honest promotion of eyewear to an as- 
sertion that eyeglasses do have sex 
appeal. Two special clutch purses, 
one for women and one for men, were 
designed and manufactured to con- 
tain the press releases and _ photo- 
graphs of the Liberty frames. For 
background material, four brochures 
created by Drew for Liberty Optical, 
directed at the professions, were also 
included. 

Actual showing was short, consider- 
ing the work that went into its crea- 
tion, but results were far-reaching. 
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plus excellent facilities make the 


beautiful MISSISSIPPI 


culf coast 


the best place for your conventions 


Proper surroundings make for the best 
conventions and the Mississippi Gulf 
Coast has everything it takes for the 
most successful meeting you have ever 
had. Lovely gardens, fascinating his- 
tory, good food, excellent facilities (5000 
beachfront rooms, meeting rooms for 20 
to 2500, banquet service for 1100, plenty 
of exhibit space) all add up to the 
Gulf Coast for your next convention, 


For complete convention data — send 
this coupen to the Chamber of Com- 
merce of one of the Mississippi Guif 
Coast cities shown below: 


HC 61-SM-1 


You re Welcome! 


6 Luxurious meeting rooms accommo- 
dating up to 300—175 rooms, 6 suites 


available for groups. 


Every effort made to insure successful 
12th ST. at BALTIMORE ; 
KANSAS CITY, MO. & 


COMPLETELY ce ——e 
AIR CONDITIONED Phillips hospitality. 


Write for Brochure 


comfortable meeting. Traditional 


Conventions Without Tensions 
at Realistic Prices 


Jug Snd Kosort 


1600 acres in the Berkshires 


Home of Fabulous Jug End. Barn 


Trained staff, scrumptious country style food, excellent service, modern P.A. systems, 
props, projectors, etc. for smooth efficient meetings. Specializing in groups of 10 to 200. 
For specific details, descriptive materials and information re: our V.I.P. Guest Card 
write or phone: 
ANGUS R. MacDONALD, General Manager 
P. O. Great Barrington S-1, Mass. © Telephone 434 


Pennsylvania’s Largest 
Convention Resort 
... high in the Poconos 


2200-acre scenic mountaintop 
resort, designed for groups. 
Luxurious accommodations 
for 1000. Modern meeting 
halls in spectacular lakeside 
setting. Championship golf, all 
outdoor recreation plus special 
features—at your door! 
Sure-fire combination for your 
next meeting—big or small. 
Found nowhere else, yet so 
close to New York and Phila- 
delphia. 


Poconos 


Tamiment, Pa. LUther 8-6655 
BEN JOSE PITSON, Managing Director 
N.Y. Office—7 E. 15th St. AL 5-7333 


The Warwick 


AT ROCKEFELLER CENTER 


WHERE BUSINESS MEETINGS 
FUNCTION SMOOTHLY 


On their toes, with the best facilities and 
appointments at hand, the Warwick staff is 
® repeating satisfaction to those in charge 
of meeting arrangements. 


WHERE CONVENTIONS 
REPEAT FOR GOOD REASONS 


What « convention manager wants, he gets. 
Through the experience of years, our stafl 
fits in as a smooth operating part of com 
vention planning and execution. 


ERWIN H. 
SCHLICHT 
General Manager 


e 
Write or Phone 
SALES 
DEPARTMENT 
65 West 54th St. 
New York, N. Y. 
Cl 7-2700 


e 
100% AIR 
CONDITIONED— 


RADIO— 
TELEVISION 


It is safe to say that nine out of 10 of 
the audience never heard of Liberty 
Optical Co. before receiving their in- 
vitations. And yet, this was a lead- 
ing producer of eyeglass frames, with 
an annual sales in excess of $5 million 
in a single product. 

Of far more import than the making 
of Liberty’s name known to the people 
who reach millions, was that the edi- 
tors like what they saw. Liberty line 
is known in the professions as “hot,” 
but this could almost be called a pro- 
fessional secret. When Mrs. Smith 
selects a frame, she had no idea who 
made it. Chances are that Liberty 
did, but the consumer doesn’t know 
it. The preview showed Liberty 
frames and put across the concept that 
they were fashionable. Notion that 
Liberty frames were correct in style 
was forcefully presented. 

Returns from the showing cannot 
be measured for years. Immediate re- 
sults were through press releases used 
by national syndicates, which pro- 
duced thousands of lines of publicity. 
In the long run, we at Liberty feel 
that it will benefit when fashion and 
beauty editors need frames for models, 
and instinctively turn to us for the 
style that is exactly right for the sub- 


ject. When there are articles on eye- 
wear, editors will certainly think of us. 


Gain in Stature 


Prestige-wise, Liberty Optical Co. 
has gained immeasurably in stature 
with its customers, who realize that 
the firm has helped to promote a 
growing awareness of eyewear in their 
patients. It is a rare occasion when 
even a top dress designer can gather 
together the beauty, fashion or wo- 
men’s editors (and in some instances 
all three) from such magazines as 
Vogue, Glamour, Harper's Bazaar, 
Redbook, Seventeen, McCall’s, News- 
week, McClure Newspaper Syndicate, 
King Features Syndicate, Parent’s 
Magazine, Women’s Wear Daily, Mc- 
Fadden Publications, and so on. 

Liberty Optical Co. is firmly con- 
vinced that when there are over 80 
million customers for its products, 
someone in the industry must take the 
initiative to promote what it has to 
sell. Based on the overwhelming 
success of its first press review, it is 
certain that this will be the first in an 
annual series, if only to serve as a 
reminder that eyewear is a fashion 
accessory. @ 
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“1 told you last night, be sure to put the lid on!” 
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Why Nota 
Country-Club 
Meeting e 


This modern 100-room Colonial Inn, 
just a few hours' drive from N. Y. or 
Boston, offers every facility—in an 
atmosphere conducive to getting 


things done. 
UNIQUE 
12 FEATURES 


* Excellent meeting facilities % Con- 
venientiy located % Private function 
reoms to sulf your needs % Sporty 18- 
hole golf course % New swimming pool 
w Food fit for executives % Large, out 
side bedrooms with private bath % On 
Hilltop, amid 200 rolling acres *% Friend- 
ly staff % Outdoor sports x Sun room, 
sun deck, private retreats x Your 
Inspection Is cortialy invited. 


Have Some a Get More 


Done 
le 


For details phone Bill Norton TUrner 9-1303 


Norwich Inn and 
Golf Club 


Norwich, Connecticut 
Ext. 80 Conn. Turnpike 


Fun 


FLEX-SH 


ALL YOU WANT IN A DISPLAY 


FOR 1/2 THE COST! 


Simple Functional Designs ° 
Smart Styling . 


Adequate Lighting ° 


Flexible Panel Arrangements 
Easy to Set Up 


Milwaukee 1325 N. Van Buren St. 
Chicago 3646 N. Broadway 
Hollywood 56117 Hollywood Blvd. 


New York 


With FLEX-SHO you’re the 
boss ... it does exactly what 
you want it to do! FLEX-SHO 
adapts to your space and 
budget. 


Functional FLEX-SHO acces- 
sories include: 


* Translite Boxes 

* Swivel Clamp-on Lights 

* Cabinets with Sliding Doors 
* Shelves 

* Planters 


* Woodslat Drapes 


Write for Free 
Illustrated Brochure 


HARTWIG DISPLAYS © 


Washington, D. C. 


2426 Westlake Ave. 
Oceanside, L. I. 
5029 Waggaman Cl, 
McLean, Virginia 


KLOEPPEL 
HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


ke Jacksonville Florida's First City 


Hotel George Washington 
Hotel Mayfiower 
Hotel Jefferson 


vv West Palm Beach 
Florida's First Resort City 


Hotel George Washington 
Hotel Pennsylvania 
EVERY ROOM WITH 
FREE RADIO AND TV 


All This and Heaven, Too! 


® Complete Convention « Convention Planning 
Facilities ow-How' 

e Assistance of trained cial ‘'Package 

Hotel and Convention ianned'' Conven- 

Bureau Personnel. 

e Only Minutes to World's 
Finest Beaches, Golf 
Courses and Historical 
Points of Interest. 


eS 


OWNER 
MANAGED 


KLOEPPEL 


K 


H 
IN FLORIDA 


Write or Phon 
J. Maxwell iver, Sales Dir. 


Phone Eigin 5-881! 
ge Washington 
Jacksonville, Florida 
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tions made to order. 
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GOLF COURSE 
ON OUR PREMISES 


i" YEAR ‘ROUND 


| C2ZeLS 


SO. FALLSBURG, N.Y. 
TEL: FALLSBURG 750 


New York Phone: LO 5-3760 
Pick a really different setting for 
your next outing and enjoy these 
unusual facilities: Deluxe Ac- 
commodations e Air Condition- 
ed Dining Room e All Sports 
Health Club e Solarium e 
Steam Baths e All Star 
\ Shows e Music © Dancing 
¢ Cocktail Lounges 


\ FABULOUS 
INDOOR POOL 


‘CONVENTION SUCCESS 
\ ASSURED! = J 
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CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


400 Air Conditioned Rooms 
5 Distinctive Restaurants 
9 Meeting and Banquet Rooms 
(All on same floor) 


Closed Circuit TV, PA Systems, 


Meeting Aids 
Free Parking 


PLUS A Friendly Experienced 
Convention Staff 


Friel Pry PEN 


CHATTANOOGA, TENNESSEE 


Write John K. Williams 
Sales Manager 


Associated with 


Hotel SEMINOLE, Jacksonville, Fla. 
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“MATCH DISSOLVE” is term used to describe animated car 
(top) fading into real automobile (bottom). Trick is executed 


by use of a scrim and rear-stage lighting. Scrim is a porous 
projection screen. It is partially in view in bottom picture. 


Film to ‘Live’ in a Win 


Studebaker dealer meetings use new technique to switch from 


film of car on screen to actual car “in person” and audience is not 


aware of transition. New method allows actors to perform on 


stage with slides on screens. Spots kill shadows cast by actors. 


PERFORMABILITY” may not be in 
Webster’s dictionary, but it is in 
Studebaker’s own special vocabulary 
to gloat with dignity over its 196] 
Lark line. Coined word was stage 
show title to herald the Studebaker 
Packard Corp. story to dealers at 
four regional conferences last fall 
Film and live talent have been 
used In many product presentations, 
but what makes Studebaker regional 
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meetings especially worthwhile to re- 
port is the new Living Screen tech- 
nique. Technique permits live actors 
to perform on stage at the same time 
film is being projected on a series of 
screens. Transfilm-Caravel, Inc., New 
York City, produced the Studebaker 
show 

Technique is a keen balance be- 
tween stage lighting and film pro- 
jection which makes it possible to 
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have product and performers in full 
view and fully lighted while slides or 
motion pictures are projected around 
and behind actors. This is accom- 
plished without washing out the 
screens or casting objectionable 
shadows upon them. 

Actors appeared to the audiences 
as they would in any broadway stage 
show, even though film was projected 
throughout performance. To accom- 
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3 easy steps to 
a convention in Hawaii 


4 Choose one of Sheraton’s five world-famous luxury hotels on the beach at Waikiki 
for your headquarters. 


Banner 


SBeaat ary 


. “=| THE MOANA — 250 rooms 
THE PRINCESS KAIULANI with th THE SURFRIDER — 150 rooms 
DIAMOND HEAD WING (500 Sn 


SRE Ee, RR Be RE So 


THE ROYAL MANOR — 100 rooms 


While in Hawaii you’ll enjoy Sheraton’s air-conditioned Meeting House, custom-designed for conventions, 
with facilities to seat 1000 or divided to accommodate 5 smaller groups in complete, sound-proof privacy 


CT ee Oe ee 


3 Contact Sheraton’s veteran staff of experts to help you plan every 
detail — write Sales Director, Sheraton in Hawaii ‘ 
Paul Mangin, Sheraton Hotels, National Convention Headquarters, 
2206 Connecticut Avenue, Washington, D.C. They’ll gladly send you 


more information about Sheraton Convention facilities in Hawaii 
or any other place, for that matter. 


, or contact Mr 


grorex 


ix 25 ere he 


BY JET: just 5 hours from West Coast 10 hours from the East Coast. BY SHIP: 41% easy days 


SHERATON HOTELS IN HAWAII 


On the Beach at Waikiki 
JANUARY 20, 1961 
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plish this without “washing out” the 
screens, stage lights were set up in 


ya “Vid you know that the oe wings. Spots were angled so that 

3 eas? the light fell on stage portion where 

Fe Hotel Claremont has ' the = ad th This concen- 
{ the most convention space a tration of light on the actors allowed 
\ > the rest of stage to be fully visible, 
\ west of the Mississippi: - : but dim enough so the screen picture 
* a was clear. In addition, the spots killed 
any color, picture fragments which 
may fall on actor’s clothes from the 


: r\ porn projection beam. Actors appeared on 
60 000 Sau ARE FEET stage in certain areas (even partially 
’ ; ; 


in the projection beam) without cre- 


OF EXHIBIT SPACE [oo igo rn wn 3 


Key to the new technique is a 
Make the Claremont headquarters 2 -.aseyas pon ans 4 cen 
for your next convention, sales meet- to shield stage lights i the wings. 
ing, conference, professional sem- At the outeredge, a screen panel stood 
Mar, NEW Pr oduct intr oduction aol in each corner. A few feet behind the 
exhibition. It’s the liveliest resort . first layer of side screens was a second, 
hotel in the West. which extended several feet closer to 
: \ the center of the stage. Behind this 
22-acre garden setting. 2 there was a third layer positioned 
even closer to center stage. Finally, 
Overlooking San Francisco Bay a rear screen stretched across the 
nme wie entire set half way to the rear of the 
Banquet service for 4,000 NOW MORE THAN 30 MEETING stage. Behind rear screen was enough 
AND CONFERENCE ROOMS room to store unused props and pro- 
Call, write or wire AVAILABLE—AND WE'RE STILL vide space for an automobile to ap- 
for full information ADDING MORE! pear later in the show. Pictures were 
/ thrown on the entire 16 ft. x 47 ft. 
screen structure (size is flexible) to 
achieve a three-dimensional effect. 
Audience perceived the 3-D illusion 
due to the “shell” formed by the side 
screens standing closer to the audi- 
ence than the main screen. As film 
which showed vigorous motion was 
projected on all the screens, illusion 
was similar to Cinerama. In the 
Studebaker show, dealers in the audi- 
ence “felt” themselves to be in an 
; — -_ : Se SS automobile zooming down a _ high- 
A way with jagged mounds on each 
He, J EG) side of the road. (To accomplish this 
ote avremont iil alicia illusion, producers mounted a camera 
Oakland/ Berkeley, California Victor Roberts, resident manager on an automobile, run along the high- 
THornwall 3-3720 Teletype OA 520 way ot Ligh speed ss foul was 
shot.) Impact was comparable to 
Cinerama’s bob sled run and runaway 
train. shown in special theaters the 
past several years. 


Center screen in rear of stage was 
FOR YOUR SMALL SALES GROUP Foil Lloret a scrim. It measured 10 ft. x 24 ft. 
PIKE, NEW HAMPSHIRE 


(Scrim is a term used to describe a 
mesh screen which is transparent 
when the stage area behind it is well 


LOCATED ON THE WEST SLOPE OF THE WHITE MOUNTAINS lighted.) During most of the show, 


: lights behind the scrim were not lit. 

° Lounge ° Capacity up to fifty Under these conditions, the scrim was 
< Conference Room ' Fifty foot swimming pool and used as a conventional movie screen. 
e Beautiful modern rooms patio 7 Scrim was raised halfway later on to 
with tile baths ¢ Excellent cuisine allow slides to be shown while actors 
explained various parts of the auto- 

AVAILABLE JUNE 1-30 AUGUST 15-SEPT 30 mobile. During the discourse, slides 
Write for Color Brochure to of the parts mentioned were thrown 


W. D. BRADLEY 4791 MADISON AVE., TRUMBULL, CT. on the scrim. 


But what occurred just before this 
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WING SCREENS are built in layers to shield stage lights and entrance ways 
for performers. Superstructure is used to project pictures with 3-D effect. 


sequence, in which the parts of the 
61 car were described, highlighted 
the Studebaker show. As the dealers 
watched, a make-believe car was put 
together piece by piece on the screens. 
Then the car on the film turned into 
a real automobile—right before their 
eyes. Term used by show producers 
to describe illusion is “film-to-live 
match dissolve.” It was with this 
illusion the 1961 Lark was revealed 
to the dealers. 


Build-up to the car reveal was 
started with a “musical whisper.” On 
screen, beginning at the outer layer 
of wing screens, a pair of animated 
car wheels appeared and zoomed to 
the center of the scrim. Next, as if 
from the rear of the audience, a car 
frame rocketed into place around the 
wheels. (Meanwhile, music was build- 
ing to a crescendo.) Roof, doors, 
bumpers, headlights followed until 
the animated car was _ complete. 


r= F 


custom-tailored meeting site for top level executives. 


Pe EMAAR REE OME HONOREES EE PTE 
“It’s always a pleasure to entertain and accommodate executive meetings. . . when 
you are geared for it.”—Nick Monte, Manager-Owner. 


@ Air-conditioned banquet and meeting room 


@ Superb cuisine 


@ Large exhibit area and PA system 

@ Exceptional personalized service 

@ Luxurious accommodations designed with you in mind 

@ For your pleasure: swimming, golf, tennis, riding, 
boating, water skiing, fishing 


@ Cocktail lounge 
@ Card rooms 


@ Specialized consultant in convention and meeting 
planning for your convenience. 


Ocean-front cottages and hostelry . . 


. combining all the charms of a gracious past 


with all the comforts of tomorrow. 
Color brochure and tariff schedule on request. 


Gurney ‘ . 


Montauk Point, L. 1. .Box 25M 


JANUARY 20, 1961 


Montauk Point 8-2345 


Arizona’s 
Country Club Resort 


ROUP 


Accommodations for 185 guestsina 
secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 
3740’ Paved Airstrip. Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 


Season: 
November 1 to May 15 


THEEWIGWAM 


INN, COUNTRY CLUB, BUNGALOWS 


LITCHFIELD PARK — ARIZONA 
Reade Whitwell, Mgr. 


Telephone WEstport 5-3811 
NATIONAL REPRESENTATIVES: 


GLEN W. FAWCETT, Inc. 


Bae Ammeles 266650 cco MAdison 6-7581 

San Francisco 

(Toll free from East Bay ENterprise 1-0450) 
MUtual 2-1981 


ROBERT F. WARNER, Inc. 
New York ... ..+.+-JUdson 6-4500 
Chicago ..............RAndolph 6-0624 
Washington, D. C. ....REpublic 7-2642 
Boston .............-LAfayette 3-4497 
Toronto EMpire 3-2693 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 + Teletype WA732 
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Ninety-one seconds later a real “in- 
the-flesh” Lark appeared in the same 
position as the animated car. 

Real automobile behind the scrim 
had been gradually lighted with more 
and more spot lights so that it ap- 
peared to the audience as if the ani- 
mated car had dissolved into a real 
Lark. The heavily lighted automobile 
completely “washed out” the animated 
car on the scrim, as well as the scrim 
itself. At that moment, the scrim un- 
noticeably raised several feet above 
the real automobile which began to 
rotate on a turntable. 

Following the reveal, the real auto- 


mobile was stopped and an actor step- 
ped from the car and exclaimed, 
“Man, what a ride!” Line set the 
action for the next sequence to follow. 
Zachary Scott, the show's star and 
narrator, took over and described 
some highlights of the new car. (His 
commentary was illustrated on the 
scrim above automobile.) 

A dealer (an actor) then appeared 
on stage along with a couple (actors) 
who were shopping for a car. In his 
part, he went through a sales pitch 
actively to demonstrate features both 
inside and outside the vehicle. Use 
of slides on the scrim permitted the 


They’ll never want to leave 
Florida’s most complete convention resort 


Boca Raton Hotel and Club is the convention manager’s dream, for it 
provides excellent accommodations for groups up to 700 and is so complete 
that nobody wants to leave the premises. 


MEETING ROOMS of every size, exhibit facilities, huge stage and screen, public- 
address equipment, projectors, air conditioning, expert convention staff... all 
you need for efficiency and comfort while conducting your business meetings. 


CHAMPIONSHIP GOLF — Sam Snead is your winter host pro at our beautiful 18 
hole golf course. A pitch ’n putt course is a favorite too, along with our 
new tennis courts, two olympic swimming pools, Cabana Club and mile-long 
private beach. Gulf Stream fishing is but minutes away. 


SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly, makes off-premises attractions unattractive by 
comparison. Limousine pick-up service from Palm Beach, Ft. Lauderdale 


and Miami airports easily arranged. 


For available dates: |. N. Parrish, Convention Manager, Dept. 21 


BOCA RATON HOTEL and CLUB 


Boca Raton, Florida 


Arvida Hotels, Inc. 


National Representatives ROBERT F. WARNER, Inc. 
Offices in New York, Chicago, Washington, Boston, Toronto 
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audience to view the most minute 
detail. On the scrim above, they saw 
carpeting, upholstery, oval steering 
wheel, padded’ dashboard, glove com- 
partment, radio—all in vivid color. 

“You have to drive it to believe 
it,” said the dealer to the couple in 
the show. A 3-D illusion put the audi- 
ence in the driver’s seat to experience 
some of the feel in driving a Lark, 
without moving a muscle. Trio walked 
to the side of the stage and took their 
places in the seats of a mock-up auto- 
mobile and away they went (with the 
aid of a full screen dropped in place 
as they walked away from center 
stage). Group on stage was fully 
lighted alongside the screen and all 
spoke as a motion picture unfolded 
the car in action. Again, the dealer 
delivered sales points, this time as- 
sisted by even larger images, plenty 
of action and lots of close-ups. 

During the performance, there was 
fluidity and, to be sure, it was a 
musical with much dancing and sing- 
ing. But, it was also a business show 
which focused attention where it 
belonged—on the product. With the 
use of film, there were no craning 
necks and loss of attention during the 
big sell of the little parts. 

Gordon Crow, vice-president and 
executive producer of Transfilm- 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details .. . a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every opportunity here for work 
and play at one of the most 
famous resort clubs in the Americas. 
Rates are surprisingly modest, 
and your inquiry is 
respectfully solicited. 


! “FRombloat 
Lodge 


Club E. Cottages 
Mont Tremblant, P.Q. 
Canada 


80 miles 
north of 
Montreal 


Gerald Coleman, Sales Mgr. 
Telephone: St. Jovite 425-2711 
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Caravel, predicts that Living Screen 
will enjoy wide acceptance in indus- 
try. He believes that interweaving 
stage action and film will go a lon 
way to bring glamor and commercia 
stardom to products heretofore diffi- 
cult in industrial shows. 

Another feature of the technique 
is the varied sizes of pictures on the 
screen to shift emphasis and impact. 
(Pictures ranged from wide screen 
down to the popular home-movie size.) 
This is achieved in two ways. First 
method is called the “step-down” 
process in which the size of the image 
on the transparency is reduced by 
masking to a desired size. As the 
distance from the projector to screen 
is fixed, when the slide is masked 
it changes the picture size on screen. 
Method allows producer to use same 
film size (whether movie or still) and 
still have varied picture proportions. 
By using only a portion of the film 
transparency, the image can be 
shifted to different positions within 
the frame. With this method, the 
film was projected around and behind 
actors to amplify important points or 
provide supplementary information to 
the stage action. 

Second method to produce a 
picture spot on part of the screen was 
to use a special lens on the camera. 


An entire floor of meeting rooms (one of 
which seats 1500); resort atmosphere with 
in-town convenience; superlative food in a 
choice of restaurants; free in-and-out park- 
ing; year around air-eonditioned—all with 
business-budgeted European plan rates. 
Great for Groups—the Southwest’s most 


complete facilities for group meetings, 
conventions, etc., any time of the year. 


HOTEL 


Westward 
Ko 


REPRESENTED BY — Glen W. Fawcett, Inc., 
Los Angeles, San Francisco, Seattle, Portland, Dallas 
or Write, Wire, or Phone 
Alpine 3-218! Teletype—PX287 


PHOENIX, 
ARIZONA 


(Lens can be adjusted so subject 
photographed can be reduced by 25% 
on a full size film. When film is pro- 
jected, picture appears on part of 
screen.) 

Like many good ideas, Living 
Screen concept is basically simple. It 
does not require specially designed 
projection equipment. Standard movie 
and slide projectors are used in the 
show. 

Likewise, one camera is needed. 
Simplicity in equipment means econ- 
omy. While any production is a 
substantial investment, it does not 
near reach the dizzy heights it would 


take to create a 3-D illusion with 
three cameras and three projectors 
(all specially built) as used in Cine- 
rama photography. 

Studebaker show required as- 
sembling, handling and shipping 18 
tons scenery, equipment and 
property (exclusive of automobiles) to 
the show’s premiere in Atlantic City. 
Then on to Chicago, New Orleans 
and San Francisco for a total of six 
performances. Personnel involved in 
the production numbered some 60 
technicians, performers and musicians, 
half of whom were hired in each 
city where the show appeared. @ 


This invitation is limited to marketing men 
who consider exhibits an important part 
of their marketing effort. 


We are prepared to have our experts in 
three dimensional marketing analyze your 
current exhibit programs. The aim is to 
help you plan for “effective” results. 


If you would like the same kind of analysis 
and concrete. suggestions now offered to 
other “blue chip” corporations, why not 
accept this invitation. 
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When only the best is good enough! 
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TRADE SHOW EXHIBITS 


R. Ss. Vv. P. 


21-21 41st Ave. 
Long Island City 1, 
(New York) N.Y. 
STillwell 4-3400 


JANUARY 20, 1961 
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BIRD’S-EYE view of first floor where visitors began tour of Metal Show. 


Metal Show Tests New Ideas 


Cuts number of exhibitors by intent. Codes each booth with sign 
to indicate function performed by exhibitor in metal industry. 
Visitor badge doubles as address plate. Transportation through 


hall provided. Survey in metal industry prompts new approach. 


FIRST REACTION to 42nd National tors?” It is true that less exhibitors vious shows. But the American So- 
Metal Exposition and Congress for participated in Philadelphia’s Con- ciety for Metals planned it that way. 
many was, “Where are all the exhibi- vention Hall, last fall, than in pre- Some exhibitors were weeded out 


VISITORS sightsee on “showmobile,” even though area can be walked comfortably. 
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Where you 
CAN 


mix business 


with pleasure 


Whether you’re ten or a thousand, plan to get 
away to a spot where you can buckle down when 
there’s buckling down to be done .. . let loose 
and relax when the day’s work is over. And re- 
member, it’s hard to resist a convention call when 
you offer delegates the chance to get away from 
it all, to Caribbean sun or gay Mexico City. 

Get the full convention story on any of these fine 
hotels from the Sales Division, Hilton Hotels 
International, The Waldorf-Astoria, New York 
22, New York—Telephone MUrray Hill 8-2240. 


...check these Hilton 
International Hotels 
first... 


IN THE HEART OF MEXICO CITY... 


For meetings of from 40 to 350. 
All 400 rooms are air-conditioned 
and overlook the most fashion- 
able section of the city. For an 
unforgettable pre- or post-con- 
vention trip, visit the nearby Las 
Brisas Hilton in Acapulco. 


{ | or" lteon 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


Some of the most progressive 
organizations have turned to El 
Panama Hilton for their conven- 
tionssServing up to 1200 persons, 
this beautiful hotel has its own 
tennis courts and pool. 


SAN JUAN + PUERTO RICO + U.S.A. 


17 acres of “Convention Island.” 
Complete seclusion, plus facili- 
ties for all summer sports (the 
year ’round!) and the exciting 
night life of San Juan. Meeting 
capacity: 10 to 800. 450 air-con- 
ditioned rooms. Pool, surf bath- 
ing, sailing and other sports. 


trinidad hiltew 


ON THE FABLED ISLE 


Interesting, new hotel for meet- 
ings of 10 to 450. Built into hill- 

= side overlooking city and harbor 
of Port-of-Spain. All 261 guest 

' rooms and meeting areas air-con- 
ditioned. Ballroom and two din- 

ing rooms for business sessions. 


IN BEAUTIFUL SANTIAGO + CHILE 


Famous hotel now Hilton oper- 
ated. Convention facilities for 450 
in four dining rooms and roof- 
garden ballroom. 400 luxury 
rooms and suites, plus magnifi- 
cent presidential suite in pent- 
house. Open-air swimming pool 
on 17th (top) floor. 


CONRAD N. HILTON, PRESIDENT 
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Production Testing 


Ferrous Nonferrous 


INSIGNIAS on metal poles at exhibits label product category of each booth. 


in an effort to up-grade professional- 
ism in the metal show. “This is not 
that exhibitors rejected this 
vear are not good companies,” cau- 
tions Allan Ray Putnam, show’s man- 
aging director. 

Last year the society conducted a 
survey among its members to ask, 
“What do you expect from the So- 
ciety and its Metal Show?” Answer 
to this inquiry screamed, “more pro- 
fessional help with our problems.” 
ASM was quick to do something about 
filling this need. 


to sa\ 


Welding 


Lay (a ZENE 


Finishing 


Tooling Heating 


Next step was to spell out objec- 
tives of the Metal Show all over 
again. It meant starting from scratch. 
As a result, ASM made a distinct 
separation between companies that 
engage in research and production 
of metals and ones that make prod- 
ucts of metal. Companies that fell 
into the latter category were labeled 
fringe exhibitors and not invited to 
exhibit in ASM’s 42nd exposition. 

With this reorganization completed, 
the doors of Convention Hall opened 
to reveal the Metal Show’s new per- 


sonality. Allan Putnam comments, 
“We did not exclude these fringe 
exhibitors without substantial loss in 
revenue, either.” Loss in exhibit space 
rentals due to the change in policy 
amounted to almost $100,000. As 
ASM directors see it, re-alignment of 
exhibitors will pay off in shows to 
come. 

For the first time, some steel manu- 
facturers participated in the metal 
show. According to ASM, steel manu- 
facturers felt the Metal Show did not 
serve their interest until now. Steel 
manufacturers are the kind of exhibi- 
tors ASM wants because they are in 
a particularly good position to help 
advance use of metals. These com- 
panies maintain large research pro- 
grams that can benefit the industry 
as a whole. 

Exhibitors, from now on, must 
qualify in one of 11 categories to 
appear at the ASM Metal Show. 
Switch in policy resulted in disap- 
pointment to some would-be exhibi- 
tors, but the happy note is that ASM 
members are to get more of what they 
want in years ahead. 


Layout of the exposition, on the 
first floor of Convention Hall, was 
unusual. Aisles ran off a hub, as 
spokes in a wheel. Hub was a circu- 
lar steel arrangement which encom- 


JET THE 
NORTHEAST 
WAY TO 
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Now fly the world’s fastest 
Jetliner — Northeast’s new 
Convair 880’s from 


@ MONTREAL 
@ BOSTON 
@ PHILADELPHIA 
@ NEW YORK 
to 
@ MIAMI 


Call a travel agent or 


NORTHEAST 


AIRLINES 
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passed a lounge area for members to 
sit down with exhibitors and discuss 
common problems. If you looked at 
the first floor in terms of how many 
exhibits could be crowded in, the 
layout was a space waster. On the 
other hand, visitors wandered around 
the inviting area as if they sensed the 
relaxed mood that show management 
intended. Openness of area allowed 
“show-mobiles” to operate. 

A sight not often found in exposi- 
tions was ASM’s show-mobiles. Peo- 
ple boarded open vehicles to sightsee 
exhibits. While area was not so large 
that it could not be comfortably 
walked, show-mobiles did catch visi- 
tors’ fancy. Vehicles had a roof of 
colorful canvass. 

Metal show used a visual code sys- 
tem to tell visitors at a glance what 
category each exhibit came under. 
Most expositions usually hand out a 


WwWEew Tromn’s 
LAW 


*For every action 

there is a reaction 

Make your next exhibit pay off in.. 

MORE SHOW STOPPAGE 

MORE INQUIRIES 

MORE SALES 

What action stimulates this re- 
action ? 

Call us and benefit by more than 


25 years experience in the success- 
ful creation of quality exhibits. 


directory which lists the location of 
exhibitors. ASM had that, but the 
show management went one step fur- 
ther. 

Each exhibit had a metal post with 
a symbol to call attention to visitors 
that this exhibit dealt with a specific 
segment of metal industry. Signs 
saved time for visitors who could 
look ahead down the aisle and imme- 
diately tell which exhibits were of 
interest. In the handout directory, a 
symbol was included with each list- 
ing. Exhibitors, in most cases, held 
space in an area of the show which 
had exhibitors of the same category. 

ASM used a variation of the credit- 
card system to register its guests. Ex- 
position attendees were given plastic 
cards with their name, organization 
and business address. Card was placed 
in a celluloid container with pin. 
Registrants wore card as an identifi- 
cation badge. Anyone who wished 
additional information or to give his 
name as prospect, merely had to give 
booth salesmen his card. In tum, 
exhibitor used a machine to stamp 
the identification on the proper form. 
Where those cards have been used at 
other industrial shows for some time, 
idea of using cards as badges is more 
recent. 

One exhibitor took advantage of 
the current times to score heavy booth 
attendance. Penton Publishing Co., 
Cleveland, took a straw poll of 3,047 
visitors to determine who was to be 
the next president. At the time ot 
the exposition, the campaign was a 
hot contest. Penton installed real 
voting machines in which people 
answered eight questions. Each threw 
a lever to indicate if he supported 
the Democratic or Republican ticket. 

ASM’s 43rd exposition will be held 
in Detroit, Oct. 23-27, in Cobo Hall. 

* 
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“QUALITY EXHIBITS THROUGH CREATIVITY 


ISPLAYERS. inc. 


635 WEST 54 STREET. NEW YORK 19.N.Y. 


PLAZA 7-6500 


OFFICES AND/OR REPRESENTATIVES IN NEW YORK 


WASHINGTON. D.C.. SAN FRANCISCO. SEATTLE 
LONDON. PARIS, ATHENS. AND CARACAS. 


Ch 
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HOTELS 


Plan your next 


CONFERENCE 
at this Distinguished Hotel 


“ The Executive Hotel of New York" 
43rd Street at Madison Avenue 
Private elevator from Grand Central 

@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000. 
@ Staff of specialists in 
meeting arrangements. 


INFORMATION & RESERVATIONS 
Write or phone The Biltmore 
(MU 7-7000) or Service Representative 
} Robert F. Warner, Inc. in New York, 
+ Boston, Washington, Chicago, Toronto; 
i Glen W. Fawcett, Inc. in Dallas, 
3 


San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle. 


_ Private elevator from Grand Central 
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CONVENTIONS 
by the sea 
HOTEL s 


Ciills 


ATLANTIC CITY 


Relaxing setting overlooking 
the ocean .. . friendly hospital- 
ity. This is your welcome at The 
Dennis where conventions are 
successful and enjoyable. Su- 
perb facilities for 20 to 2000. 
Write for descriptive brochure 
and complimentary set of illus- 
trated blueprints. 

JOHN W. TYLER 

Vice Pres, & Dir. of Sales 
On the Boardwalk at Michigan Avenue 
Telephone Atlantic City 4-8711 

OWNED AND OPERATED BY THE 

BUZBY FAMILY 
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129 


135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 
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CHICAGOLAND'S ONLY LAKEFRONT RESORT 


a friendly, informal resort hotel on Lake 
Michigan, only 25 minutes to Chicago—20 min- 
utes via expressway to O'Hare jet airport. . . 
hosting 275 group meetings a year. ..completely 
keyed for group functions up to 350... fully 
equipped stage in Ballroom . excellent facili- 
ties for sales training schools . where peak 
workloads can be combined with pleasure for 
greatest efficiency no big-city noise or dis- 
tractions to compete with your program. ‘*As 
listed by Fortune 


COMPLETELY REDECORATED and NEWLY 
FURNISHED FROM TOP to BOTTOM 


Hetel Moraine 


ON-THE-LAKI 
HIGHLAND PARK, ILL. « IDiewood 2-4444 
200 Guest Rooms . 20 Meeting Rooms 
8 Private Dining Rooms 


BETTY GREEN, Sales Manager 


FRINGE 


Companies that hold their 
annual sales meeting here 


should list that fact as a 


fringe benefit. 


CHALFONTE ~~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 


ott Co Progressive Innkeepers for 71 years 


Write for illustrated folder 


EXECUTIVES 


W. LEEDS « JOSEPH I. McDONELL 
J. H. LIPPINCOTT, JR. «© E. D. PARRISH 
ELLSWORTH SOOY e DORIS SEARS 
LAWRENCE B. RAUGH « JAMES E. KNAUFF 


AD/PR execs pool knowledge to plan sales meeting for client, L. Gidding & Co. 


Should Ad/PR Agencies 
Stage Your Meetings? 


By ALAN ROLLAND 
Vice-President, Sales, L. Gidding & Company 


SALES MEETINGS deal with com- 
munications and drama. Communica- 
tions, in the case of the sales meeting, 
means getting your message across 
the fastest and best possible way. 
Drama concerns itself with the impact 
on the salesman. Both are vital to the 
success of any sales meeting and here 
success clearly implies results—i.e., 
sales. 

In modern business we have come 
to respect the specialist, who is called 
upon to perform services in areas 
where company executives are cer- 
tain he can do a better, faster and 
more effective job than they are able 
to do themselves. Specialty of an 
advertising and_ public relations 
agency includes sales meeting tech- 
niques; the essence of its business is 
communications and drama. The 
sales responsibility of sales executives 
at a sales meeting is sales. 

Then why not a logical and com- 
plete marriage of agency and sales 
executives’ minds where all sales meet- 
ings are concerned? In 90% of the 
cases where a company retains the 
services of an advertising and/or pub- 
lic relations agency, company execu- 
tives request that the agency par- 
ticipate in sales meetings. But usu- 
ally this participation is confined to 
presenting a new ad program or re- 
view of effects of past ad or PR pro- 
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grams. 

Since advertising and public rela- 
tions people are specialists in com- 
munications and dramatic presenta- 
tion, it is a waste of valuable execu- 
tive time and company money not to 
exploit the full services offered by 
these specialists. In short, allow these 
specialists to handle all phases of your 
sales meetings, from selecting the site 
to the farewell address. 

Our firm, which manufactures a 
special line of childrenswear trade- 
marked Chubbettes and Trim-Teens, 
serves as an illustration of how this 
“full exploitation” works to a com- 
pany’s best advantage. 

We recently held a sales meeting 
to introduce our new Fall line, present 
sales techniques and discuss advertis- 
ing and promotion. Our advertising 
agency, Leber & Katz, and public re- 
lations agency, Zachary, Liss & Front, 
Inc., both of New York City, were as- 
signed the task of running the entire 
show. It was the first time our com- 
pany had attempted to do this and to 
say the results were gratifying is in- 
adequate—they were astounding. 

L. Gidding & Company supplied the 
products, sales executives, salesmen 
and basic sales information. The 
agencies supplied their communica- 
tions management know-how and 
fashioned that basic information into 
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‘TOP 
- ATTENDANTS 


A FUNDAMENTAL AT EVERY re ee er 
exice eirut, Lebanon Melbourne r | uracao ; 
INTERCONTINENTAL HOTEL none ; i ae 


Getting out a big crowd, and sparking 
them with a big smile — that takes 
people! And we've got ‘em! A whole 
crew of wonder-workers who can wrap 
up every arrangement before the first 
rap of the gavel. A staff that loves to 
be leaned on, every step of the way! 
Big meetings, smail meetings, Inter- 
continental Hotels know the secrets of 
success. With business efficiency for 
business hours. And a raft of fun for 
after hours. Plus all the local color a 
client could ask for — at any Inter- 
continental Hotel. The world's largest 
group of international hotels, already 
expanding to Europe, Asia and the 
Pacific. 


Let Intercontinental Hotels serve you 
with these exclusives: 


One phone call covers all arrangements 
at any Intercontinental Hotel. 


Space is confirmed in 4 seconds flat! 


* Opening soon 


I 
AY 


INTERCONTINENTAL 


HOTELS 


THE WORLD'S LARGEST GROUP 
OF INTERNATIONAL HOTELS 
In New York, call EVergreen 3-8800 
In Miami, call FRanklin 1-6661 
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REMEMBER YOUR LAST 
SALES MEETING? 


How about a lift 
for the next one? 


Inspirational or humorous, 
Wilding has the right ma- 
terial. 


THE SIZZLING SIXTIES 

Give your salesmen a lift — 
show them what opportunities 
exist for them — in an 8 minute, 
color motion picture. An _ in- 
spiring opener for your next 
sales meeting. 


FORTY SEVEN STEPS TO A 
SUCCESSFUL SALE 


Give your salesmen a relief 
from ordinary sales training 
films — show them this short, 
black and white slidefilm which 
pokes good natured fun at 
mediocre training films. 


CHIME OF YOUR LIFE 


Sell your organization on the 
benefits of treating every cus- 
tomer like a king — with this || 
minute color slidefilm. 


These films are never out of 
date — can be used for years 
— and your investment — very 
little. 

For further information contact 
“Better Sales Meetings""—Wilding 


Inc., 1345 Argyle St., Chicago 40, 
Ilinois. 
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Communications For Business 


all 


Glad to GREET you 


® With complete facilities that assure 
@ successful carefree meeting 

® With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

®@ With personalized attention to 
good service and come-back-again 
hospitality 

@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. Y.—LO 5-1115 « Phila.— Ki 6-1937 
or write: EDWARD C. JENKINS 


mm SKYLINE INN ct 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


an explosive meeting that will still 
show amazing results on the sales 
graph for many months to come. 
Here’s how it was done: 


The agencies chose the site, easily, 
quickly. As agencies participate in 
or produce dozens of sales meetings 
each year, they draw upon a vast well 
of diversified experience which also 
includes the “where” before the 
“how”. In the case of our company 
a proper site was chosen without fan- 
fare because the agencies knew im- 
mediately that it was best suited for 
this type of meeting. 

Graphics were supplied not only 
for the ad presentation, but for the 
entire meeting. And why not? Who 
could be more skilled to produce 
graphics than communications agen- 
cies whose task it is to supply art- 
work that will impart the greatest dra- 
matic effect? It is wasteful for a 
company to supply its own—usually 
second-best sales graphics—unless that 
company maintains a sizable and 
highly specialized (and expensive) in- 
ternal art department. Communica- 
tions agencies have made precise copy 
and artwork their specialty. This spe- 
cialty is basic to the nature of their 
business and companies should avail 
themselves of it. 


The agencies set the agenda and 
wrote “scripts” for the meeting down 
to the farewell address. Based upon 
our planning sessions with them, the 
agency writers produced a_profes- 
sional program that otherwise would 
havé taken our sales executives costly 
hours to write—probably not as well. 

A marketing survey was compiled 
by the agencies. It was tailored to 
show territory breakdowns and a dra- 
matic performance analysis was 
graphically produced to complement 
the survey. 

Along with the above broad areas, 
certain innovations were introduced, 
such as small group meetings with 
salesmen. Each group meeting was 
co-chaired by a member of the agency 
and a member of sales management. 
Additionally, salesmen were made to 
participate in the advertising and 
public relations phases of the meeting 
in order to instill each man with a 
sense of product. 

Costs for this inclusive communica- 
tions service by the agencies were sur- 
prisingly low. Our public relations 
agency is on an annual retainer and 
our advertising agency worked on a 
cost plus basis. Cost, in this case was 
for materials. 

Results of the meeting? Sales are 
up one-third because the salesmen are 
selling better, more effectively—basi- 
cally because complete communica- 
tion was made with them by profes- 
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Pe ore B. Neighbors, Vice Pres. & Mgng. Dir. 


AND BUSINESS TOO... 


At the Roosevelt Hotel you'll dis- 
cover the happy mixture of busi- 
ness and pleasure ... 

we plan it that way. 

Excellent meeting facilities for 20 
to 700 persons ... over 300 room 
accommodations and a staff of 
service-wise personnel spell ef- 
fectiveness and satisfaction for 
your meetings. 

For your hours of leisure... 
Jacksonville offers a wide variety 
of pleasures. Nearby beaches, - 
swimming, fishing, historic spots . 
and gay night life . . . all this 
and business too. 


@ FREE RADIO AND TV 
e AIR CONDITIONED 


gosevelt- 


= @ Fy &, 4b 
JACKSONVILLE, FLORIDA 


or wire: 


Gloria M. Frary, Director of Sales 


A delightful place for any meeting any 
time of the year... with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481). 


Gr 
HOMESTEAD 


HOT SPRINGS, Virginia 
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Pros Probe Problems 


MEETING PLANNERS from companies 
and associations attend one of doz- 
ens of small workshops at International 
Convention Planning Exposition, Las 
Vegas. First event of its kind, aim was 
to exchange convention and trade 
show planning ideas. 

Workshops covered everything from 
creative convention planning and 
group dynamics to new concepts in ex- 
hibits and registration procedures. Each 
of the three days of this conference- 
exposition was filled with concurrent 
sessions. All sessions were tape re- 
corded and extracts from the tapes are 
to be made for a series of bulletins. 

Among the featured speakers at this 
conclave were Dr. Georges P. Speeck- 


a : PERFECT FOR SALES MEETINGS, 
aert, secretary general, Union of Inter- 
national Associations, Brussels. One CON VENTIONS, CONFER N 


startling point he made was that of j 
1,432 international congresses staged : a t j i 
in one year, only 92 were held in ‘ re | r , 
United States. And those held here in- ae k Hotel 
cluded United Nations conferences. 

Dr. B. B. Goldner, consulting editor, Only New Yor 
Sales Meetings, was keynote speaker. 
He pointed out the importance of crea- F ’ 
tive approach to convention planning with its own theat er 
and had the audience prove to itself 
that creative techniques work. the 


¢ 
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INVITATION THE MODERN 550-SEAT BARBIZON-PLAZA THEATER 


IS FOR YOUR EXCLUSIVE USE RIGHT IN THE HOTEL! 
to the 


Overlooking beautiful Central Park—just 2 blocks from the Coliseum 
new —the elegant Barbizon-Plaza is the only New York hotel offering a 
° professionally equipped theater with 550 spring-cushioned seats plus 

adjoining exhibit space of 7000 square feet. 


Choose from 20 spacious meeting rooms with a capacity of 25 to 550 


people. Soundproof sliding doors permit expansion according to your 
needs. Closed circuit telecasts arranged. 
Catering facilities serving superb cuisine are available for business 
luncheons, banquets, cocktail parties. 

Y PLUS PERSONAL ACCOMMODATIONS. As our guest you will 
enjoy staying in one of 1200 rooms, each magnificently decorated for 


your pleasure . . . each noiselessly air-conditioned with individual 
The sophisticated modern decor of thermostatic control. All with radio, TV, private bath. 


this elegantly dramatic ballroom lends The owner-management of the BARBIZON-PLAZA guarantees 
itself perfectly to notable social, busi- exclusive personalized service. Our trained staff will serve you and 
ness and state occasions up to 1100 your party promptly and efficiently. You’ll find the best of everything 
persons. For further information, call at the BARBIZON-PLAZA. Thousands of testimonials from the 
Mr. Ferrer Rama, Catering Manager. Blue Book of American Business will tell you so. Make your reserva- 


— = — now! Write to Director of Sales for New Illustrated 
le olor Brochure. 
Hotel Lene 


Teletype NY 1-3949 or phone CIrcle 7-7000 
TEmpleton 8-8000 


FIFTH AVENUE AND 61st STREET BA re B | Z O N ~ L A Z A 
GLPVP- VPAPAPVPAPVWPAWP 106 Central Park South at 6th Avenue overlooking Central Park 
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COMPLETE AIR CONDITIONED 


Offices: New York, MUrray Hill 68-0130; Chicago, WHitehal! 4-7077; Detroit, WOodward 2-2700; Washington, 
D. C., FEderal 86-6330; Miami, Plaza 4-1660; Atianta, JAckson 4-3486; Toronto, Ont., EMpire 3-1648. 


Sx Qaariticn knows it... 
| ior discovered it... 


-{arcelona a 


that the best-conceived conventions are |. 
individually planned, specifically tailored for the demanding | : 


but discerning group... where a unique attention to detail and 
finesse will be most appreciated by each and every delegate... 
tae Guest accommodations for 1000 persons. 4 A) ag 
Flexible exhibition space . 18 meeting 
rooms accommodating 100 ‘to 1000. . 5 
separate dining areas each a a with 
banquet kitchens... P.A. system... print 
shop . public relations director . . . com- 
plete convention staff to serve you . 
social program ... completely Air Condi- 


Jack Parker 
Managing Director 


ON THE OCEAN ‘43rd TO 44th STREETS, MIAMI BEACH,FLORIDA 


T CONVENTIONS 
A*C 


ar’ Ernie Pike 


In all the world there is only one 


amelback Inn 


for Sales Meetings and Conventions 
PHOENIX, ARIZONA 


WHitney 5-844! 


Golf at adjoining Paradise Valley Country Club 


Chicago MOhawk 4-5100 Washington EXecutive 3-6481 
Detroit WOodward 2-2700 Los Angeles DUnkirk 8-1151 
New York MUrray Hill 8-0123 San Francisco EXbrook 7-2717 
Miami Laza 4-1667 Atlanta JAckson 4-3486 


Two Beautiful Modern Meeting rooms 
accommodating groups up to 350 
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Convention 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


ey, Setting 
FOR SUCCESSFUL 
MEETINGS 


bein lnicwut 


HOTEL 
Opposite International Airport 


Offering unexcelled facilities 
away from city distractions 


Bee Meeting Rooms and Banquet 
Facilities for 15-150 persons 


Bie Free transportation 
to and from Idlewild 


ee Consultant to help 


plan your meeting 


Pee Raised stage, public address 
system, blackboard, lectern 


Bie Excellent Hotel room accommo- 
dations for up to 250 persons 


ee Gracious dining and entertain- 
ment nightlyin the London Room 


FA 2-8700 | 
BELT PARKWAY & VAN WYCK EXPRESSWAY 
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Inside Story of National Auto Show 


(continued from page 62) 


a particular job. Management found 
out in advance what the rules were, 
and they were followed. Labor co- 
operated, and there were no stoppages. 

Typical of the degree of coopera- 
tion experienced, this show moved in 
on straight time. There was virtually 
no overtime involved except for a 
couple of belated display arrivals. 
Displays of cars and trucks started to 
move in Oct. 3—and doors were 
locked at 4:30 p.m. daily. 

General schedule of operations 
shows clearly how effective planning 
made this show run_ smoothly: 
Nov. 10, 1959—Preliminary meeting 

started; work continued with John- 

son Company and Society of Auto- 

motive Engineers until. . . 
March 31, 1960—General schedule 

adopted. 

April 1-10—Johnson did preliminary 
design and cost estimates for gen- 
eral decor and stage. 

April 12—Exhibits Committee met to 
give general approval on changes 
from preliminary plans. 

April 13-25—Johnson executed de- 
tailed instructions as given. 

April 28-29—Johnson prepared final 
estimates. 

May 3—Johnson had meeting with de- 
sign subcommittee, headed by Roy 
Kiefer, for final decisions on design. 
No major changes were permitted 
after this date, though minor 
changes were permissible. 

May 9—Johnson presented detailed 
prices on all elements. 

May 10-12—Project details evaluated 
by Sherman for AMA. 

May 12—Final okay given to Johnson 
to proceed on execution. 

June 14—Executive presentation of 
show plans to AMA board at annual 
meeting in Detroit. This was for 
information, not re-evaluation. 

Sept. 7—First delivery of materials 
to Cobo Hall—cement blocks for 
construction of pool in front ot 
stage. 

Sept. 12—Construction of pools in 
display area started. On the same 
date, physical layout of floor plan 
was completed—a week ahead of 
schedule. 

Oct. 10—Completed stage delivered— 
ready for rehearsal of stage show. 

Oct. 14—Invitational preview, 7-11 
9.m. 

Oct. 15-23—Show dates. 

A similar schedule was developed 
for Auto Wonderland, slightly adapted 
to its special requirements, on a sep- 
arate level with its own shipping 


docks. 
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For actual move-in, the 21 ex- 
hibitors were divided into four groups. 
One group came in through the 
north and one through the south 
doors, on Oct. 3 or 4 as assigned—from 
truck docks on the same level. On 
Sept. 24, they were notified they 
could lay carpets or flooring material 
on Sept. 29, in advance of schedule. 

Cars displayed generally were 
actual production models. But rules 
conceded one specially-fitted show 
car in each exhibit— such details as 
gold paint or mouton upholstery. 
These standard cars displayed were 
the property of manufacturers, and 
went into normal commercial chan- 
nels afterward. 

Most special displays used prob- 
ably will be used in subsequent 
regional and local car shows. Ten 
truckloads of General Motors ex- 
hibit moved out to New York City to 
appear in Motorama at the Waldorf- 
Astoria. In Auto Wonderland, ex- 
hibits were largely designed for this 
one show, however. 

Booths generally were manned by 
salesmen from car dealers in the De- 
troit metropolitan area. They worked 
on a shift basis. One dealer for in- 
stance, had 120 employe passes for his 
salesmen. Salesmen liked it, because 
it gave them exposure to plenty of 
new prospects. Actual car sales at the 
show were not the objective. Sales- 
men made effective sales presenta- 
tions, thereby building individual 
future business. 

People generally surrounded the 
cars in open exhibits. “We wanted 
people in the exhibits, not out in the 
aisles,” Sherman says, and _ they 
obliged. Throngs reached and climbed 
into cars to turn everything movable, 
to pinch upholstery, to slam doors, 
examine motors and trunks. Except for 
the few special models and animated 
exhibits, as cars on turntables, people 
were everywhere. 

Admission was easy, purposely— 
50 cents for adults, half price for 
children under 12. And many groups 
were brought in as guests, such as 
school children. Many guests gene- 
rated subsequent paid traffic. The 
show was not designed to make a 
profit, but boxoffice, revenue was far 
ahead of anticipations. 

Flow of traffic was effectively han- 
dled, with some flexibility. The down- 
town expressway virtually terminates 
in the building, with some 10,000 
parking spaces nearby, some in and 
above the structure itself. A temporary 
shuttle bus line funneled people from 


CINCINNATI'S races 
CONVENTION 


HOTEL 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 
Teletype 


cor SHERATON 


scree menoger “GIBSON HOTEL 


Telephone 
MAin 1-6600 


MEETINGS CLICK 


IN PUERTO RICO! 


A gracious setting for your 


ee aS 


Condado Beach Hotel 


SAN JUAN, P. R 


...or an hour's drive 
into the cool 
green hills 


BARRANQUITAS, P. R 


At either of these fine hotels... 


@ Time to think and talk 
®@ Time to relax—swimming and sports 
®@ Excellent facilities . . . sensible rates 


For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS, INC. 


Another Service First for the Doric Guest in the West! 


SR oe eae ee 7s 
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Here’s All You De: Doric Hotels & 


When you make your immediate confirmed reservations at Doric 


hotels and motor hotels in Los Angeles, Santa Monica and Motor Hotels 

Seattle, arrange to have the Doric Courtesy Car pick you up at a 

an appointed time, and take you directly to your Doric hotel. in Los Angeles 
For confirmed reservations and pre-arranged Courtesy Car ’ 

transportation, write to Doric New Washington, Reservation 


s 
Department, 2nd and Stewart, Seattle, Washington, or see your Santa Monica 


travel agent. 


In The West Depend On Doric and Seattle 


In Los Angeles—Doric Wilshire Motor Hotel from: Airport, Rail, 
in Santa Monica—Doric Surf Rider Inn 


) | ’ Bus and Steamship 
in Seattie—Doric New Washington Hotel + Doric Mayflower Hotel + Doric .> ‘ 
Waldorf Hotel + Doric 6th Avenue Motor Motel + Doric Towne Motor Hotel Terminals 


Miami Beach’s most celebrated 


Convention World... eolen Jece 


ALL THIS IS YOURS...FOR A PERFECT CONVENTION! 
@ 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
@ Monitored air-conditioning ¢ Modern lighting and sound equipment 
e Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage e Yacht anchorage on protected Indian Creek 
@ 30,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS—PLUS: 
e Olympic pool and private ocean beach 
© Over a hundred luxury cabanas with individual bathrooms 
e Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
@ Three delightfully different 
dining rooms to suit your every mood 
e Informal gaiety and dancing in 
Harry’s American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 


BILL POLLARD, Director of Sales 
GEORGE E. FOX, Managing Director 


SEND FOR COMPLETE CONVENTION BROCHURE 
. .. blueprinting complete plans and details 


OCEANFRONT 


New York: PLaza |-3460 Chicago: MOhawk 4-5100 46h to 67th STRS s 
Atlanta: Jackson 4-3486 Los Angeles: DUnkirk 8-115) 


MIAMI BEACH, FLORIDA 
St. Louis: Garfield 1-408! Washington: Federal 8-648! 
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“COMMITTEE of suppliers” supervised casting exhibit. Malleable iron castings 
companies present story of where their products are used in automobiles. 


hotels and other downtown points 

Visitors entered the building from 
three sides, and directly on both main 
levels where the exhibit halls are Jo- 
cated. Tickets were sold at two places 
in the lobby on the upper level, one in 
the lower 

Internally, seven entrances, each 
with several doorways, were used for 
Hall A-B-C. Same doors were used 
as exits. At times, some were restricted 
to exit use only to handle the crowds. 
On Sunday afternoon, all entrances 
were closed for half an hour to give 
those inside a chance to depart, and 
a show executive talked to the crowd 
waiting outside over a p.a. system to 
keep them in good humor while wait- 
ing. There were additional panic exits, 
not normally in use. Auto Wonder- 
land had one set each of entrances 
and exits. 

Circulation between the two levels 
was mostly by escalators. These were 
reversed in direction, to allow delivery 
of people into a larger open lobby 
area, to relieve congestion at delivery 
points. There were also six elevators 
in two sets and two sets of broad 
ramps. Used for internal service were 
powered carts and trucks, and stair- 
ways. 

Directional signs, publicity, and 
“word-of-mouth” directed people from 
one level to the other. Signs were re- 
vamped as experience speedily showed 
methods of improvement, and one- 
way type directional signs were added 
to aid in traffic control. After the pre- 
view, the bus system brought its pas- 
sengers to the lower (Auto Wonder- 
land) level, to encourage thousands 
to start there. 

Ticket control was simple— tickets 
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were torn in half at the first entrance 
visited, remaining half merely shown 
after that. 

Prewar experience showed impor- 
tance of entertainment—preferably in- 
tegrated with the show itself—such as 
cars driven to roof of old Madison 
Square Garden, opera singers, and 
other special talent. This show used 
a half-hour stage show presented 
at four stated times daily, with such 
stars as Julius LaRosa and Neal Hefti 
Orchestra. Songs were written to tie 
in with automotive themes. 

The stage had a total 350-foot 
width, and was fully equipped, with 
elaborate control panels backstage. 
A gallery suspended from the ceiling 
housed a battery of eight spotlight 
operators. 

A conveyor, 750-feet long, carried 
a continuous chain of 27 car models 
(25 at a time) around the stage. At 
the wings they dipped down and ap- 
peared to be riding on the pool in 
front of the stage, at the other side 
they passed by fountains. The cars 
passed right across the semicircular 
section in the center of the stage, being 
stopped only when the show was in 
progress. 


Gifts for Some Visitors 


A few gifts were given to individual 
show visitors by exhibitors. Buick 
gave Polaroid pictures of people sit- 
ting in its convertible. Chevrolet gave 
away balloons and, once a day, a 
child-size, Corvette. Chrysler held its 
Family Day at the show, instead of in 
its plants. Tickets were bought for 
employe families. Supervisors were 
stationed at entrances, and when the 


show treatment? 


e NEW styled floor plan layout 

e NEW type standard booth 
equipment 

e NEW bronze tone furniture 

e NEW customized and varied 
accessories 

e NEW styled “package” 
exhibits 

it’s easy,-when you call on; 


SHOW SERVICES, INC. 
NEW YORK COLISEUM 
20 WEST 601TH STREET 
NEW YORK CITY 23, N. Y 


JUDSON 6-7628 


~~ a 


Designed to give you the most 
for your sales meeting or 
convention dollars . . . 

IT PAYS TO KNOW HOTEL BLACKHAWK HAS: 


@ More meeting space under one roof 
than most Midwestern hotels. 


@ 17 new meeting rooms for — 15-1000 
guests. 


@ For food & service—a staff that 
“knows how.” 


@ Prestige atmosphere for success- 
minded groups. 

Phone or write for 

iustrated brochure. 

Address: Charles A. 

Zoller, Sales Mgr. 


HOTEL 


Elachhawh 


Davenport, lowa 
EARL R. ACKERMAN, MGR 


Phone 323-2711 Teletype DV 180 
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WHY 


RESORT 19 Less? 


THE HOTEL DEL has everything — everything 
it takes to make your convention fun, fast- 
moving, flawless. This year-round, all-around 
resort combines facilities for both business 
and pleasure. Meeting rooms, banquet 
rooms, ballrooms, all rooms you want and 
need. Fifteen dazzling acres of beach and 
surf . . . heated, salt-water pool . . . cham- 
pionship tennis courts . . . pitch-and-putt 
golf course within the hotel grounds, 18-hole 
course nearby . . . fishing, sailing . . . danc- 
ing, dining in the incomparable elegance of 
the Del’s turn-of-the-century decor. Now on 
European Plan! American Plan optional for 
conventions and groups. Old Mexico is mere 
minutes away, and San Diego is just across 
the bay. Why resort to less? Schedule your 
next convention in Southern California's 
most fabulous seaside resort: Hotel del 
Coronado. For information write: 
Willard M. Rutzen, Managing Director 


ty 
wore. DEL | CORONADO 


CORONADO, CALIF. | Across the bay from San Diego 


convention favorite 
at Virginia Beach 
Virginia 


Where the pines meet the sea—a 
convention spot beyond compare for 
complete recreational and convention 
facilities. A complete domain of 
pleasure tailored to every type meet 
ing of groups from 50 to 400—18 
hole golf course, beach club, 3 pools 
tennis, top bands, entertainment 


100% AIR CONDITIONED 
& FIREPROOF 


new choice 
in Fort Lauderdale 
Florida 


Where the palms meet the sea—this 
exclusive secluded hotel will be avail 
able to groups up to 300 for the 
first time—complete convention faci! 
ities—600 feet of private beach, 2 
pools, 9 hole 3 par golf course. 
entertainment. 


100% AIR CONDITIONED 
OPEN ALL YEAR 


SITUATED ON 11 ACRES OF PLEASURE WITH 
CONVENTION FACILITIES FOR 700 PEOPLE 
200 DELUXE ACCOMMODATIONS 

9 MEETING ROOMS 


color-coded Chrysler tickets appeared, 
visitors were given a badge, “I'm a 
Chrysler Booster.” 


Celebrities Attend 


Miss America and Miss Michigan 
were both on hand. Numerous not- 
ables visited the show—headed by 
President Eisenhower, who was guest 
at a stag dinner attended by 2,500 
notable guests in the hall dining room. 
Show business guests included Mar- 
lene Dietrich and Danny Kaye. All 
special details—such as security for 
the President—had to be taken in 
stride by show personnel. 


Only thing offered for direct sale 
was the special commemorative stamp 
issued for the show. It was sold 
at a Post Office exhibit. Refreshment 
concessions were not opened, to 
eliminate food odors and to keep 
hazards as mustard away from the 
cars—a policy generally accepted by 
visitors. The cafeteria and coffee shop 
were kept open, however. 


Manual for Operations 


General procedure for all con- 
cerned was formalized in a 46-page 
mimeographed Operations Manual— 
with three pages of general printed 
rules. An important feature of this 
was a 20-page alphabetically-prepared 
listing of every aspect of the show— 
from Advertising to Water. Other 
sections gave: general committee re- 
sponsibilities (with assigned names), 
room and phone directory of staff 
people, assignments listed by room 
numbers, telephone directory for ex- 
hibitors and others, exhibitor lists for 
each hall, AMA committees, exhibit 
space assignments, floor manager 
duties, telephone regulations, and 
security post assignments. 


“Big factor that made this show 
successful was that it came closer 
to car announcement dates than any 
other show in history,” Sherman says. 
“Very few people had had a chance 
to see the new cars. Another factor 
was the interest of Detroiters in see- 
ing the new hall.” 


Change for Next Show 


A probable change in procedure 
next year may be to move the stage 
show into the convention arena, with 
a capacity of about 14,000, seated. 
Arena will be completed as the final 
part of Cobo Hall in the spring. Up 
to 45,000 people actually watched 
the show at one time in the main ex- 
hibit hall this time, despite its single 
level. 

This show was aimed to reach 
everyone, not a specific income level 
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Let us help make your next 
sales meeting the best one yet - 
at WORLD-RENOWNED \¥ 


THREE LAKES, WISCONSIN 


land of Hiawatha on 
z tein of 2? pine-rimme? 
lakes — incompara - 
ference facilities plus 9 . 
indoor pool. health ~ 
floor shows. dancing — 
fishing. Open year round. 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 481] 


. 
3 
more 
done... 


HILLSBOROUGH COUNTY, FLORIDA 


‘Let's - get-down-to-business!’’ 
kind of atmosphere th 


That's the 
at builds better attend- 
ance at your impor etings and the kind 

1 provides. Of course, when it’s time for 

y, there’s plenty of diversified entertainment. 

mportant thing is that Tampa blends 

e two ingredients of business and pleasure 
in a proportion that assures a successful meet- 
ing in every way. 

Tampa can supply the facilities, accommo- 
dations and services for 25 or 2500 delegates 
For details write Convention Department 
Greater Tampa Chamber of Commerce, Room 
C, Chamber Building. 


If you really mean business ... 
MEET IN TAMPA! 
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or other group. Out-of-state attend- 
ance was good. A gas station dealer 
down in Ohio came up, and met three 
of his own customers there. There 
were traffic jams in Windsor, Canada, 
waiting to get to the show, and one 
on opening night traffic backed up 
six miles on the expressway in Detroit. 

Children were object of special 
attention—because they are future car 
customers, as well as for their in- 
fluence on present family purchasing 
decisions. 


Two Motives 


“We have two motives in putting 
on the Show,” Sherman sums up. 
“First, to create enthusiasm for more 
autos—to sell them, but not partic- 
ularly on the floor. We are just as 
interested in getting a man who sees 
the show on television down in El 
Paso excited, so he goes to his dealer 
to buy a car. 

“Our second motive is institutional 
—the auto industry is a good citizen 
of the United States, and we want 
people to know it.” 

This is viewed as primarily, then, 
an educational, not a direct selling 
show. Broad coverage it received in 
all media is evidence of success. A 
family of four down in Virigina saw 
the CBS show on Sunday night, and 
drove up to see it. Statistics showed 
25% of attendance from outside the 
Detroit area, 12% from outside of 
Michigan. Final measure, of course, 
will be the 12-month sales results of 
the industry, properly evaluated. 

Planning we did for our staff, the 
committee work, the operations man- 
ual—these are good show manage- 
ment. They worked for us.” Sherman 
concludes. 


Merchandising Tool 


Auto Show boils down to a major 
tool of merchandising for a great 
industry through cooperative efforts 
of highly competitive companies. AMA 
efforts created so great a momentum 
that it attracted many others to join 
the total program. Individual man- 
ufacturers and suppliers related their 
own promotional efforts to the show 
in many media, especially in entertain- 
ment fields, as the Dinah Shore and 
Dave Garroway shows. 

The show provided a focal point 
for attention by the entire public upon 
an industry with a product to sell. 
Exhibits, entertainment and _ other 
supporting aspects, and the people 
who came to the show themselves— 
all served a valuable merchandising 
and promotional function in sales 
planning. # 


one of the LARGEST 
CONVENTION HALLS 
IN THE MIDWEST! 


=| Chicagoland’s NEW Jet-Age 
OHARE INN 


Huge 12,000 square foot pillar-free 
Convention/ Exhibition Hall seats 1200, 
has own truck entrance, full facilities. 


OHARE INN 


Just 2 minutes north of O’Hare Airport, 
next to Illinois Tollways, 16 minutes 
from Loop via Northwest Expressway. 


QHARE INN , 


provides 32 acres of resort-atmosphere 
. . swimming pools . . . air-conditioning. 


Represented by Leonard Hicks, Jr. 


New York: 532 Madison Avenue, MU 8-0123 
Washington: 1145 19th Street N.W., AN 3-4900 
Detroit 1701 Cass Avenue, WO 2-2700 


QHARE INN , 


Mannheim and Higgins Roads ® Des Plaines, Ill. 
VAnderbilt 7-5131 © TWX: Des Plaines 131 
C. B. HURD, General Manager 


IMPORTANT 
THINGS 


COME IN 
SMALL 
PACKAGES! 


Conventions and sales incentive 
meetings, for 
instance, at the 


__ONIMARIRE 


Miami Beach’s newest oceanfront 
hotel. Excellent accommodations, 
banquet facilities, display areas, 
meeting rooms. Ideal for 
after-hours recreation: pool, private 
beach, health club, fabulous food. 
Neighbored by the Eden Roc and 
Fontainebleau. Special rates 
for groups of 10 to 200. Write for 
Convention Information Kit. 

SI_ KRIEGAL, Director/Sales 
STERLING LaVINE, General Manager 
MONTMARTRE HOTEL 

OCEANFRONT, 47th to 48th STS. 

MIAMI BEACH, FLORIDA 

Phone: JEfferson 2-1731 


Write 

today for 

color folder 

and full 
information 

that will show you 
why The Baker 

is your top 
headquarters site. 
Crystal Ballroom 
seats 1500 for 
meetings, 1300 for 
banquets. Drive-In 


It’s New! It’s Open All Year! 


IT’S FABULOUS 
FOR SALES MEETINGS! 


Luxurious guest accommodations 
overlooking the largest and finest 
pool in Arizona. Outstanding facili- 
ties tailored to meet your needs 
for sales meetings. European Plan 
rates. Write or phone us now. 


Miuntitn 


WOW. 


SCOTTSDALE (PHOENIX) ARIZONA 
5441 Lincoln Drive Ph. WHitney 5-456! 
Operated by Del E. Webb Motor Hotel Company 
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Advance Peek at Century 21 


(continued from page 35) 


Carlson’s attitude is to take one 
problem at a time. He says, “Each 
time (in the last five years) we have 
come up against a giant size prob- 
lem, we managed to find a solution.” 
He says this is better than to be 
snowed under by the gigantic com- 
bined weight of problems collectively. 


Hotels a Problem 


Near the top of the problems were 
sleeping accommodations in Seattle. 
Visitors to Seattle will find a co- 
ordinated effort to supply everyone 
with over-night quarters. Most of the 
major hotel and motel owners have 
agreed to join a fair organization 
known as Expo Lodging Service. 
Purpose is to handle all reservations 
through this organization. Rates have 
been agreed upon in advance. In this 
way, everyone is to pay a fixed rate 
and receives fair treatment. Moreover, 
it provides a central means of know- 
ing just what is available in Seattle. 

To sleep Century 21 pilgrimagers 
created a problem within a problem. 
How can you have additional quarters 
without creating more hotels and 
motels than can be supported after- 
wards. “We must avoid putting our- 
selves in a position, at the close of 
Century 21, where we will starve 
comfortably,” says Ed Carlson. Tem- 
porary accommodations will be set up 
in answer to this problem. Seattle 
will have a harbor of hotels. Plan is 
to move ships into the Seattle harbor 
as temporary hotels for over-night 
visitors. Location of the harbor to 
the exposition grounds is ideal and 
will offer visitors few inter-city trans- 
portation problems, Century 21 of- 
ficials explain. 

Transportation to Seattle was an- 


other problem which demanded out- 
side cooperation. Airline companies 
will schedule extra planes to Seattle 
during Century 21. In addition, a 
polar route will be established to 
handle traffic from Europe. People 
in the Far East will receive extra 
service as the need grows. 

Another problem to the fair’s man- 
agement was to obtain working capital 
(funds to promote Century 21) and 
still not tie up huge blocks of appro- 
priated money for building. Seattle 
merchants and businessmen loaned 
money to the Century 21 non-profit 
organization. In return 40% of gate 
receipts was pledged to guarantee the 
loans. Under this arrangement Centu- 
ry 21 can continue to build and pro- 
mote at the same time. 


Foreign Participation 


In the area of influencing foreign 
government participation, one big 
favorable wind blew in_ Seattle’s 
direction. International Bureau of Ex- 
positions approved Century 21 as an 
official world’s fair. Organization is 
a treaty-bound group made up of 
30 countries (United States is not a 
member) which sanctions world’s 
fairs. 

For Century 21 to win approval 
is a success story in itself. Seattle 
had the competition of New York 
City with its fair in 1964-65. North- 
west is not an ideal location and not 
heavily populated as other parts of 
U.S. Key to Seattle’s winning ap- 
proval lay in the eagerness to make 
the exposition meet all I.B.E. require- 
ments. Moreover, strong backing by 
U.S. Government ($9-million’s worth) 
certainly figured in I.B.E.’s thinking, 
but to what extent is not clear. 


‘°o WANTED!.. 


IN CHICAGO 


SMALL GROUP MEETINGS 


ts 
0 or less 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


550 Air-Conditioned 
Guest Rooms 
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WM. B. HORSTMAN, Gen. Mgr 


. * ROBERT R. CARRA, Mar. 
PAULINE BROWN, Sales Mgr 


SALES MANAGEMENT 


Century 21 Exposition has acquired 
investment capital of over $70 mil- 
lion in the past five years to tell the 
story of life in 2000 A.D. A non- 
profit organization, the exposition is 
backed by a combination of govern- 
ment sponsors. Uncle Sam’s invest- 
ment is added to appropriations by 
State of Washington and City of Seat- 
tle. Bulk of monies will be invested 
in buildings and utilities. Appropria- 
tions will pay for all construction 
which means that gate receipts do 
not have to be used to pay off con- 
struction—a common practice in major 
expositions. 


Timing Led to Approval 


How Seattle won congressional ap- 
proval is a story within the story. 
Answer is timing. As Russia shot its 
first sputnik skyward, panic spread 
throughout the U.S. Banner head- 
lines cried, “Are we behind Russia?” 
In turn, people became anxious about 
the relative strength of the United 
States and Russia. 

Washington’s Senator Warren G. 
Magnuson introduced a bill into Con- 
gress at the height of the sputnik 
panic. He argued that a science in- 
ternational exposition would be a 
splendid opportunity to present our 
scientific achievements. His logic was 
supported by various men in govern- 
mental agencies concerned with space 
development. Congress agreed and 
passed the bill to sponsor a U.S. 
pavilion in Seattle. 

Justification for the federal govern- 
ment’s investment is that it is a pres- 


tige-building opportunity. Money it 
spends is going to be used in the U. S. 
(This is consistent with new govern- 
ment policy to spend dollars at home 
to stop the gold drain to foreign 
countries.) Then too, the U.S. pa- 
vilion, after the fair, will be the fst 
permanent federal museum of science. 
Never before has Uncle Sam. used 
money invested in an exposition to 
further the U.S. image on a perma- 
nent basis. 

With the congressional nod, things 
began to go easier. It was this strong 
backing that certainly helped influ- 
ence the I.B.E. to put its seal of ap- 
proval on Century 21. 

World’s fair designation most likely 
will help influence countries to par- 
ticipate. Invitations have been ex- 
tended to 85 countries by our State 
Department to exhibit at Century 21. 
Century 21 committee estimates that 
30-40 countries will exhibit. Actually 
four nations (Canada, Ivory Coast 
Republic, Yugoslavia and Greece) 
have signed to date. 

If you talk to men involved in put- 
ting together Century 21, you find 
a special glint in their eyes as they 
talk about it. They are dreamers of 
high ideas. Where there are big 
dreamers often times results are no- 
ticeable. Ed Carlson looks at Century 
21 this way, “I like to think we will 
have built a permanent monument of 
our generation in Seattle.” 

How successful Century 21 will be 
has still to be written in the books, 
but if you are eager to exhibit at or 
attend an achievement — Century 21 
is it. @ 


To get things aone...n have, WUYLL, fu 
—— 


COME TO POINT CLEAR. 


a 


YOUR PRIVATE PLEASURE-LAND!( 


© Home of Lakewood 
Golf Club, scene of 
network TV matches. 


© Variety of meeting rooms 


© Magnificent pool, deep-sea cruisers 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have all the facilities you could ask for a successful, enjoyable meeting! Available 


all year, except March and April. 


Maximum 200 persons (120 double rooms and suites) 
For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL -> 


POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 
Owned and operated by Southern Industries Corporation, Mobile, Ala. 
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Convention Facilities 
at the Midwest’s Finest 
‘Relaxin’ Resort” 


STARVED 
ROCK 
LODGE 


The new $100,000 Starved Rock 
Room is specifically designed to 
accommodate group meetings of up 
to 125 people. 

Its equipment is the most modern 
available—including spotlights, 
blackboards, lectern and a complete 
public address system. 


Luxury rooms; delicious food; quiet, 
relaxed atmosphere. Only 2 hours 
from Chicago, by rail or car 


For full information write 
Convention Co-ordinator 
Starved Rock Lodge 
Starved Rock State Park 
Utica, Illinois 


or phone Chicago office 
MOhawk 4-5100 


SAVE! 


Bring your own 
liquor. We'll supply 
setups and service: 


BEACH 
HOTEL AND MOTEL 


Meeting facilities for 50 to 1500 
Banquet service for 25 to 1000 
Overlooking the Gulf 

Modern, new hotel and motel rooms 
Pool, beach, fishing, golf 
Experienced convention staff 
Convenient to every place 


JIMMIE LOVE, General Manager 
JUANITA BALTAR, Convention Mgr. 


Te epnone 
IDlewood 6-551 
eletype: 163 
3 3 S 


T 
M | | oe ae 


WE LET THE 


BIG ones 
GET AWAY 


Because we can give our 
personalized attention— 
standard BALMORAL 
service—to no more than 
400 guests at one time 
we accept only sales meet 
igs from 40 to 400 
You're invited to join 
the select 400. Complete 
know-how and facilities 
for meetings, bariquets 
and between-meetings 
relaxation. Experienced 
staff at your disposa 
For details write 


HARVEY WEINBERG 
Director of Sales 


SIX ACRES + OCEAN AT 98th 
BAL HARBOUR, MIAMI BEACH 


i@ix. South's Supreme 
~ Hotel with a 
Personal Touch 


* Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely. staffed and 
equipped. 

* Banquets—20 to 2000. 

* Twenty-four (24) meeting rooms 
adjacent. 


* Five (5) restaurants in latest vogue. 
*® Nation's finest floor of meeting rooms. 


* Fabulous Empire Room with dining, danc- 
ing and star entertainment. 


*& Arcade Shops of latest decoration. 


* Suites furnished in imported fabrics and 
collectors’ items. 


* Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Glam- 


orous swimming pool and exotic Polyne- 
sian Lounge. ° 


A small city, within 
itself, with Southern 
hospitality flowering. 


ADVERTISERS’ INDEX 
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Aero Mayflower Transit Company 
Alpine Inn ae 
American Airlines, Inc, 

American Express Travel Service 
Americana Hotel (Miami Beach) 
Americana Hotel (New York City) 
Aristocrat Inns of America .. 

Ask Mr. Foster Travel 
Astor-Manhattan Hotels .. 
Atlanta Biltmore Hotel ... 
Atlantic Coast Line Railroad 


Bahamas Government Development Board 
Baker Hotel 

Balmoral Hotel 

Balsa Hotels . 

Barbizon Plaza Hotel 

The Barcelona Hotel 
Bedford Springs Hotel 
Berkeley-Carteret Hotel 
Berkshire Hills Conference 
The Bermudiana Hotel 
Bertell, Inc, .... 

The Biltmore Hotel 
Bismarck Hotel .. 

Hotel Blackhawk 

Boca Raton Club ‘ 
Bryan-Elliott Company 
Buena Vista Hotel 


Camelback Inn 

Canadian National Railways 

Canadian Pacific Railways 

The Carillon Hotel 

Castile Harbour Hotel . 

The Cavalier Hotel 

Chalfonte-Haddon Hal! Hotel 
Claremont Hotel ; 
Claridge Hotel (Atlantic City) 

Hotel Claridge (Memphis) . 

Ye Cocke and Kettle 

Colony Hotel ... 

Columbus Hotel 

Commodore Hotel 

Concord Hotel 

Condado Caribbean Hotel Corporation 
Connecticut Berkshires Vacation Bureau 
Hotel Continental 

Convention Cruises 

Czarnowski Display Service, Inc. 


Daytona Beach Resort Area 
Daytona Plaza Hotel 
Dearborn Inn ... 
Deauville Hotel .. 

Hotel Del Coronado 

Dell View Hotel ; 
Deliwood Country Club 
Delta Air Lines 

Hotel Dennis 


Design Built Studios . 
Detroit-Leland Hotel 
Dinkler Hotels 
Diplomat Hotel 
Disneyland Hotel ...... 
The Displayers, Inc. ... 
The Doric Company . 
Drake Hotel (Chicago) 
Drake Hotel (Philadelphia) 
DuPont Plaza Hotel . 
Dyna-Graphic Company 


Eastern Air Lines .. 
Eden Roc Hotel ....... 
Edgewater Gulf Hotel 
Edison Hotel 

Emerald Beach Hotel 
Executive House 


Far Horizons .... 

Fields Management Company 
Fiamingo Hotel aa 
Flowers of Hawaii 
Fontainebleau Hotel 

Hotel Fort Des Moines 

Forty Acres Inn 

Fred Harvey Hotels 

Freeman Decorating Company 


Galt Ocean Mile Hotel 

Galvez & Buccaneer Hotels 
Gardner Displays ka 
General Exhibits & Displays . 
The Golden Gate Hotel 
Golden Triangle Motor Hotel ..... 
Grand Hotel (Mackinac Island, 
Grand Hotel (Pt. Clear, Ala.) 
The Greenbrier . 

Gulf Hills Dude Ranch 

Gurney's Inn . 


The Hanover Inn 

Hartwig Displays 

Hawaii Visitors Bureau 
Henry Hudson Hotel 

Hotel Hershey ... 

Hertz System, Inc. 
Hidden Valley 

Hilton Hotels Corporation 
Hilton Hotels International 
Holiday Inns of America .. 
Hollywood Beach Hotel 


Martin B. Iger Company 

WEL 6. ca000cedendenoess 
Intercontinental Hotels ... 
International Amphitheatre 


Jack-Bilt Corporation . 


WHY ShYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


& Privete club atmosphere, distinguished 
service 


& Excellent meeting rooms, equipped with 
all professional requirements 
t Easily accessible (only 100 mi. from N. Y. 


and Phila.)—Serviced nationally by lead- 
ing rallroods and 5 airlines 


he Outstanding culsine—orivate dining rooms 


% Superb facilities for relaxation and 
recreation, Including 18 hole champior- 
ship golf course 

% Beautifully appointed accommodations 


Write for Conference Booklet 
and complete details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. 


Wm. W. Malleson, Jr., Gen. Mer. 


Phone: LYndhurst 5-7401 
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Jack Tar Hotels . baie 
Jam Handy Organization 
Jamaica Tourist Board 

Jug End Barn . 

Jung Hotel ..... 


Key Biscayne Hotel .. 
Kloeppel Hotels, Inc. 


LaConcha Hotel .. 

LaSalle Hotel 

Las Vegas Convention Center 
Lawrence Hotel 

Lido Hotel .. 


Manger Hotels .. 

Manoir Richelieu .. 

Marott Hotel 

Marriott Motor Hotel (Philadelphia) 
Maxwell House .. : 
City of Miami ... 

Miami Beach Convention Hall 
Mississippi Gulf Coast 

Mont Tremblant Lodge 
Montauk Manor .. 

Montmartre Hotel ... 

Hotel Moraine teak 
Mount Washington Hotel 
Mountain Shadows 

Hotel Muehlebach 


Nassau Beach Lodge .. 

Nassau Inn ye a 

National Guard Armory .. Sore 
New York Trade Show Corporation 
Norfolk Chamber of Commerce 
Northeast Airlines 

Northernaire 

Norwich Inn .......... 

Novelart Display Company 


Oak n' Spruce 
O'Hare Inn 

Ohio Displays 
Oleet Brothers 
Oxford House 


Palm Beach Biltmore Hotel 
Palm Springs Riviera Hotel 
Park Sheraton Hotel 

Hotel Patten 

Hotel Phillips 

Pick-Nicollet Hotel 

Hotel Pierre 

The Pines 

Ponte Vedra Club 

Port St. Lucie Country Club 
Porta-Floor, Inc 

Hotel President 

Princeton Inn ; 
Providence Chamber of Commerce 
Prudential Building 


The Queen Elizabeth Hotel 


Radisson Hotel ‘ aed 
Richmond Hotels, Inc. .................. 
Ritz-Carlton Hotel i 
Roger Smith Hotels .............. ; 

SP IIT EIEN, nc ca css60bees:eccseccansdens 
Roosavelt Hotel (Jacksonville) . 

Roosevelt Hotel (New Orleans) .. 


Safari Hotel ... 
Sagamore Hotel . 

St. George Hotel .. 

St. Moritz Hotel 

San Antonio Chamber of Commerce . 
Hotel Savery . 

Seaway Idlewild Hotel 
Seville Hotel ...... 
Sharp, Ltd., Hotels 
Shawnee Inn 

Shelburne Hotel 
Sheraton-Atlantic Hotel 
Sheraton-Cadillac Hotel 
Sheraton-Dalias Hotel 
Sheraton-Gibson Hotel 
Sheraton-Hawaii Hotels 
Sheraton-Park Hotel . 
Sherman Hotel ... 
Show Services, Inc. . 
The Shoreham Hotel 
Shure Brothers, Inc, 
Skyline Inn .. 

Skytop Club . 

Stardust Hotel 

Starved Rock Lodge 
State Fair of Texas 

Sun Valley Lodge 


Tamiment Lodge 

Tampa Chamber of Commerce 
Hotel Thayer ...... eae 

Tom Sawyer Motor Inns 

Tower Isle Hotel 

Trans-Canada Air Lines .... 
Trans World Airlines, Inc. ..... 
Traymore Hotel 

Treadway Inns 


United Van Lines 
Hotel Utah & Motor Lodge 


Villa Moderne 


Wanderer Hotel .. , 
Warwick Hotel (New York City 
Warwick Hotel (Philadelphia) 
Hotel Webster Hall . 

Western Airlines, Inc. 
Western Hotels 

Westward Ho Hotel ... 
Wheaton Van Lines, Inc, 

The Wigwam 

Wilding, Inc 

Willard Hotel ial 
Williamsburg Inn & Lodge ... 


a 


Nothing Tebs 


THE 


$T. MORITZ 


ON-THE- PARK 


PERFORMANCE, 
NOT PROMISES 
Talk? We leave that to you 


_at meetings, luncheons, 


banquets, receptions. Action 
is our platform...and we 
deliver with newly redecorated, 
perfectly private function 
rooms, arranged to your 
requirements. Accommoda- 
tions for 10...or 350. Our 
cuisine lives up to its famed 
reputation. The service does 
visiting dignitaries proud. 
We'll even give you the sky, 
as a fitting backdrop to 
meetings in the Sky Garden 
Roof and Terrace Penthouse, 
high atop the St. Moritz. 


Hou Ufo only Toaly 
Comlinental hotel 


50 Central Park South 
“New York - PLaza 5-5800 
: Nancy B. Zabel 
Director of Sales 


The ‘Pick’ of MINNEAPOLIS’ f_ 


»Pick- 
Nicollet 


NICOLLET AND WASHINGTON STRE 


* 600 Guest Rooms and Executive Suites 
* All Public Rooms Air-Conditioned 


Thomas P. Ryan, General Manager 
M. A. Donohue, Sales Manager 
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New and Larger 
Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 


18 function rooms, 

including the newly created 
ETS Walnut Room, offer the 
city’s finest accommodations 
for as many as 1500. 
Write for full details or 
Phone FEderal 3-3177 
Teletype MP-33 


AN ALBERT PICK HOTEL 


JANUARY 20, 1961 


: mo 
L amlaalic is the 


word for a meeting at 


PONTE VEDRA BEACH 
FLORIDA 


An overused word, perhaps 
you'd agree with us if you 
ld see superlatives in letters 
ved from groups that have 


met here 


Four meeting rooms accommo 
dating up to 175; all rooms and 
function rooms air-conditioned 
First tee of one of America’s 
truly great golf courses is at 

oor. Wonderfut beach 


fresh water pool, tennis, fishing 


National and regional associa 
tions and companies are inv 
from September through Febr 
ary and May lst to June 15tt 
Write for brochure and details 
Address Luther N. Grimes, Gen 
Mer., Ponte Vedra ( 

Beach, Fla 


Tel.: ATwater §£ 


FLORIDA'S 
FOREMOST 
FOUR SEASON 
RESORT 


(S46 SARIS ON TT. 
tap the pro 
to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
cation plans—let this pro handle all the 
details. Write or phone any of our offices 


for fast answers to group travel problems. 


ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N. Y 

1627 K Street, N.W., Washington 6, D. C. 

200 South Michigan Avenue, Chicago 3, Iilinois 
Buh! Buliding—Lobby, Detroit 26, Michigan 

510 West Sixth Street, Los Angeles 14, Californiz 
350 Post Street, San Francisco 8, California 
811 S.W. 6th Avenue, Portiand 4, Oregon 

22 Providence Street, Boston 16, Massachusetts 

Simpson’s—6th Floor, Toronto, Ontario 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


™ Manoir 
Richeliew 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
in June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. S- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 


WILY BEST I'VE HEARD 
eS BETO SE aN 


Subject: OPERATOR 


The sales manager’s secretary 
was getting married, so Harry, a 
salesman went to everyone through- 
out the headquarters building to 
collect 25 cents each for a wedding 
gift. After he canvassed the office 
force, he went through the plant 
for more donations. 

When he had collected $250, 
Harry went next door to a local 
store where he bought 1,000 packs 
of cigarettes. From the packs he 
extracted the gift coupons, handed 
each employe a pack of cigarettes 
and with the coupons got a silver 
tray for the wedding gift. 

Eventually, Harry's operation 
reached the board room. “He’s in 
the wrong place,” said the chair- 
man. “He ought to be here.” Then 
the chairman of the board asked 
his secretary to have Harry come 
in to see him right away. 

After searching high and low 
for Harry, the secretary reported 
this message to the chairman of 
the board: “Sorry, Harry’s not here. 
He collected 2,500 H&S Blue 
Stamps from the store where he 
bought the cigarettes and he took 
off for Las Vegas.” 


Subject: RUSSIANS 


Russian technique to brain wash 
others for secrets is not a new 
atomic-age technique. It’s more 
than 1,000 years old. 

Back in 105 A.D., a Chinese 
scholar, Ts’ai Lun, was dissatisfied 
with writing materials available 
and invented the art of paper mak- 
ing. His formula was kept secret 
by the Chinese for 600 years. 
However, in 751 A.D. the Rus- 
sians wormed the secret out of 
Chinese prisoners. Ts’ai Lun’s 
formula eventually reached Europe 
around the 12th Century. 


Subject: CRITICISM 


After attending the weekly 
church service, a woman with a 
reputation for being critical was 
talking to her neighbor. She said 
the seats in her pew were hard, 
the hymn singing was off-key, and 
the preaching was poor. 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


At that point, her little girl, who 
had gone to church with her, spoke 
up. “But, Mamma,” she said, 
“what can you expect for a nickel?” 


Subject: EXPENSES 


Summoned to the accounting 
office, the salesman was confronted 
by the comptroller: “This expense 
account amazes us. How do you 
manage to spend $14 a day for 
food for yourself?” 

“I manage,” came the reply, “by 
skipping breakfast.” 


Subject: SPEECH 


One of the most promising starts 
to any speech was made recently 
by a speaker who rose to the 
lectern and announced: “As I un- 
derstand it, my job is to talk to 
you. Your job is to listen. If you 
finsh your job before I do, I hope 
you'll let me know.” 


Subject: COMMUNICATIONS 


During a USO dance, a young 
marine couldn’t keep his eyes off a 
pin Worn by this partner. The pin 
depicted a cluster of naval signal- 
ing flags. 

“I see you're admiring my 
brooch,” she said. “It was a present 
from my husband who is in the 
Navy, and the flags mean ‘I love 
you.” 

Knowing that the word “love” 
wasn’t in the naval signal manual, 
the marine turned to his manual 
as soon as he got back to his bar- 
racks. What the flags actually sig- 
naled, he discovered, was: “Per- 
mission to lay alongside.” 


Subject: TEENAGERS 


Think things have changed? 
Well, you can take consolation 
from the fact that there is nothing 
new about any trouble teenagers 
cause their parents. In the Istanbul 
Municipal Museum is the oldest 
known piece of writing in exist- 
ence. This 6,000-year-old Presse 
Papyrus starts with this sentence: 

“Alas, times are not what they 
used to be. Everyone wants to 
write a book and children are no 
longer obedient to their parents.” 


SALES MEETINGS/Part I1 SALES MANAGEMENT 


Something NEW is being added 
to the Nation’s Capital 


im 
NEW MODERN, $20,000,000 


STADIUM 


(ready for occupancy September 1961) 


os Os 
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Stadium Ideally Located 


e Close to cultural points of interest Seating capacity of 50,000 for football. 


pa — 1g 9 ee Wash- Seating capacity of 43,500 for baseball. 
P ee er ol ee, Ideal for public gatherings, religious meetings, pageants, 


and amusement centers. concerts, civic and political rallies; military shows, boxing, 
e Minutes from Union Station and Na- wrestling, as well as football and baseball. 
tional Airport. 5,000-seat section in lower stands, which can be rotated, 
provides an original and novel seating arrangement for 
multi-purpose use. 
80 percent of the total seats are adjacent to the baseball 
foul lines. 
anenen Approximately 30,000 seats, or 60 percent of the seats, 
4 are along the football sidelines. 
Most powerful field lighting ever installed 
The D. C. National Guard Armory Accessible by helicopter, boat, train, and automobile. 
continues to serve as the show, place for Parking for 12,500 cars, 100 buses, and 200 taxis. 
your show . . . with the best, the largest, 
and the most complete facilities for exposi- 
tions, trade fairs, conventions, and other 
national events. 


For information regarding either the D. Cc. ARMORY BOARD 
National Guard Armory or Stadium, write: 2001 East Capitol Street ¢ Washington 3, D. C. 
Arthur |}. Bergman, Manager Lincoln 7-9077 


“The client likes the new campaign” 


mee 


‘*The client lacks a new campaign’”’ 


“The client’ s got a new complaint”’ 


TO INSURE COMPLETE CLARITY... 


in group communications and avoid costly gar- 
bling... call on The Jam Handy Organization for 
the assistance of specialists. We’re experienced in 
all visual aids, staffed to handle any assignment, or 
any part of the job. 


You’re aware of the damage that can be done when 
a message gets twisted as it’s passed along. Expe- 
rience shows that even the simplest statement can 


lose much of its meaning in transmission. That’s 
why clarity is a must in group communications— 
both internal and external. For help in making sure 
that the right message reaches the right audience 
with maximum impact and effectiveness, just call 


THE JAM HANDY ORGANIZATION 


NEW YORK DETROIT CHICAGO HOLLYWOOD 
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